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OTPOURRI OF POPULARITY! 


Consistent, predictable popularity month -after- month 
... this is the profile of WHO-TV’s highly successful 
Early Show. 

In just the past three months Early Show has received 
an almost unbelievable vote of viewer confidence. Since 
last November the average number of viewers per 
quarter hour have increased by 19% and the average 
homes delivered per quarter hour by 23% (NSI Survey, 
Des Moines-Ames Area—February, 1960). 

The Early Show (Monday through Friday, 4 p.m.- 
6:05 p.m.) is Central Iowa’s only late afternoon family 
television fare—cartoons* for kids, movies* for mom, 
news for dad. The Early Show attracts every segment 
of the audience. 

Ask your PGW Colonel about WHO-TV’s spectacular 
bargains in spot availabilities, on this and other station- 
time success shows! 


*MGM Package *% WARNER BROTHERS “Vanguard” * ‘Showcase 
Package’ * NTA “Dream,” “‘Champagne,’”’ ‘‘Lion’’ *% SCREEN 
GEMS "Sweet 65°" *% HOLLYWOOD TELEVISION SERVICE ''Con- 
stellation’’ % M and A ALEXANDER “Imperial Prestige’ * PAR- 
AMOUNT LIBRARY and otbers. 


WHo-TV 


Channel 13 - Des Moines 


NBC Affiliate 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


oy Robert H. Harter, Sales Manager 
™ Peters, Griffin, ‘Woodward, Inc., National Representatives 


which also owns and operates WHO Radio, 


i WHO-TV is part of Central Broadcasting Company, : 
Des Moines; WOC-TV, Davenport 














WHEELING: I|IHUJR TV MARKET 
One Station Reaching The Booming Upper Ohio Val ey 


No. 18 
WTRF-TV Image Series 


TOYS 





The Louis Marx Company of Glendale, 
West Virginia (8 miles south of Wheeling) 
is a 1§ million dollar Wheeling area in- 
dustry producing steel and plastic toys, 
anything from a complete Ben-Hur Set 


\ to a Cape Canaveral Missile Base. In 
this 36-county market where nearly 2 
million people earn over a 21% billion 


dollar spendable income, Marx Toys em- 
ploys 1000 people and dispenses a 44% 
million dollar annual payroll. People who 
earn are people who spend ... Marx em- 
ployees typify the folks who comprise the 


UPA 
2 
——_ 
big and buying WTRF-TV audience. Are 


these folks getting your message . . . are 
you ringing up sales in the 7500 retail 


outlets here? 
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ORLD’S LARGEST TOY MAKER 


316,000 watts Nl B F network color 
| 


WHEELING 7, WEST VIRGINIA 
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TATISTICS | 





don't buy 
furniture... 





WJAC-TV certainly believes in statistics . . . 
after all, according to both ARB and Nielsen, 
it’s Number 1 in the Johnstown-Altoona Mar- 
ket. But facts and figures aren’t too impor- 


tant if they’re not backed up by concrete sales 


results! 


That’s where “people” come in. . . people who 
watch WJAC-TV consistently. They’re the 
buyers! Here’s the way Mr. Samuel Rapo- 
port, owner of Penn Furniture Stores, puts it: 
“It's a proven fact that by advertising on 
WJAC-TV, more people see our merchandise; 
therefore, more people buy ct our stores. Very 
simple . . . very successful. We wouldn't be 


without WJAC-TV. It does the job of reaching 
the public . . . and that’s what counts.” 


WJAC-TV is the “‘can do”’ station that will 
back up statistics with sales results 
for you! 


Get the whole story from 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 
















Fort Worth Dallas 





‘The CIRCLE of POWER 


In the great Southwest, the Circle of Power starts 
with Channel 4 — center of the booming, buying 
Dallas - Fort Worth Market . . 10th in population 
of growing TV cities . . . dominant influence in 
almost 700,000 TV Homes. . . ask your Branham 
Man about KRLD-TV “Circle of Power’. 


represented nationally by the Branham Company 


THE DALLAS TIMES HERALD STATIONS 
Channel 4, Dallas-Fort Worth sr 


MAXIMUM POWER OW-twin to KRLD radio 1080, CBS outlet with 50,000 watts. 
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Now it’s MMMMBS ®& It’s exit Mc- 


Carthy. enter Minnesota Mining & 
Manufacturing Co. as owner of Mutual 
Broadcasting System. Agreement has 
peen reached for sale of oft-sold MBS 
to 3M, headquartered in St. Paul, for 
in excess Of $1.25 million, but an- 
nouncement likely won’t be forthcom- 
ing for fortnight. Since no station li- 
censes are involved, transaction does 
not require FCC approval. 


Albert Gregory McCarthy, attorney- 
industrialist, who acquired MBS last 
July following Alexander Guterma 
debacle, disposes of his 50% as does 
25% owner Chester H. Ferguson, 
Tampa, Fla., attorney, but 3M will ac- 
quire 100% of property, having pre- 
viously negotiated for outstanding 25% 
held in treasury stock. Mr. McCarthy 
reportedly was in Europe last weekend 
but had negotiated transaction before 
departure. It's believed McCarthy 
group had invested in neighborhood of 
$1.5 million in network. 


Competition for Listerine ® In deepest 
secrecy, television test has been prepared 
and is due to start today (April 18) in 
several markets for what may become 
multi-million-dollar account in short 
order. It’s for new Johnson & Johnson 
mouthwash called Micrin, with which 
J&J hopes to challenge Listerine’s long- 
standing supremacy. Plans for Micrin 
introduction were so hush-hush that, 
according to some accounts, samples 
were stored in bank vault to keep word 
from getting out, Even last Friday, 
three days before tests were to break, 
authorities at J&J agency, Young & 
Rubicam, refused to confirm or deny 
reports of plans (but one broadcaster 
who said he’d tasted Micrin pronounced 
it “good”). Test markets understood to 
include Columbus, Ohio; Portland, Ore. 
and Eureka-Redding and Sacramento, 
Calif. 

Sweeney's new deal ® There’s been no 
noise about it, but Kevin Sweeney was 
signed more than six weeks ago to con- 
tinue as president of Radio Advertising 
Bureau for another five years. Deal 
came to light after Mr. Sweeney’s name 
popped up among those of possible suc- 
cessors to late Harold Fellows as head 
of NAB. New contract goes back to 
March 1, more than week before Mr. 
Fellows’ death, and runs to same date 
in 1965. Mr. Sweeney has been RAB 
president since January 1954. Mr. 
Sweeney’s new base is reportedly be- 
tween $35,000 and $40,000 a year, 
Plus some $12,000 a year in deferred 


payments applicable after end of new 
contract when he becomes consultant 
to RAB with other financial benefits. 


On the scene ® For second year in row, 
TvB is holding its semi-annual board 
meeting as close as it can get to some 
of television’s best customers. Meeting 
will be held at Boca Raton, Fla., Thurs- 
day (April 21), same day American 
Assn. of Advertising Agencies conven- 
tion gets under way there. Agency offi- 
cials will be guests of bureau at cock- 
tail party that night. 


Strategy ™ Observers at House Sub- 
committee on Communications hearings 
last week discerned possible legislative 
manuever whereby legislation to amend 
Communications Act might be tacked 
on to non-controversial bill in hope of 
averting Senate hearings. Senate-passed 
S 1898, proposed by American Bar 
Assn. and dealing with procedural 
phases, is now before House Committee 
and presumably would be vehicle on 
which rider incorporating legislation 
urged by Chairman Oren Harris (D.- 
Ark.) would be attached (see page 66). 
Among other things, Chairman Harris 
wants reinstatement of Avco procedure, 
FCC hearings in field, network licen- 
sing and control, and sponsor identi- 
fication with possible revision recom- 
mended by FCC. 


FCC proved last week it could act 
upon 24 hours’ notice when it was called 
upon. House Oversight Committee 
chairman, with FCC Chairman Fred- 
erick W. Ford on stand last Tuesday, 
asked for suggested language on Sec. 
317 (sponsor identification) and FCC, 
on Wednesday, proposed adding of pro- 
viso to section which would give it dis- 
cretionary power in public interest, 
convenience and necessity so that literal 
application where hardship might be 
caused could be avoided. Broadcasters 
contend FCC’s March 16 interpreta- 
tion, which majority regarded as re- 
quired under the law, invokes extreme 
hardship and is utterly impracticable. 


Brown leaving NAB? ® First major 
change in NAB headquarters staffing 
may be withdrawal of Thad H. Brown 
Jr., tv vice-president, who has been 
thinking of entering private practice of 
communications law. Mr. Brown has 
agreed to stay in vice-presidency during 
period of reorganization following re- 
cent death of President Fellows. 


Study committee ® It’s good bet that 
Frank Pellegrin, H-R Television vice- 
president, in one of last actions as out- 


CLOSED CIRCUIT. 


going president of Radio & Television 
Executives Society, will appoint study 
committee to explore ways to carry 
through Brig. Gen. David Sarnoff’s call 
for high-level symposium of opinion 
leaders to analyze tv’s role in Ameri- 
can life. RCA board chairman made his 
proposal at RTES’s 20th anniversary 
dinner in New York month ago (BRoAD- 
CASTING, March 14). Group of RTES 
members four years ago worked out 
preliminaries for radio-tv conference to 
be held at Syracuse U., but idea failed 
to gather industry support. 


Belk’s buy ® Sale of 5 kw day, 1 kw 
night (930 kc) WIST Charlotte for 
gross figure of $580,000 to Carolina 
Broadcasting Co. (WSOC-AM-FM-TV) 
(page 58) promptly triggered new nego- 
tiations for sale of existing 250 w WSOC 
(1240 ke) by latter to Henderson Belk 
for some $200,000. Mr. Belk, execu- 
tive of Belk department stores in South- 
east (some 400 stores in chain) per- 
sonally is negotiating for station and 
previously had made offer for WIST. 


Job open ® Two names being men- 
tioned most prominently to succeed 
Mary Jane Morris as FCC secretary 
are Evelyn Eppley, who would like to 
have job, and Charles Smoot, who has 
not said he would take it. Miss Eppley 
was legal assistant to former FCC 
Chairman John Doerfer, and Mr. 
Smoot is assistant general counsel in 
charge of legislation. If Mr. Smoot 
takes job, one report has Paul Mc- 
Donaugh, Mr. Doerfer’s administrative 
assistant, taking over legislative func- 
tions. There is strong feeling, however, 
that commission may bring in outsider 
as new secretary. 


Confirmation ® Appearance April 27 
of FCC Commissioner Robert E. Lee 
and Commissioner-designate Edward 
K. Mills Jr. before Senate Commerce 
Committee does not necessarily mean 
swift confirmation. Committee simply 
gave usual “two weeks’ notice” to pend- 
ing nominees at its meeting last 
Wednesday. If nominations are con- 
strued as “routine”, favorable reports 
promptly will ensue, but if questions 
arise, it’s expected new date will be set 
for appearance of either or both nomi- 
nees. Commissioner Lee, D.C. Repub- 
lican, has been .nominated for new 
seven-year term beginning July 1, while 
Attorney Mills, New Jersey Republi- 
can, was named to fill unexpired por- 
tion of term of former Chairman John 
C. Doerfer, resigned, which terminates 
June 30, 1961. 
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IMPRESSION: An exclusive news concept has attracted 
a large and devoted audience for WJW-TV in Cleveland. 
CITY CAMERA and CITY REPORT (highest rated-A.R.B. & 
Nielsen) provide fast-paced picture stories of late local and 
area news twice each week night. Cleveland’s biggest camera 
team and a persistent, inquisitive news staff virtually blanket 
Northern Ohio. * Yes, viewers are impressed with that extra 
sparkle on Channel 8. You are in good company and... . 


yw TV 


CBS CLEVELAND 
A STORER STATION - REPRESENTED BY THE KATZ AGENCY 
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How Sara Lee bakes $25 million ‘cake’ ® There are 
three big reasons why Sara Lee spends one-half of its 
$2 million budget on radio-tv: on-air personality en- 
dorsement, opportunity to demonstrate its bakery prod- 
uct quality and excitement potential. But there are 
some problems in broadcast buying too. All in all, 
Sara Lee since 1951 has increased gross sales from 
$400,000 to $25 million. Kenneth A. Harris, Sara Lee’s 
director of advertising, tells the story in this week’s 





Mr. Harris 
MonbAyY MEmo. Page 24. 


Public service can sell ® And it can be sold, too. That’s the consensus 
among almost 300 agency people in an NBC Spot Sales timebuyer 
opinion panel. But, say most, stations don’t give agencies enough in- 
formation to justify the decision to buy. Page 29. 


Cigarettes, beer and toys ® They have this in common: Increased use 
of television and a decided rise in output and sales. Page 40. 


AAAA convention ® Agency association’s progress in dealing with “ob- 
jectionable” advertising to be described in feature of three-day meeting 
this week at Boca Raton, Fla. Agency-client relationships, problems of 
the 1960’s and economic outlook among other highlights. Page 42. 


Awards ® Five tv commercials spotlighted by Art Directors Club of 
New York as it gives its annua! awards. Page 46. 


Man on a hot seat ® New chairman of NAB Tv Code Review Board, 
E.K. (Joe) Hartenbower, is well suited to one of the industry’s toughest 


jobs through code experience, calm approach to problems and ability to 
organize. Page 62. 


Does play constitute pay? ® Harris subcommittee airs Harris’ own and 
other bills, but most of the criticism in two-day hearing is aimed at Sec. 
317 and the even stiffer bill to amend it. Page 66. 


Brighter horizons ® FTC’s Earl Kintner says there are fewer objection- 
able ads around these days. He credits self-regulation. Page 74. 


Comparative demerit? ® KTVI (TV) St. Louis should get comparative 
demerit in any further consideration of disposition of ch. 2 deinter- 
mixture case, FCC associate general counsel says in labeling Judge Stern’s 
initial decision contrary to the evidence. Page 76. 


What they‘re running ® Network summer hiatuses fade as nighttime 
re-runs take over in 82 shows out of 110. Page 82. 


Foreign residuals ® Writers, producers hit snag over foreign sales of 
U.S.-produced tv programs. Page 88. 


Visual communications ™ Conference in New York hears Pat Weaver 
call for cultural breakthrough in tv and an Ampex prediction of tape 
supplanting film production in tv. Page 90. 
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ONE 
MOVE 
TAKES ALL 





LANSING 
JACKSON 
BATTLE CREEK 


WU og 


CHANNEL 1| 


The King of the Golden Triangle ke all 
three mid-Michigan markets with a city 
grade signal and gives you the jump on 
46% of the state’s population (outside De- 
troit). Nationally 11th in Retail Sales*, 
26th in TV Households**. Check these 
facts with Venard, Rintoul & McConnell, 


Inc. Your move! 


*SRDS Consumer Market Data 
**Television Age 100 Top Markets — 11/30/59 
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LANSING 
WL) =f Yorn 
BATTLE CREEK 
CHANNEL 10 


SERVING MICHIGAN'S 


GOLDEN TRIANGLE 


Associated with / WILS - Lansing, WPON — Pontiac 
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SYRACUSE 


TELEVISION CORP. 
GR. 4-851! 


— 





101 COURT STREET, SYRACUSE 8, NEW YORK 


that WHEN-TV 


the first to admit 
n Syracuse. 


We would be 
levision station i 


is not the best te 


It’s the better. 


Cordially, 


Quk 


Paul Adanti 
Vice President 


WHEN ©) 


CBS IN CENTRAL N 
KPHO KPHO-TV 


/ KRMG 


- WITH BETTER 
AlN MAGAZINES 


WOW WOW TV WHE . 
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AT DEADLINE 


LATE NEWSBREAKS ON THIS PAGE AND NEXT ¢ DETAILED COVERAGE OF THE WEEK BEGINS ON PAGE 29 


PAULEY NEW ABC RADIO CHIEF 


DeGray resigns; Goldenson cites expansion 


ABC Radio Network lost its presi- 
dent last week, will replace him with 
vice president, but reports of severe 
cutbacks in network operations were 
denied. 

Edward J. DeGray’s resignation as 
president, effective April 29, was an- 
nounced by Leonard H. Goldenson, 
president of parent American Broad- 
casting-Paramount Theatres. Robert R. 
Pauley, now eastern sales manager of 
ABC Radio, will become operating 
head of network with title of vice presi- 
dent in charge. 

In making announcement Mr. 
Goldenson said: “ABC is in network 
radio to stay and we plan to expand 
our programming service to the mil- 
lions of Americans to whom network 
broadcasts are a daily necessity.” 
Planned expansion was not described. 


For past two weeks there have been 
reports, all denied, that AB-PT high 
command has ordered sharp economies 
in radio network. 

Mr. Pauley, 36, joined ABC Radio 
as account executive in October 1957 
after serving with Benton & Bowles, 
NBC Radio and WOR New York. He 
became eastern sales manager in March 
1958. 

Mr. DeGray, named vice president in 
charge of ABC Radio in March 1958 
and president last June, formerly was 
station relations vice president. Before 
joining ABC Radio in 1955 he was 
with CBS for some 18 years in several 
Capacities including office manager and 
assistant general manager of then-CBS- 
owned WBT Charlotte, N.C., in 1940s 
and, later, director of station relations 
for CBS Radio. 





RKO General files 
WHCT (TV) purchase 


First step in RKO General Inc. 
plans to test Zenith Phonevision pay tv 
system was taken Friday (April 15) 
when RKO General asked FCC ap- 
proval for $900,000 purchase of ch. 18 
WHCT (TV) Hartford, Conn. (BRoapD- 
casT, April 4). Actual licensee will be 
RKO General affiliate, Hartford Phone- 
vision Co., which is buying WHCT 
from Capitol Broadcasting Co. (Ed- 
ward D. Taddei, David K. Harris and 
Michael J. Goode). 

RKO General said application for 
FCC approval of on-air pay tv will be 
filed ‘within reasonable time” after 
WHCT purchase is consummated. This 
means that pay tv in Hartford still is 
minimum of several months away. 
WHCT sales contract provides that 
either party may cancel if FCC has not 
approved sale within 12 months. 

Application gave no indication what 
portion of broadcast day WHCT 
planned to devote to subscription view- 
ing and what part would be on free 
basis. with two to be intermixed dur- 
ing broadcast day. Included in pur- 
chase is $150,000 for WHCT’s non- 
tangible and non-fixed assets and lease 
from Capitol of tangible and fixed as- 
sets. Capitol also obtained option to 
purchase 10% of Hartford Phone- 
vision for $5,000 and first-refusal rights 
on WHCT in event RKO General sells 
Station. 


Harold Day dies 


Harold B. Day, 52, ABC-TV vice 
president for daytime network sales, 
died of heart attack in his office in New 
York Friday (April 15). He had been 
with network since 1942 and had served 
as account executive, manager of west- 
ern division and director of daytime 
programs. He was elected vice president 
last December. 





Solid front 


Cooperative promotion of tele- 
vision’s “serious” programming, 
started in Los Angeles and Chi- 
cago few weeks ago (BROADCAST- 
ING, April 4), is spreading to 
other cities. Idea is for all stations 
within each market to get to- 
gether and publish—for distribu- 
tion to area’s “opinion leaders”— 
monthly program guide giving 
highlights of information, educa- 
tional, cultural and _ special-in- 
terest shows coming up on all 
outlets. Louis Hausman, director 
of Television Information Office, 
who assisted in setting up Los 
Angeles and Chicago projects, is 
slated to meet this week with sta- 
tions in' Washington, Detroit and 
New York for same purpose. 
Some leading multi-station owners 
are among those reported in- 





terested in similar ventures in 
their markets. 











Election year: it’s 
Lar Daly time again 


Ubiquitous Lar (America First) Daly, 
perennial splinter candidate, has “put it” 
to networks again in endeavor to get 
national air time as professed candidate 
for Democratic presidential nomina- 
tion. 

Consensus of networks Friday was 
that Daly requests refer to news inter- 
view programs which specifically are 
exempted from Sec. 315 equal time re- 
quirements. 

Through his attorney, Mr. Daly wrote 
each of three network presidents April 
12 demanding equal time to answer ap- 
pearances of Sens. John F. Kennedy 
and Hubert H. Humphrey on CBS’ 
Face the Nation and Sen. Humphrey 
on NBC’s Meet the Press and ABC’s 
College News Conference. 

Mr. Daly’s letter related he is cer- 
tified, bona fide candidate for Demo- 
cratic nomination in states of Mary- 
land and Indiana. It said Mr. Daly 
understood last year’s amendment of 
Sec. 315, but was relying on network’s 
fair play to all “newsworthy” candi- 
dates. 


Admiral color sales up 


Color tv has been moving “at an ex- 
cellent rate” and company sales are ex- 
pected to double in 1960, Ross D. 
Siragusa, president of Admiral Corp., 
told annual shareholders’ meeting in 
Chicago Thursday. He cited upsurge in 
movement in color and tv-stereo high 
fidelity products. Mr. Siragusa predicted 
first quarter sales would rise 7% over 
same period last year. Admiral’s tv sales 
from distributors are 33% ahead of 
1959 first quarter, compared with in- 
dustry increase of 16%. Major factors, 
he reported, are acceptance of Ad- 
miral’s wide-angle 19- and 23-inch tv 
sets. He also saw “serious threat” in 
Japanese competition to American 
manufacturers and labor, noting over 
half of 5 million transistor radios sold 
in U.S. last year involved Japanese 
manufacture of components. 


They like it lively 


Survey conducted by Mutual among 
radio-tv directors of leading advertising 
agencies reveals agency men want radio 
stations to be “provocative” and com- 
ment on community affairs. Thirty-one 
respondents of 100 agency executives 
canvassed stressed discussion of vital 
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community issues on radio, with both 
sides of problem aired. Only one execu- 
tive said he didn’t consider station’s 
“image” in placing broadcast orders. 
Robert F. Hurleigh, Mutual president, 
will send details of survey to Mutual 
affiliates this week. 


Collins ‘down under’ 


Collins Radio Co. has formed sub- 
sidiary, Collins Radio (Australia) Ltd., 
in Melbourne for sales and service in 
Australia, New Zealand and Southeast 
Asia, James G. Flynn, Collins presi- 
dent, announced Friday. 


KLGA sold for $80,000 


Station sale announced Friday: 
KLGA Algona, Iowa, sold by Frederick 
Epstein and associates to Harry Snyder, 
Robert W. Behling and Robert A. Wil- 
son for $80,000. Messrs Snyder and 
Behling own KHUB Fremont, Neb. 
Mr. Wilson is sales manager of KLEM 
LeMars, Iowa. Mr. Epstein and group 
continue to own KSTT Davenport, 


Iowa. KLGA is 5 kw daytimer on 1600 
ke. Broker was Hamilton-Landis & 
Assoc. Sale is subject to FCC approval. 


State to sue Daley 


State’s Attorney Benjamin Adamow- 
ski revealed late last week he will file 
suit this week in Chicago Superior 
Court against Chicago Mayor Richard 
J. Daley and city council for banning 
radio-tv coverage of proceedings. He 
said suit would hold that council is 
violating state law which, he claims, re- 
quires legislative bodies to open doors 
to all media (early story page 60). 


NTA joins ch. 12 bids 


Multiple station owner National 
Telefilm Assoc. Friday (April 15) be- 
came fifth applicant for new tv station 
on ch. 12 Wilmington, Del., when bid 
was filed with FCC. Other appli- 
cants for vhf facility, relinquished by 
Storer Broadcasting Co., are Rollins 
Broadcasting Inc., Metropolitan Broad- 








casting Corp., Wilmington Tv Co. (all 
three of whom own other broadcast 
stations), and educational WHYY 
Philadelphia. NTA owns WNTA-AM- 
FM-TV Newark, WDAF-AM-TV 
Kansas City and KMSP-TV Minne- 
apolis. 


DuMont reports profit 


Allen B. DuMont Labs., Clifton, 
N.J., reports today (April 18) profit of 
$1,315,904 and gross income of $19,- 
467,469 for fiscal year ended Jan. 3. 
Fiscal year gross income for 1958 
totaled $30,165,988 and loss of $9,- 
503,698 was sustained. Sale of com- 
pany’s East Paterson, N.J., plant and 
other capital assets during 1959 re- 
sulted in gain of $1,532,929, which 
was partially offset by deficit from 
operations in amount of $217,025. D.T. 
Schultz, president of DuMont, said 
current liabilities, which were reduced 
by $5 million in 1958, were further 
reduced in past year by $6.7 million. 
Working capital at year end amounted 
to $8,392,000, he said. 





Felix Jackson, who 
joined NBC last month 
as vp assigned to west 
coast program depart- 
ment, appointed vp 
NBC-TV network pro- 
grams, West Coast. Carl 
Lindemann Jr., vp day- 
time programming for 
NBC-TV since April 
1959, appointed vp, program sales. Mr. Jackson, from 
1933-48 was writer-producer of motion pictures in Europe 
and Hollywood and later served with Young & Rubicam 
and CBS-TV as producer of such programs as Studio One, 
Schlitz Playhouse of Stars and Four Star Playhouse. Mr. 
Lindemann joined network in 1948 as associate producer 
of Kate Smith Hour and has served company continuously 
in various programming executive posts. Earlier, he had 
been with Foote, Cone & Belding, N.Y. 





Mr. JACKSON Mr. LINDEMANN 


James B. Sheridan, appointed by FCC 
Chairman Frederick W. Ford as special 
assistant (CLosep Circuit, April 4) with 
particular duties of checking out major 
matters on commission agenda and use of 
FCC manpower. Mr. Sheridan moves from 
his post as assistant chief of Economics 
Div., Broadcast Bureau, immediately to 
assume new duties. He has been with : 
commission since 1941, where he started MR. SHERIDAN 
as special research consultant in Economics Div. of then 
Office of Chief Accountant. In 1947 he became chief of 
Broadcast Bureau’s Business Economics Branch. In 1950 





he was made assistant chief of Broadcast Bureau’s Econom- 
ics Div. and from 1956 to 1959 was acting chief. Mr. 
Sheridan will be located in Chairman Ford’s office. 


John P. Taylor, manager of marketing plans and services 
for RCA’s Industrial Electronics Products activities, ap- 
pointed to new post of manager of marketing administra- 
tion, Broadcast and Television Equipment Division of that 
company. He joined RCA in 1930 as engineer and has 
served company since that date in various posts, including 
sales engineer, field sales representative, section sales man- 


ager and advertising-promotion manager for broadcast 
division. 


Wesley |. Nunn, 65, advertising man- 
ager of Standard Oil Co. of Indiana, blue 
chip broadcast client, for nearly 24 years, 
retires April 23. Robert B. Irons, assistant 
advertising manager, succeeds Mr. Nunn. 
Karl Muller, Standard district manager, 
replaces Mr. Irons. Mr. Nunn active with 
other petroleum firms (Continental, Mary- 
land Oil) and in various advertising capac- ' 
ities, joined Standard in 1936. He is cred- Mr. NUNN 
ited with placing substantial 16-state regional radio-tv buys 
during tenure. Mr. Nunn.is past chairman of Assn. of Na- 
tional Advertisers and Adv. Federation of America; grad- 
uate director of The Advertising Council, former secretary- 
director of Audit Bureau of Circulations, past president of 
Chicago Federated Adv. Club and former director of Na- 
tional Safety Council. Mr. Irons joined Standard 24 years 
ago, rising through distribution, advertising, pr, sales and 
was appointed assistant advertising manager in 1957. 





ns FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES 
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= Time-buyer Socrates, visiting Washington, D. C., has 
been shown the logic of combination buying on 

I- WMAL-TV and affiliate WSVA-TV. The final piece 

" of logic is a cocktail party, where a discussion of 
schedule construction segues into a discussion of mar- 

2S tini construction. One recondite soul proposes this 

“ problem. 

a- 

at You have half a glass of vermouth (it might be better 

° than nothing). An associate has another glass, twice 

. 7 as large, one-third full of vermouth. A bottle of gin 

st appears. In the interest of science, both glasses are 


filled with gin, then emptied into a shaker. Now, be- 
fore you pour the whole mess on ice: What is the ratio 
of gin to vermouth? 


(Send us the solution—try to avoid commentary on the 
merit of the proportions—and win a copy of Dudeney’s 
“Amusements in Mathematics,” published by Dover 
Publications, Inc., New York.) 


: ~wmal-tv 


f 
a Channel 7 Washington, D. C. 


rs 





An Evening Star Station, represented by H-R Television, Inc. 


Affiliated with WMAL and WMAL-FM, Washington, D.C.; WSVA-TV and WSVA, Harrisonburg, Va. 
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AMERICA’S No. 1 FILMED SPORT SERIES 
FOR 6 STRAIGHT YEARS 





NOW AVAILABLE FOR SPRING-SUMMER RELEASE 


156 ONE-HOUR SHOWS TO SELECT FROM... 


Here are a few of the stars: Steve Nagy + Lou Campi « Bill Lillard 
Buzz Fazio - Dick Hoover - Buddy Bomar + Ed Kawolics 
Tom Hennessey - Therman Gibson + Glenn Allison 
Stan Gifford - Ray Bluth - Ned Day + Pete Carter 














BIG. BIG RATINGS YEAR 'ROUND 


The re-runs in summer rate within two points of the winter first runs 
Average rating (Dec.’59) in stations coast-to-coast — 15.7 


(All in Class C time periods) 


CHICAGO: #79 OUT OF OVER 100 SYNDICATED SHOWS 


taney ie Mie mI DEES So « 


SEATTLE: +5 OF ALL SYNDICATED SHOWS 


Top rated movie of the entire month ............... 16:5 
Championship Bowling (against the top rated movie) .. 21.1 


es | oe | D) = +N ee) oe | ©), Zo) a ot- 0 ao [1-0-1 e-em ol -1-1 ar- ale to) name i alal . 
distributors or for a local retailer who wants powerful, 
proved impact on summer audiences. 
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for details, write or call 


WALTER SCHWIMMER, INC. 


75 East Wacker Drive, Chicago 1, Illinois 
FRanklin 2-4392 



































































































LETTER from the 


EDITOR and PUBLISHER 


Dear Subscriber: 


On rare occasions in the nearly 
29 years that we have published 
BROADCASTING have we pre-empted 
space for a special message such as 
this. We feel this intrusion is war- 
ranted because of what has followed 
in the wake of our full-page adver- 
tisement in the New York Times of 
March 30, which was reprinted in 
the April 4 issue of BROADCASTING. 

The advertisement dealt with the 
harsh and unjustified criticism of 
broadcasters by many politicians, 
newspapers, magazines and others. 
It admitted there were undesirable 
conditions in broadcasting, but it 
argued that the cures lay in wise 
administration from within and wise 
guidance from without. 

The advertisement evoked many 
gracious messages—too many to 
quote in this space. There were tele- 
grams, letiers or calls from highly 
placed federal officials and from 
advertisers, advertising agencies, 
broadcasters and other businessmen. 
Thousands cf reprints were re- 
quested. 

Sen. Warren G. Magnuson (D. 
Wash.), chairman of the Senate 
Interstate and Foreign Commerce 
Committee, in placing the New York 
Times page in the Congressional 
Record, commended it as “provoca- 
tive reading for members of the 
Senate.” 

David Sarnoff wrote he agreed 
“wholeheartedly . . . on the need for 
indoctrinating those outside of the 
broadcasting industry.” 

Dr. Frank Stanton called to say 
“thanks for everybody” for a “dis- 
tinct service to all broadcasters.” 

Leonard Goldenson wired: * What 
you said you should have said and 
you have the right to say it.” 

Victor Emanuel, chairman of 
Avco Corporation, wrote: “. . . what 
you say is a great defense of free- 
dom applicable to the printed word 
as well as the spoken one and also, 
in my opinion, to all enterprise in 
this country.” 

Frank E. Pellegrin, president of 
the Radio-Television Executives So- 





ciety, New York, sent 4,000 reprints 
to advertisers and agencies on behalf 
of H-R Television Inc., with the 
notation that the message “deserves 
the widest possible circulation and 
attention on the part of everyone 
engaged in advertising or in media 
of all kinds.” 

Edward Petry, pioneer station rep- 
resentative, wrote that “it is regretta- 
bie that we have to indoctrinate the 
public as well as officials of govern- 
ment, by paying for space in news- 
papers which take every opportu- 
nity to deprecate our entire indus- 
try.” 

James C. Hagerty, press secretary 
to the President, wrote: “It was a 
good job, well done.” 

Richard A.R. Pinkham, senior 
vice president, Ted Bates, wrote: “It 
badly needed saying and was beau- 
tifully said.” 

Whitney North Seymour, presi- 
dent-elect of the American Bar 
Assn., described the advertisement 
as an eloquent statement of the case 
against government control. Mr. 
Seymour, an authority on constitu- 
tional law and special counsel to the 
NAB during the FCC’s programming 
hearing, took occasion during his 
speech to the NAB convention last 
week to recommend the message for 
its “clarity of prose.” 

T. Rex Rhodes, of the Bank of 
New York, wrote: “It is distressing 
that an editorial comment such as 
your ad embodied, had been made 
necessary by a good deal of slanted 
reporting and opportunism.” 

To these and to the scores who 
wrote us we express our sincere 
thanks. 

To those who reprinted the ad- 
vertisement in their local newspa- 
pers and who broadcast it over their 
station facilities we extend our ap- 
preciation. 


Sincerely, 


Hl uiSkefy 


















BROADCASTING PUBLICATIONS a. 





H. Tz 
eee, B. T. Taishoff 
.Irving C. Miller 
..Lawrence B. Taishoff 


TREASURER...... 
COMPTROLLER ..... 
Asst. Src.-TREAS.. 


EAE BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 


Executive and publication headquarters: 
BROADCASTING @ TELECASTING Bldg., 1735 
DeSales St., N.W., Washington 6, D.C, 
Telephone: Metropolitan 8-1022. 


EDITOR AND PUBLISHER........ Sol Taishoff 
MANAGING EDITOR........ Edwin H. James 
EpITORIAL DirREcToR (New York) 

Rufus Crater 
Senror Epitors: J. Frank Beatty, Bruce 
Robertson (Hollywood), Fred Fitzgerald, 
Earl B. Abrams, Lawrence Christopher. 
ASSOCIATE EDITOR......... Harold Hopkins 
ASSISTANT Epitor: Dawson Nail; Starr 
Writers: George Darlington, Malcolm Oet- 
tinger, Leo Janos, Sid Sussman, Richard 
Calistri; EDITORIAL ASSISTANTS: Bob 
Forbes, Patricia Funk, Pauline McTernan. 
SECRETARY TO THE PUBLISHER: Gladys Hall 


BUSINESS 
V.P. & GENERAL MANAGER..... Maury Long 
ASSISTANT TO THE PUBLISHER: 


Lawrence B. Taishoff 
SALES MANAGER: Winfield Levi (New York) 


SOUTHERN SALES MANAGER...... Ed Sellers 
PRODUCTION MANAGER...... George L. Dant 
TRAFFIC MANAGER.......... Harry Stevens 
CLASSIFIED ADVERTISING....... Doris Kelly 


ADVERTISING ASSISTANTS: Merilyn Bean, 
John Henner, Ada Michael. 

COMPTROLLER............. Irving C. Miller 
ASSISTANT AUDITOR........ Eunice Weston 
SECRETARY TO GEN. Mar....Eleanor Schadi 


CIRCULATION & READER’S SERVICE 


SUBSCRIPTION MANAGER...Frank N. Gentile 
CIRCULATION ASSISTANTS: Charles Browne, 
Gerry Cleary, David Cusick, Christine 
Harageones, Jermie W. Hawley, Edith Woo. 
DIRECTOR OF PUBLICATIONS John P. Cosgrove 


BUREAUS 


New York: 444 Madison Ave., Zone 22, 
Plaza 5-8354, 


Editorial 

EDITORIAL DIRECTOR......... Rufus Crater 
BurEavU News. MANAGER...Donald V. West 
ASSOCIATE EDITOR........ David W. Berlyn 
N.Y. FEaTuRES EpitTor...Rocco Famighetti 
ASSISTANT EDITOR........ Jacqueline Eagle 


Starr’ WRITERS: 

Richard Erickson, Ruth Streifer. 
Business 
SALES MANAGER.......... Winfield R. Levi 
SALES SERVICE Mer....Eleanor R. Manning 
EASTERN SALES MANAGER. .Kenneth Cowan 
ADVERTISING ASSISTANTS: 

Donna Trolinger, Diane Halbert. 
Chicago: 360 N. Michigan Ave., Zone 1, 
Central 6-4115. 


Mipwest News EDIToR........ John Osbon 
MIDWEST SALES MGr.: Warren W. Middleton 
pS Ee ae Barbara Kolar 


Hollywood: 6253 Hollywood Blvd., Zone 
28, Hollywood 38-3148. 


SENIOR EDITOR........... Bruce Robertson 
WESTERN SALES MANAGER..... Bill Merritt 
eS Virginia Stricker 


Toronto: 11 Burton Road, Zone 10, Hudson 
9-2694. CORRESPONDENT: James Montagnes. 





BROADCASTING* Magazine, was founded in 1931 
by Broadcasting Publications Inc., using the title: 
BROADCASTING*—The News Magazine of the 
Fifth Estate 


Broadcast Advertising* was acquired in 1932, 
Broadcast Reporter in 1933 and Telecast* in 1953. 
Broadcasting m Telecasting* 

* Reg. U. S. Patent Office 
Copyright 1960 by Broadcasting Publications Inc. 


BROADCASTING, April 18, 1960 


dGacamx~r-s W 


1, 


n 
di 


le 
e, 


ve 


2, 


er 
st 
yn 
tti 


tle 


er. 


avi 


on 


lar 
ne 


son 
ritt 
ker 
son 
1e8, 


931 
tle: 
the 














a 
wit 


j 


: 
3 
i 
- 
ks 


: 





SECRET 
WEAPON 7? 


Secret, no. You'll find this on both sides of the Iron Curtain. It’s only a power tube for a 
radio transmitter. But weapon, yes. The power of radio isa weapon of destruction or. construction... 
‘ and only on our side of the Iron Curtain could that power be used ‘ati nlloaat a program like 

“Scope Unliraited?’ This docurnentary presentation of all sides of all issues is produced 
by the KRLA Public Affairs Department Sunday mornings at ten. “Scope Unlimited” is another 
illustration of KRLA leadership in modern-day, independent radio programming: music, news and 


service features carefully proportioned to attract, build and serve a maximum audience. 


DIAL 1110 | 50,000 WATTS 


Newest among the leaders serving America’s greatest radio market K R a 


6381 Hollywood Blud., Los Angeles 28 « Represented nationally by Donald Cooke Inc., New York, Fiji: San Hieciss : 








see 














YOU 
KCAN’T 


KCOVER 


TEXAS 
without 





M. P.! 


also stands for military 
payroli...the buying 
power of 6 Central 
Texas bases zero-ed 
in on our call signal. 








LEVISION ASSOCIATES 
National Representatives 

















A CALENDAR OF MEETINGS AND EVENTS 
IN BROADCASTING AND RELATED FIELDS 
(*Indicates first or revised listing) 


*April 18-20—Collegiate Advertising Conference 
of Mid-America, sponsored by Chicago Federated 
Adv. Club for 35 students (mostly marketing and 
journalism majors) from 10 states. Program con- 
sists of discussions with leading advertisers, agen- 
cies, media executives and other key marketing 
personnel and visits to such firms as Standard 
Oil Co. of Indiana, A.C. Nielsen Co., Swift & Co., 
McCann-Erickson, Fred. A. Niles Productions (film 
company) and General Foods Corp. plant. Robert 
B. Irons, assistant advertising manager of Stand- 
ard Oil, is conference chairman and William C. 
Edwards, vp and Chicago manager, D’Arcy Adv. 
Co., promotion and registration chairman. Head- 
quarters: Conrad Hilton Hotel. 

April 20—Radio Advertising Bureau area sales 
clinic, New York. For complete list of subsequent 
clinics and cities, see BROADCASTING, March 28. 


April 20—Deadline for nominations to the Ad- 
vertising Hall of Fame. Nominations should be 
sent to the Advertising Federation of America, 
250 West 57th Street, New York 19. 


April 20—Pittsburgh Radio & Television Club 
luncheon meeting. Comr. Edward T. Tait of FTC 
will be guest speaker. 12 noon, Hotel Sherwyn. 


April 20-21—Council on Medical Television sec- 
ond meeting. Discussions and demonstrations open 
to Council members and invited observers. Clinical 
center, National Institute of Health, Bethesda, Md. 
Speakers will include Edward Stanky, director of 
public affairs, NBC, and Gilbert Seldes, director 
of the Annenberg School of Communications, U. of 
Pennsylvania. 


*April 21—Assn. of National Advertisers work- 
shop on “Advertising to Business and Industry.” 
Hotel Plaza, New York. 


April 21—New York Chapter of Academy of Tv 
Arts & Sciences. Guest speaker: Robert W. Sarn- 
off, NBC board chairman. Luncheon meeting, 
Hotel Biltmore. 


April 21—Pennsylvania AP Broadcasters Assn. 
Hershey Hotel, Hershey, Pa. 


April 21—United Press International Broadcast- 
ers Assn. of Massachusetts, annual spring meeting. 
Raytheon laboratory, Wayland, Mass. 

April 21-22—National Retail Merchants Assn. 
board of directors meet, Hotel Statler, Dallas. 


April 21-23—American Assn. of Advertising 
Agencies annual meeting. April 21: business ses- 
sions for members only. April 22: open also to 
advertiser and media guests; “How AAAA Is 
Working on the Problem of Objectionable Adver- 
tising,” by Robert E. Allen, Fuller & Smith & 
Ross, AAAA content improvement committee 
chairman; speeches by Charles H. Brower, BBDO 
on agencies’ creative responsibilities, and Her- 
bert M. Cleaves, General Foods, on business man’s 
view of sound advertising. April 23, also open: 
economic outlook by Martin Gainsbrugh, National 
Industrial Conference Board; reports by Sinclair 
Wood, British Institute of Practitioners in Ad- 
vertising, Norman Cousins of “Saturday Review,” 
Robert Ganger of D’Arcy Adv., AAAA chairman; 
presentation of Arthur Kudner Award by David 
Ogilvy of Ogilvy, Benson & Mather. Boca Raton 
Hotel and Club, Boca Raton, Fla. 





April 21-23—New Mexico State Broadcasters an- 
nual spring meeting. Las Cruces, N.M. 


April 21-23—Western States Advertising Agen- 
cies Assn. tenth annual conference. Shelter Island 
Inn, San Diego. Guest speakers: Rep. Bob Wilson 
(R-Calif.) and Paul Willis, vice president in charge 
of advertising for the Carnation Co. 


April 22-23—National Assn. of Educational 
Broadcasters, Region II annual conference. Bilt- 
more Hotel, Atlanta. FCC Comr. Rosel Hyde is 
featured speaker. 


April 22—-Arizona Broadcasters Assn. spring 
meeting at Sands Hotel, Tucson. Dr. Ben Mark- 
land, KUAT (TV), U. of Arizona tv station, and 
Richard S. Salant, CBS vp, will address morning 
session at the university. Charles H. Tower, man- 
ager, Dept. of Broadcast Personnel & Economics, 
NAB, will speak to afternoon session. Arizona's 
Gov. Paul Fannin will address evening banquet. 
Open discussion scheduled for afternoon, banquet 
for evening. 


April 22—Oral argument before FCC en banc 
on Boston ch. 5 rehearing involving purported 
ex parte representations, with initial decision by 
Judge Horace Stern recommending no disqualifica- 
tions or vacating of grant. 


April 22—Assn. of National Advertisers work- 
shop on shows and exhibits. Hotel Plaza, New 
York. 


April 22—-Virginia AP Broadcasters, 
Press Club, Washington. 


April 24-27—National Retail Merchants Assn. 
sales promotion division mid-year convention, 
Paradise Inn, Phoenix, Ariz. 


April 24-27—Continental Advertising Agency Net- 
work annual convention, Fontainbleau Hotel, 
Miami Beach. 


April 24-28—U. of Florida School of Journalism 
& Communications journalism-broadcasting week, 
Gainesville. (Broadcasting Day, Monday, April 
25th.) Speakers will be: Matthew Culligan, gen- 
eral corporate executive, McCann-Erickson; Mary 
Jane Morris, former secretary, FCC; Grady Edney, 
national program director for radio, Storer Broad- 
casting Co.; Charles H. Tower, manager, Dept. of 
Broadcast Personnel & Economics, NAB; John F. 
White, president, National Educational Television. 


April 25—Academy of Television Arts & Sciences 
forum on pay tv vs. free tv. 


April 25—National Sales Executives-International 
New York Field Management Institute, Barbizon- 
Plaza Hotel, New York. 


April 25-28—American Newspaper Publishers 
Assn. annual convention. Several topics related to 
radio and tv are on the proposed agenda. Waldorf- 
Astoria Hotel, New York. 


April 25-27—Sales Promotion Executives Assn. 
annual conference, Hotel Astor, New York. Key 
speaker: John Caldwell, executive editor, Sales 
Management. 


April 27—Radio & Television Executives Society 
roundtable on ‘“‘How to Report a Political Con- 
vention” with J. Gilbert Baird, sales promotion 
manager. Westinghouse Electric’s major appliances 
division, and Paul Levitan, CBS News’ director of 
special events. Luncheon, 12:30 p.m., Palm Ter- 
race, Hotel Roosevelt, New York. 


April 28—Southern California Broadcasters Assn. 
Luncheon meeting with program to be presented 
by Cunningham & Walsh, L.A. Hollywood Knicker- 
bocker. 

April 28-29—Ohio Broadcasters Assn. 
meeting. Pick-Ohio Hotel, Youngstown. 
April 28-30—Adv. Federation of America fifth 
district convention, Pick-Fort Hayes Hotel, Colum- 
bus, Ohio. Among speakers: Dallas Townsend, 
CBS News; Edward McNeilly, account executive, 
Doyle Dane Bernbach; George Head, advertising 
and sales promotion manager, National Cash Reg- 
ister Co.; Frank Lovejoy, Socony-Mobil, and Harry 
Bowzer, Dairy-Pak Butler. Preceding convention 
(April 28) will be reception and buffet. Winners 
of AFA fifth district advertising contest will be 
announced at Friday (April 29) luncheon, with 
presentation of district's Ad Man of Year at 
evening banquet. Advance registrations being ac- 
cepted by Columbus Adv. Club of area Chamber 
of Commerce, 30 E. Broad St. 


April 28-30—Alabama Broadcasters Assn. annual 


National 


annual 


convention. Miramar East Hotel, Ft. Walton 
Beach, Fla. 
April 29-30—Professional Advertising Club of 
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He can make as many as 18,000,000 calls a 
minute, and get inside the house every time. But 
what happens then? Does he get the order, Or just 
tell a few jokes and leave? 


The answer is important, because this salesman 
doesn’t work on a commission basis; he gets paid, 





and paid plenty, whether he makes the sale or not. 


At N. W. Ayer & Son we've learned a lot about 
how to make this gifted but hard-to-handle fellow 
really go to work. When he does, he proves to 
be one of the greatest house-to-house salesmen 


in the world. N. W. AYER & SON, INC. 


() The commercial is the payoff 

















“SOUP’S ON” 
in 
Northern Michigan’s 
PAUL BUNYANLAND 


ALL THE TIME! 





PBN STATIONS 
Tv 


Radio 
WPBN-TV WTCM Iraverse City 
Traverse City WATT Cadillac 
WTOM-TY WATZ Aipena 
Cheboygan = WMBN Petoskey 
WATC Eaylord 


SERVE 


382,260 hungry year ,‘round residents 
—plus thousands of summer resorters 


—who eat like you know what! 
$122,557,800 Food Sales in 1959 


If you have an appetite for 


‘ BIGGER-BETTER SALES 


Let us cook up 
a fresh batch for you! 


Paul Bunyan Network 


—B oS 


General Manager 
national representatives 


Venard, Rintoul & McConnell 














Topeka, New Adventures in Advertising workshop 
and clinic. Special copy clinic. Washburn U., 
Topeka, Kan. 


*April 29—Oral argument before FCC en banc 
on Beaumont ch. 6 case involving competitive ap- 
plications by KFDM and KRIC that city. Court 
remanded case last year for further hearings. 
KFDM holds original grant for that channel. 
April 29—Better Business Bureau of Los An- 
geles 30th anniversary luncheon. Earl W. Kintner, 
FTC chairman, will speak on “The Unsoiled Sell.” 
Biltmore Bowl. 
April 30—Radio Television News Directors Assn. 
spring board of directors meeting. Sheraton Rus- 
sell Hotel, New York. 
April 30—UPI Broadcasters Assn. of Connecti- 
cut convention. Studies ef WTIC-AM-TV Hartford. 
*April 30—Georgia AP Broadcasters Assn. news 
clinic. Atlanta. 
*April 30 — Wyoming AP Broadcasters annual 
meeting. Gladstone Hotel, Casper. 
April 30-May 1—United Press International 
Broadcasters Assn. of Texas annual convention. 
UPI’s national radio-tv editor of Chicago will be 
featured speaker. Special program from Air De- 
fense Command, Colorado Springs. Baker Hotel, 
Dallas. 

MAY 


May 1-7—Society of Motion Picture and Tele- 
vision Engineers semiannual convention. “New 
Techniques for Films, Tv and Video Tape.” Am- 
bassador Hotel, Los Angeles. 

May 1-7—U. of Missouri School of Journalism, 
Columbia, Mo., annual journalism week. David 
Brinkley and Chet Huntley, NBC-TV commentators, 
will be among the speakers. Broadcasters Day is 
May 4. Mr. Brinkley will address group that day; 
Mr. Huntley will speak at banquet, May 6 at 
7 p.m. 

May 2—Deadline for comments on FCC’s March 
16 notice of sponsorship identication applying to 


OPEN 





Drug maker's tv success 

EDITOR: In the March 7 issue page 30 
you ran an article about my medical 
special events tv series under the head 
“Drug maker uses tv for soft sell.” It 
is an excellent article, accurate in every 
detail. In fact, I liked it so well that 
I want a dozen copies.—Howard Whit- 
man, Howard Whitman Productions, 
Westport, Conn. 


Mattel Inc. is sponsor: Part Il 

EDITOR: On Jan. 5 I wrote you about 
an incorrect listing for Matty’s Funday 
Funnies on your Tv NETWORK SHOW- 
SHEET (OPEN MIKE, Jan. 18). Now 
that the next issue of the Tv NETWORK 
SHOWSHEET has been published in the 
issue of April 4, I see that the informa- 
tion is once again incorrect... 

The listing should read: “Sunday 
afternoon, ABC-TV 5-5:30 p.m., Mat- 
ty’s Funday Funnies, Mattel Inc., F.”— 
Alfred Harvey, President, Harvey Films 
Inc. 

(Mr. Harvey should get A-plus for his 
patience and restraint. How could we pos- 
sibly explain a double goof?—THE Eb- 
TORS. ] 

Disagrees with catv group 

EDITOR: I am surprised that you have 
not published a reply to the unfair 
letter of Milton J. Shapp [Jerrold Elec- 
tronics Corp. president] in your OPEN 
MIKE section of the March 7 issue. . . . 
I would appreciate having my letter 
to Mr. Shapp considered . . . : 

“You mentioned that some 92 or 93 





free records, junkets, furnishing of program mate- 
rial, etc. Comments are required to include sup- 
porting briefs and memoranda of law. 


May 2—Comments due on proposed FCC rule- 
making to shift Fresno, Calif, to all-uhf market. 


*May 2—Comments due on FCC interpretation of 
Sec. 317 requiring sponsorship identification. 


May 2—Reply comments due on FCC rulemaking 
to duplicate 23 clear channels with additional 
nighttime service. 


May 2-4—Assn. of Canadian Advertisers conven- 
tion, Royal York Hotel, Toronto, Ontario. 


May 3—Conelrad drill scheduled by FCC for 
all radio and tv stations in all states except Hawaii 
and Alaska. Duration: one half-hour at time cor- 
responding to 1 p.m. EST. 

May 3—Television Bureau of Advertising sales 
clinic. King Cotton Hotel, Greensboro, N.C. For 
list of subsequent saies clinics and their locations, 
see BROADCASTING, April 4. 


May 4—Station Representatives Assn. awards 
luacheon. The Silver Nail Timebuyer of the Year 
award and Geld Key will be presented. Waldorf- 
Astoria Hotel, New Yerk. 


May 4-7—lInstitute for Education by .iadio and 
Television, under auspices of Ohio State U., 
Deshler-Hilton Hotel, Columbus, Ohio. Among 
speakers and panelists will be FCC Chairman 
Frederick W. Ford; Ralph McGill, editor, Atlanta 
Constitution, and Matthew J. Culligan, general 
corporate executive, McCann-Erickson. 


May 5-6—Montana Broadcasters Assn. 
meeting. Finlen Hotel, Butte. 


May 5-8—American Women in Radio & Televi- 
sion national convention. On agenda: an all-day in- 
dustry forum; six radio-tv workshops and general 
session on radio programming, tv commercials 
and educational tv. Final day will be devoted 
to business meeting, including election of officers. 
Pick-Carter Hotel, Cleveland, 


MIKE 


tv stations have gone off the air since 
the post freeze. I have been able to 
verify approximately 91 instances . . . 
of which 80 were uhf. In approxi- 
mately 90% of the uhf cases, the story 
is well known in regards to their com- 
peting with vhf stations. All total, 13 
were in competition with catv. This 
actually increases by a large percentage 
the number of stations claiming catv 
trouble. .. . 

“You also mentioned some 42 cities 
in which catv operators and broad- 
casters co-existed. I would appreciate 
yee 

“Being familiar with the station situ- 
ation in Pennsylvania, I have some facts 
which might interest you. There have 
been nine stations which have gone 
black in this state with catv in four of 
these cities. There are 19 stations on the 
air in 11 cities and only one of these 
contains a catv system. . 

“] am a member of a group seeking 
a channel for Sunbury, Pa., and you 


annual 
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SUBSCRIPTION PRICES: Annual subscription 
for 52 weekly issues $7.00. Annual subscription 
including Yearbook Number $11.00. Add $1.00 
per year for Canadian and foreign postage. 
Subscriber's occupation required. Regular is- 
sues 35¢ per copy; Yearbook Number $4.00 
per copy. 


SUBSCRIPTION ORDERS AND ADDRESS 
CHANGES: Send to BROADCASTING Circula- 
tion Dept., 1735 DeSales St., N.W., Washing- 
ton 6, D.C. On changes, please include both 
old and new addresses. 
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Par TELEVISION ADVERTISING REPRESENTATIVES, INC. 
Offices in principal cities ... representing: 
WBZ-TV Boston e WJZ-TV Baltimore e KDKA-TV Pittsburgh 
KYW-TV Cleveland e KPIX San Francisco 














ANEW 
RIGHT ARM 
AGENCIES 


In this day of staggering stacks of statistics 
. .. anew kind of rep becomes your good right arm. 


We sell spot. The workhorse of television. 

Our role is to simplify for you. 

Recommend. Expedite. Assist. Service. 

To dissect audiences as they’ve never been dissected 
. .. so they can be mated to your clients’ products. 


To dig out buying habits in a new, precise way. 


In a maelstrom of mass media, we give you 
the class of mass you need. To sell. To save 
your time. Your eyes. Your clients’ money. 


We concentrate on the few. Five great television stations. 
In five major markets. 


We'd rather know a lot about a few... 
than a little about a lot. 


Your TvAR man concentrates on the few, too. 
Because our staff is big, his list is small. 


Are you angling for an age group so specific 
it has never been spelled out before? Our 
Audience Dimensions pinpoint it for you. 


Wondering how your brand stacks up in our 
markets? Our Brand Comparisons tell you. 


Want to test television on a shoestring? 
Our Television Spot Test shows you how. 











Wondering how your brand stacks up in our 
markets? Our Brand Comparisons tell you. 


Want to test television on a shoestring? 
Our Television Spot Test shows you how. 


Like to see shows before you buy, preview 
commercials, pre-test copy lines? Our 
Videotape equipment makes it possible. 


A new breed of reps. 


No mere go-between between 
agency and station. 


A third force. 


It’s a new role for a rep. 
The times call for it. 


Use us. 
Call us. 


Drop in on us. 


WAR) TELEVISION ADVERTISING REPRESENTATIVES, INC. 
Offices in principal cities ... representing: 
WBZ-TV Boston e WJZ-TV Baltimore e KDKA-TV Pittsburgh 
KYW-TV Cleveland e KPIX San Francisco 

























































Springtime is 
hatchin’ time. But 
unlike the Little Red 

Hen, you can’t just sit 
on the nest and wait 
for profits to hatch. 

Whether your sales 

message is aimed at the 
egghead or the slick 
chick . . . the hard-boiled 
businessman or the 
adolescent rooster, 
KTVH, CBS affiliate, 
has the programs to 
appeal to all these 
interests. 


Put your sales problems 

in the KTVH nest, 

where they’re sure to 
hatch into sales that lead 
to profits. This exclusive 
CBS-TV affiliate for 
Central Kansas reaches 
the audiences that count, 
delivering The News, 
Weather, and Sports at 

6 P. M. and 10 P.M. to 
more Central Kansas 
homes* than any other 
TV station. Why brood 
over springtime profits? 
KTVH is a natural 
brooder for the hatching 
of successful flocks of sales 
ideas and profits. When 
KTVH delivers your 
message to Wichita and 14 
other Kansas communities, 
the results are something 


for YOU to CROW about! 


% Nielsen, February, 1960. 
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might be surprised at the reactions we 
have been getting from the so-called 
non-competitors. So far they have man- 
aged to delay our plans in one form or 
another approximately three months. 
We are determined to provide the area 
with an additional service and will put 
the station on the air with or without 
their cooperation. . . .”"—Richard L. 
Fenstermacher, Broadcast Services, P. 
O. Box 227, Lewisburg, Pa. 


Criticism’s tender spot 


EDITOR: Some people close to the tv 
industry are excruciatingly sensitive to 
tv critiques by newspaper columnists 
(witness the MonpAy MEMo by Clay 
Rossland in BROADCASTING March 21). 

Yet these sensitive types take for 
granted the great dollops of promo- 
tional space, free and uncritical, given 
tv by daily newspapers each week. 

Is there a tv station in the country 
which regularly donates free time to 
promoting the coverage and features 
of newspapers in its area?—C. R. 
Appleby, Partner, The Daily Report 
and KASK-AM-FM Ontario, Calif. 


Another automation system 


EDITOR: It has come to our attention 
that there was a recent story about the 
newest advances in automation for the 
broadcaster [“Perspective °60” issue, 
Feb. 15; also see NAB convention ex- 
hibits story, April 10 issue]. For your 
information our firm has been manu- 
facturing an automation unit since 
April 1959. Our Auto Jockey has more 
of the most wanted features, including 
lower cost, faster operation, electronic- 
ally cued records (spins them and backs 
them up), tapes cued by sound, abso- 
lutely no silence between tapes or at 
the start of a record. . . . The first of 
these units was installed at KTKR Taft, 
Calif., while I was owner of the station 
in July 1958. It is still in operation — 
Kenneth Aitken, President, Shaler-Ait- 
ken Communications, Taft, Calif. 


Long-run religious series 


EDITOR: The recent exchange of letters 
on long-time religious broadcasts (OPEN 
MIKE, March 14, Feb. 29) was of spe- 
cial interest to all of us at WIP. 


The oldest continuous program on 
WIP, the oldest radio station in Phila- 
delphia, is the Sunday morning 11 a.m. 
broadcast of the services from Holy 
Trinity Episcopal Church. It has been 
on the air without interruption since 
Dec. 23, 1922, just nine months after 
WIP made its bow on the local scene.— 
Florence Lowe, Director of Public Re- 
lations, WIP Philadelphia. 

[St. Paul’s Episcopal Church began on 
WWI Detroit April 16, 1922; Calvary 
Baptist Church, New York, began March 
4, 1923, on its own station, now is on 








n (OPEN MIKE) 


WABC there.—The Editors.] 





White House conference 


EDITOR: While the White House Con- 
ference on Children and Youth may 
not have received the kindest attention 
from the press . . . I feel that the public 
should know something about the mood 
and temper of the participants and the 
work groups in which they participated. 

In the work group on radio-tv, in 
which I participated, the position of the 
delegates was quite clear. . . . We im- 
plored the FCC to exercise its authority 
through already existing legislation [in- 
cluding the standards in the 1946 re- 
port] more popularly known as the 
“Blue Book.” .. . We urged the public 
to exercise discrimination through its 
use of tuning dials, purchases and 
public expression of opinion. 

We recommended to the President 
that members of the regulatory agencies 
be appointed without regard to political 
party allegiance and with consideration 
to public service, integrity and compe- 
tency in the arts and sciences. We also 
recommended the establishment of a 
National Advisory Commission to work 
with the FCC and to help determine 
broadcasting in the public interest. 

We strongly urged that when com- 
plaints are made about the program- 
ming policy of individual stations, that 
license renewal hearings should be held 
in the local community to provide op- 
portunity for responsible public opinion 
to be heard on the stewardship of the 
licensee. . . . 

If the published reports . . . are 
couched in rather mild language, it will 
be only because the editorial committee 
was instructed to be concise and to ex- 
press ideas in positive fashion without 


philosophy or rationale. However, my : 
impression of the temper of the work- ~ 


shop groups was anything but mild. . .. 
—Henry H. Mamet, Executive Direc- 
tor, Broadcasting Commission, Chi- 
cago Board of Rabbis. 


The hope of youth 


EDITOR: ... A young man just sinking 
his roots into the field of broadcasting 
is abound with idealism, but constant 
battering at the hands of irresponsible 
stations leads him to almost believe the 
station manager’s battle cry, “This is 
a business” and its follow-up “This is 
reality.” Refuse to conform . . . refuse 
to believe that high ideals have no place 

. . and you are out of a job. 

Many young men coming from col- 
leges and universities, well steeped in 


the theory of moral responsibility, are | 


searching for quality stations that real- 


ize that radio-tv is more than a mere | 
business. By giving them a chance to ” 
prove themselves, it might prove to be © 


a contribution to the betterment of 
radio.—Peter W. Duncan, 


vania State U., University Park, Pa. 
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Class of 7 
1960, School of Journalism, Pennsyl-7 


TREAT YOURSELF TO 
EXTRA CARE SERVICE ON 
UNITED AIR LINES DC-8 JET 


On United Air Lines DC-8 Jet Mainliner® you will 
find extra care is everywhere. You will enjoy delicious 
meals on the DC-8, prepared by master chefs, served 
graciously by attentive stewardesses. You will settle 
back and relax in the biggest, highest, widest seats 
in the sky. You will enjoy friendly conversation and 
relaxation in either of the two colorful “living room”’ 
lounges—one for First Class and one for Coach 


AIR LINES 


JET MAINLINER, BY DOUGLAS 


passengers. It’s a real treat, flying the DC-8. Why 
not treat yourself soon? Call your Travel Agent or 
your local United Air Lines office for de luxe First 
Class or thrifty Custom Coach accommodations. 


DC-8 NONSTOP SERVICE: NEW YORK, PHILADELPHIA, 
WASHINGTON-BALTIMORE, CHICAGO, LOS ANGELES, 
SAN FRANCISCO, PORTLAND, SEATTLE-TACOMA, and HAWAII. 


THE BEST OF THE JETS...PLUS UNITED’S EXTRA CARE 


The comfortable high, wide DC-8 seat adds privacy to your dining pleasure. 

















MONDAY MEMO 


from KENNETH A. HARRIS, director of advertising, Kitchens of Sara Lee Inc., Chicago 


How Sara Lee bakes $25 million ‘cake’ 


There are three main reasons why 
Sara Lee spends 50% of its $2 million 
advertising budget on broadcast media: 
(1) The importance of endorsement of 
Sara Lee products by national and local 
broadcast personalities; (2) the oppor- 
tunity to fully demonstrate the quality 
ingredients story that is so important 
to all Sara Lee products, and (3) the 
excitement that can be created by prop- 
erly merchandising national and local 
personalities and programs to the trade 
and consumers. 

In the selection of “buys” in broad- 
cast media, ratings generally are not 
very important. 

We feel it is much more important 
to be associated with the right type of 
program—one that provides a good sell- 
ing environment and strong merchandis- 
ing opportunities, than to allow our 
evaluation to be based on ratings. There 
are some very highly rated shows that 
Sara Lee would never consider sponsor- 
ing. There also have been programs and 
“specials” that other advertisers turned 
down because of potentially low ratings 
that proved to be excellent buys. 

Some of these buys that were par- 
ticularly successful for Sara Lee in- 
cluded, in 1958, the ABC-TV election 
night telecast. It was offered to Sara 
Lee after many national advertisers 
turned it down. When this program was 
offered to us a week before it was to 
be telecast, we made an immediate de- 
cision to buy. The results were excel- 
lent, a good sales increase resulted, and 
by the way, the ratings on a cost-per- 
thousand basis turned out to be excel- 
lent. Another example is our current 
Chicago sponsorship of the critically 
acclaimed Play of the Week. 

Presently we are in our third year 
of sponsorship of Arthur Godfrey Time 
on CBS Radio and are completing our 
first year of sponsoring Captain Kanga- 
roo on CBS-TV. On a local basis we are 
in the midst of the biggest radio con- 
tinuity campaign in Sara Lee history. 
Currently close to 100 personalities in 
key Sara Lee markets are selling the 
“omplete line of Sara Lee baked goods 
to their loyal audiences. Response has 
been excellent. 

Often Overlooked = What are some 
of the main problems Sara Lee has ex- 
perienced in using broadcast media on 
a network basis? Oftentimes the net- 
works overlook Sara Lee (and no doubt 
other advertisers our size) as a potential 
sponsor until the program has been-pre- 
sented to all the “blue chip” advertisers. 
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We feel this is a mistake because our 
advertising budget is designed to allow 
great flexibility and, because we are a 
small company, we make over-night de- 
cisions on “hot” buys. Also, because 
we are in a growth cycle we often make 
additional advertising investment appro- 
priations if the situation warrants it. 

What about problems experienced in 
local market buys? There are several 
areas where broadcast media should 
improve. 

Perhaps the most important is mak- 
ing good local tv spots available to short 
term advertisers. Because the limits of 
the Sara Lee budget prevents 13 or 26 
week spot commitments we find it ex- 
tremely difficult to buy good prime time 
spots in many local areas. Our local 
campaigns most often are seasonal and 
last for two or three week cycles. 

During these campaigns we have 
large budgets available for local spot 
purchases, yet quite often find ourselves 
forced to divert these funds to other 
media because not enough satisfactory 
tv spots are available to us as an “in 
and out” local advertiser. 


e 





Ken Harris joined Sara Lee in sales in 
1954 after having been associated with 
two advertising agencies and the Chi- 
cago Tribune. From divisional sales 
manager, he was promoted to advertis- 
ing director in 1958. He is responsible 
for both the advertising and the public 
relations program in conjunction with 
the Sara Lee agency, Cunningham and 
Walsh, and its pr firm, Daniel J. Edel- 
man & Assoc. 


Merchandising ® Another area where 
improvement is needed is that of net- 
works and local stations providing more 
merchandising cooperation. Here, tv and 
radio could take a lesson from print 
media, where excellent cooperation is 
provided. 

One of the strongest selling points 
newspapers offer is their localized ap- 
proach. This is extremely important 
when merchandising a campaign to the 
local sales force, customers and con- 
sumers. 

Actually, broadcasting is just as “lo- 
calized,” but because of the lack of 
effort of the media to capitalize on this 
aspect, far greater efforts on the part 
of the manufacturer are necessary in 
order to achieve full merchandising im- 
pact at a local level. There are, of 
course, many exceptions. 

Spots and Rates ® There are two 
other problem areas in using broadcast 
media. The first concerns buying spot 
tv and radio and the fact that few sta- 
tions will accept orders more than 30 
days in advance of the starting date. 

This presents a severe problem be- 
cause it may take over a week before 
it is possible to evaluate all the avail- 
abilities in a given market. Then, if 
there are not good availabilities, other 
media strategy must be developed on a 
“helter-skelter” basis. 


The second point concerns the “buga- 
boo” of national vs. local rates on spot 
buys. Sara Lee buys spots at national 
rates through our agency, Cunningham 
& Walsh, but it is a strong temptation 
for a national advertiser not to buy tv 
or radio spots locally when they are 
offered at up to 25% less than rate card. 
Oftentimes the spots offered at the dis- 
count price are better than those the 
national representatives have available. 

A uniform policy should be estab- 
lished with local rates meaning just that, 
available to local advertisers only, or 
better still, offer one rate only to both 
national and local advertisers. 

How important is broadcast media to 
future Sara Lee advertising plans? 

Since Sara Lee was founded in 1951 
(sales $400,000), approximately 50% 
of our advertising budget has been 
spent in broadcast media. We are in the 
midst of planning our 1960-61 adver- 
tising appropriation (1960 sales esti- 
mate $25 million). 

Assuming that proper advertising ve- 
hicles are available, this forthcoming 
year will represent the largest Sara Lee 
expenditure in broadcast media. 
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Time is a sandpile we run our fingers in... «Sandburg , 


The value of TIME is our use of it. Thus, productivity 
becomes the significant indication of our TIME’S worth. 


At WBAL-TV in Baltimore, productivity is our prineipal 
orientation. We seek to use our TIME well by employing 
good creative talent, good judgment and good taste to 
produce the kind of programs that people watch. 


With many award-winning public service features to 
our credit, and with over 75 live local shows each 
week, the variety, quality and interest of our regular 
schedule is not easily matched. Every minute of our day 
is planned with care and consideration for our public 
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responsibility and executed with the attention of pro- 
fessional excellence. Audience and sales follow naturally 
this healthy pattern of productivity. 


“TIME is a sandpile we run our fingers in,’’ the philoso- 
pher says. At WBAL Television 11 in Baltimore, we 
cup our hands tightly. 


NBC Affiliate/Channel 11/Associated with WBAL-AM & FM. 


WBAL-TV BALTIMORE 


Nationally represented by Edward Petry & Co., Ine. MOK) 
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There’s Wi XT in Jacksonville, where 


the figure coverage and the coverage figures both 
deserve a place in the sun! 

WJXT more than doubles your county coverage 
and triples your audience in the 

booming Northeast Florida-South cesta 
region. The score on counties: 

66 vs 28. The score on ratings: all but 6 of the 
top 50 shows on WJXT according 
to Nielsen. On every score, there’s more, 


much more to WJXT'! 






wux1® 


JACKSONVILLE, FLORIDA 
Represented by CBS Television Spot Sales 


A e ited by The Washington Post Broadcast Division: 
NXT Channel 4, Jacksonville, Florida WTOP Radio Washington, D.C. WTOP-TV Channel 9, Washington, D.C. 
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On The Gulf Coast 


THEBIG ONE 


Takes the Measure 
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CHANNEL 5 
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CHANNEL 5 MOBILE, ALA. 
Call Avery-Knodel, Representative, 
or C. P. Persons, Jr., General Manager 


BROADCASTING, April 18, 1960 














E748 BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 


April 18, 1960 
Vol. 58 No. 16 


THERE’S MONEY IN PUBLIC SERVICE 


™ Radio and tv can increase income as well as prestige 
= Most buyers say public service has ‘sales appeal’ 
= NBC Spot Sales’ Timebuyer Opinion Panel gives details 


Broadcasters are neglecting their 
pocketbooks as well as their prestige 
by not putting more emphasis on public 
service programming. 

If they would do more—and pro- 
mote it more—they would sell more. 

These conclusions, defying the popu- 
lar conception that public service lacks 
commercial appeal, represent the major- 
ity thinking in a group of 292 agency 
buyers and executives who participated 
in the sixth NBC Spot Sales’ “Time- 
buyer Opinion Panel.” Results of the 
study are being released today (April 
18). Highlights of the findings: 

= Two out of three panelists think a 
good public service image improves a 
station’s sales effectiveness for adver- 
tisers. 

= Six out of ten have bought or 
would buy spots adjacent to public 
service programming. 

= Seven out of ten would be more 
inclined to recommend the purchase 
of a public service program if stations 
supplied more qualitative information. 


A majority think stations are “seriously 
remiss” about reporting their public 
service activities. 

= More than nine out of ten think 
public service programming can be a 
good vehicle for building an advertiser’s 
corporate image. Two of three con- 
sider it effective in selling a high-cost 
hard-goods product (but only one in 
four think it can move a low-cost, high- 
turnover item effectively). 

® Eight out of ten think controver- 
sial subjects can be explored without 
harm to a program’s sponsor, provided 
both sides are presented fairly. 

= Six out of ten think advertiser in- 
terest in television public service pro- 
gramming will increase in the years 
ahead. Almost five out of ten expect 
increased interest in radio public 
service programming. 

= Almost seven out of ten believe 
that big-budget advertisers should share 
the responsibility for public service pro- 
gramming by sponsoring some of it. 

= News significance, documentaries 


and local problems rank 1-2-3 in audi- 
ence appeal in nighttime public service 
programming in the opinion of the 
panelists. By program type, their cur- 
rent commercial interests are primarily 
in news and weather, convention and 
election coverage, legislative reports, 
religious programming, classical music 
programs and_ such special-interest 
shows as farm news, market reports, 
etc. 

= Imaginative presentation, good 
production-direction-writing, wide view- 
er and/or listener appeal and timeli- 
ness or newsworthiness were most fre- 
quently mentioned as qualities needed 
to make a public service program com- 
mercially attractive. Others included 
quality talent and guests, judicious 
choice of subject matter, objectivity 
and accuracy, informative matter, 
straightforward approach on contro- 
versy, local appeal, advance promotion 
and pubiicity and more advantageous 
scheduling. 


In releasing the report, Richard H. 








Television and advertising have 
reached a point of maturity where 
both stand to gain from _ public 
service programming. So suggests 
Sam B. Vitt, vice 
president and asso- 
ciate media direc- 
tor of Doherty, 
Clifford, Steers & 
Shenfield, New 
York, in comments 
contained in the 
public service pro- : 
gramming _ study MR. VITT 
being released today (April 18) by 
NBC Spot Sales (see above). In Mr. 
Vitt’s words: 

“Public service programming. . . 
is just coming of age. Perhaps this 
maturing will be further stimulated 
by the recent criticisms of the broad- 
casting and advertising industries. 
But it is not really surprising that 








Public service: radio does it; television is next 


public service programming is where 
it is now, nor that it appears headed 
for a brighter, more productive fu- 
ture. 

“In the first place, if one is con- 
cerned about public service program- 
ming in the broadcast industry, it 
is probably that either consciously 
or unconsciously he is thinking about 
television. For certainly radio, in 
reality, today is public service pro- 
gramming to a considerable degree. 
With its news, time signals, weather 
reports, traffic analysis, panels, etc., 
all held together with music, radio 
has fashioned its survival out of 
public service programming. 

“Television, of course, is another 
story. But it does not seem unfair 
to say that its difference is princi- 
pally one of youth. In the begin- 

, ning it faced the question of survival 
and after successfully surviving a 


period of technical awkwardness, a 
period of programming development 
and a period of adjusting to a third 
network, it would appear now that 
the necessary attentions may be 
focused against public service pro- 
gramming. Additionally it would 
seem that as television matured, so 
did many of the advertisers utilizing 
the medium, and as a result not a 
few of them find themselves at a 
point where they can effectively util- 
ize the principa: merits of public 
service programming. 

“So .. . it would appear that 
historically, in terms of growth, both 
the television industry and the ad- 
vertising industry have developed si- 
multaneously to the point where pub- 
lic service programming [becomes 
more attractive] as being potentially 
mutually advantageous to them 
both.” 
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The opinions of the agency panel... 


NBC Spot Sales surveyed 292 agency timebuyers and 
executives about the U.S. on the major questions surround- 
ing public service programming by radio-tv, its present 
commercial appeal and its prospects. Here’s a breakdown 
of replies to the principal questions: 


TABLE 4: MORE DATA, MORE INCLINATION TO BUY? 

Do you believe that you would be more inclined to recom- 
mend the purchase of a public service program if you were 
supplied with more qualitative audience information than 
is presently available to you? 


TABLE 1: HOW GREAT IS SPONSOR INTEREST? 
Has one of your clients expressed an interest in, or have 


you recommended to a client, the sponsorship of a station hag 


public service program? 


Broadcast billings 


No 
Don’t know 
Total respondents 


Over Under 
Total $1 mill. $1 mill. 
(a) RADIO No. Pct. No. Pct. No. Pct. 
Yes 93 36025 28 3 68 41 
No 156 61 59 65 97 58 
Don’t know 8 3 6 7 2 1 
Total respondents 257 (100) 90 (100) 167 (100) 
Over Under 
Total $1 mill. $1 mill. 
(b) TV No. Pct. No. Pct. No. Pct. (a) RADIO 
Yes 111 42 41 40 70 43 Increased 
No 143 54 55 54 88 54 Decreased 
Don't know 10 o 6 6 4 3 The same 
Total respondents 264 (100) 102 (100) 162 (100) Don’t know 


Total respondents 


TABLE 2: IS STRONG IMAGE A BIG SELLER? 
In your opinion, does it tend to run true that a station 


that develops a strong public service image also provides ee 
greater sales effectiveness for advertisers? Decreased 
Broadcast billings The same 
Over Under Don’t know 
Total $1 mill. $1 mill. Total respondents 
No. Pct. No. Pct. No. Pct. 
Yes 188 65 60 56 128 70 
No 54 19 29 es. 14 
No opinion 47 le 18 17.29 16 
Total respondents 289 (100) 107 (100) 183 (100) 


TABLE 3: HOW’S COMMERCIAL ‘ENVIRONMENT’? 


Many people in the industry believe that the type of pro- 
gramming surrounding a commercial has a distinct bearing 
on the commercial’s sales effectiveness. Aside from audi- 


ence size, do you feel that public service programming is wee 
more or less desirable a surrounding than the average com- 


mercial programming? 


No 
No opinion 
Total respondents 


Broadcast billings 


Over Under 
Total $1 mill. $1 mill. 
No. Pct. No. Pct. No. Pct. 
More desirable 99 35 37 35 62 35 
Less desirable 63 22 23 22 40 22 Yes 
No difference 89 32 30 29 59 33 No 
Don't know 32 11 15 14 17 10 No opinion 
Total respondents 283 (100) 105 (100) 178 = (100) Total respondents 


Broadcast billings 


Over Under 

Total $1 mill. $1 mill. 
No. Pct. No. Pct. No. Pct. 
207 72 76 71 131 72 
30 10 15 14 15 8 


53 18 16 15 37 20 
290 (100) 107 (100) 183 (100) 


TABLE 5: QUALITY TREND—UP OR DOWN? 


In general, do you think that over the past few years the 
quality level of public service programming has increased, 
decreased or remained about the same? 


Broadcast billings 


Over Under 

Total $1 mill. $1 mill. 
No. Pct. No. Pct. No. Pct. 
114 40 51 48 63 35 
87 30 22 21 65 36 
81 28 31 30 50 28 
4 2 1 1 3 1 
286 (100) 105 (100) 181 (100) 

Over Under 

Total $1 mill. $1 mill. 
No. Pct. No. Pct. No. Pct. 
185 65 79 76 106 59 
30 11 7 7 23 13 
64 23 18 17 46 26 


4 . — = 4 2 
283 (100) 104 (100) 179 (100) 


TABLE 6: CAN THE ‘PS’ PROGRAM REALLY SELL? 


In your opinion, can a public service program be an 
effective advertising vehicle? 


(a) to help mold a corporate image 


Broadcast billings 


Over Under 
Total $1 mill. $1 mill. 
No. Pct. No. Pct. No. Pct. 
276 95 105 98 171 93 
7 2 1 1 6 3 


8 3 1 1 7 2 
291 (100) 107 (100) 184 (100) 


(b) to help promote a high cost hard goods product 


Over Under 
Total $1 mill. $1 mill. 
No. Pct. No. Pct. No. Pct. 
180 64 77 73 103 59 
50 18 14 13 36 20 


53 18 15 14 38 21 
283 (100) 106 (100) 177 (100) 





Close, vice president in charge of NBC 
Spot Sales, noted that “the results are 
not meant to be projected to the total 
universe of several thousand persons 
engaged, directly or indirectly, in the 
purchase of broadcast time.” But, he 
said, they do “offer an interesting re- 
flection of current opinions among a 
very important and articulate section 
of the timebuying fraternity.” 

The 292 panelists represent 225 ad- 
vertising agencies or offices throughout 
the U.S. A total of 37% are with agen- 
cies billing more than $1 million a year 
and, as in past panel studies, the view- 
points were reported not only for the 
entire group but also for large and 
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small agencies separately. 

Many Meanings ® The panelists de- 
fined public service in different ways. 
Some, for instance, thought World 
Series broadcasts fall into that category; 
others did not. Sanford L. Kahn, radio- 
tv director of Mulle, Breen & Waldie, 
Los Angeles, defined it as “any program 
that fills a definite need.” Others, like 
Leslie B. Sterne, radio director of 
Smith, Taylor & Jenkins, Pittsburgh, 
considered it akin to the color gray, 
capable of falling “anywhere between 
pure white and absolute black.” 

Two-thirds of the respondents—and 
an even larger percentage of the small- 
agency group—held that a station with 


a strong public service image is more 
effective for advertisers (see Table 2). 
Among big agencies this feeling was 
somewhat less prevalent (56%), al- 
though a number of major-agency ex- 
ecutives went on record with strong 
convictions. For instance: 

Arthur S. Pardoll, associate media 
director, Foote, Cone & Belding, New 
York—“Through = diversified —_ public 
service programming a station has an 
excellent opportunity to establish a 
close identity with the local community. 
In this way the broadcaster can pro- 
vide a favorable backdrop for the ad- 
vertisers’ messages. The image of the 
station can have an effect upon the 
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... rating ‘sell appeal’ of public service 


(c) to help promote a low cost high turnover product 


TABLE 10: WHICH PROGRAMS APPEAL MOST? 


Which types of public service programming do you feel 
would have the greatest audience appeal in evening time? 
(Please rate the following from 1-9.) 


Over Under 

Total $1 mill. $1 mill. 
No. Pct. No. Pct. No. Pct. 
Yes 71 25 24 23 47 26 
No 139 49 55 51 84 47 
No opinion 75 26 28 26 47 27 
Total respondents 285 (100) 107 (100) 178 (100) 


TABLE 7: DOES QUALITY OFFSET MASS? 


Admittedly, public service programming appeals to a 
limited audience. In your opinion, can the qualitative charac- 
teristics of this audience offset for an advertiser the lack 
of mass appeal? 

Broadcast billings 


Over Under 

Total $1 mill. $1 mill. 
No. Pct. No. Pct. No. Pct. 
Yes 210 73 84 80 126 69 
No 44 15 12 11 32 18 
No opinion 33 12 9 9 13 
Total respondents 287 (100) 105 (100) 182 (100) 


TABLE 8: WOULD YOU BUY ADJACENCIES? 
Have you or would you purchase spot availabilities ad- 
jacent to public service programming? 
Broadcast billings 


Over Under 

Total $1 mill. $1 mill. 
(a) RADIO No. Pct. No. Pct. No. Pct. 
Yes 171 60 57 54 114 63 
No 50 17 19 18 31 17 
Don’t know 67 23 30 28 37 20 
Total respondents 288 (100) 106 (100) 182 (100) 

Over Under 

Total $1 mill. $1 mill. 
(b) TV No. Pct. No. Pct. No. Pct. 
Yes 180 63 62 58 118 66 
No 43 15 18 17 25 14 
Don’t know 64 22 27 25 37 20 
Total respondents 287 (100) 107 (100) 180 (100) 


TABLE 9: CAN CONTROVERSY SELL? 


Sometimes controversy is the very heart of a public serv- 
ice program. Do you believe that the exploration of a con- 
troversial subject is detrimental to the program’s sponsor if 


Broadcast billings 


Over Under 
Total $1 mill. $1 mill. 

Weighted ranking* Score Rank Score Rank Score Rank 
Panel discussion 1018 8 439 é 579 8 
Documentary 1833 2 737 2 1096 2 
Political 1238 5 478 5 760 4 
Cultural 1149 6 416 7 733 6 
News significance 2183 1 817 1 1366 1 
Religious 565 9 198 9 367 9 
Educational 1046 7 369 8 677 7 
Local problem 1664 3 569 3 1095 3 
Scientific 1280 4 529 4 751 5 

* Computed by assigning a weight of “9” for 1st Choice, “8” for 2nd 


Choice, ‘7’ for 2rd Choice, 
for 6th Choice, “3” for 7th, “2” 


TABLE 11: WILL SPONSORS BUY MORE? 


Do you believe that advertising will, in the coming years, 
be more inclined to sponsor public service programming? 
Broadcast billings 


“oe” for 4th Choice, “5” for 5th Choice, ‘4’ 
for 8th and “1” for 9th Choice. 


Over Under 

Total $1 mill. $1 mill. 
(a) RADIO No. Pct. No. Pct. No. Pct. 
Yes 138 48 52 49 86 47 
No 49 17 24 23 25 14 
Don’t know 101 35 30 28 71 39 
Total respondents 288 (100) 106 (100) 182 (100) 

Over Under 

Total $1 mill. $1 mill. 
(b) TV No. Pct. No. Pct. No. Pct 
Yes 186 64 75 70 111 61 
No 25 9 14 13 11 6 
Don’t know 79 27 18 17 61 33 
Total respondents 290 (100) 107 (100) 183 (100) 


TABLE 12: SPONSORS’ RESPONSIBILITY TOO? 
The responsibility for public service programming lies with 


the broadcast industry. Do you feel that the heavy users of 
broadcast time (i.e., major corporations) should share this 
responsibility by sponsoring some of this programming in 
the same way they support scholastic awards, research proj- 
ects, and community health, educational and welfare or- 


both sides of the issue are fairly presented? 


ganizations? 
Broadcast billings 
Over Under 
Total $1 mill. $1 mill. 
No. Pct. No. Pct. No. Pct. 

Yes 32 11 7 6 25 14 Yes 
No 231 79 87 81 144 79 No 
Don’t know 28 10 14 13 14 7 No opinion 
Total respondents 291 (100) 108 (100) 183 (100) Total respondents 


Broadcast billings 


Over Under 
Total $1 mill. $1 mill. 
No. Pct. No. Pct. No. Pct. 
195 68 70 66 125 70 
62 22 24 23 38 21 
28 10 12 ll 16 9 
285 (100) 106 (100) 179 (100) 








reception of this message. Therefore 
it behooves stations to put their best 
foot forward” in public service shows. 

Donald E. Leonard, media director, 
Fuller & Smith & Ross, New York— 
“I believe each radio and tv station 
develops an image—call it ‘community 
character-—and the primary ingredient 
is public service. Radio in particular 
is not generally lauded for public serv- 
ices because the listener is accustomed 
to, and expects, radio to do the things 
that it, of all media, is best equipped 
to do. Notices concerning school clos- 
ing due to bad weather are a good ex- 
ample. ... As damning as some attacks 
on broadcast media seem to be, the fact 
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remains that all participate in public 
service in varying degrees. It would 
seem that radio, specifically, does this 
so well, without touting the fact that 
it is being done, that the average 
listener accepts rather than expects.” 
Audience Quality vs. Size = It was 
acknowledged that public service pro- 
gramming generally appeals to a limited 
audience—but 73% of the panelists 
(even more among big agencies) 
thought the qualitative characteristics 
of such an audience can offset the lack 
of mass appeal (Table 7). But they 
said they needed this type of informa- 
tion in order to recommend a public 
service program to their clients (Table 


4). Don Heller, broadcast buyer for 
N.W. Ayer & Son, Philadelphia, sum- 
marized this point of view as follows: 

“Public service programming, I be- 
lieve, attracts the ‘seldom’ or ‘selective’ 
viewer. Therefore it brings back to 
television an additional audience. I 
would venture to say that this group 
encompasses the upper portion of the 
market in terms of education, income, 
community leadership and trend set- 
ters. Qualitative studies of the public 
service audience would be extremely 
helpful in our evaluation of this pro- 
gramming for use by [prestige] 
products.” 

Wanted: More Information ® But not 
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many stations are supplying that sort 
of information. A large majority of the 
respondents said they never receive 
such reports, although they thought this 
data would make effective station mail- 
ings. Here are some of their quotes: 

“. . 1 am not aware of any con- 
tinuing series of reports to agencies on 
all the public service activities of a 
station, although networks and indi- 
vidual stations often report on a single 
broadcast or telecast.” 

*“. . Reports should include history 
of program, ratings, homes delivered 
and qualitative audience information; 
also audience reaction and results if 
the station has pinpointed these.” 

“. . . I have never personally seen 
such a report. . . . It should have rudi- 
mentary information as to schedule of 
spots, programs, time periods, special 
station promotion efforts.” 

Although public service program- 
ming as a tule may attract less than 
a mass following, the panelists did 
undertake to rate nine program types 
according to ability to pull large audi- 


ences in evening time: News signifi- 
cance, documentary, local problems, 
scientific, political, cultural, edu- 
cational, panel discussion and relig- 
ious programs were ranked in that 
order (Table 10). 

Controversy Not Bad ® Despite wide- 
ly publicized exceptions in the past, 
the agency people said they did not 
regard the treatment of controversial 
issues as harmful to a program’s spon- 
sor if it is handled fairly. That was the 
verdict of 79% of the panelists 
(81% of those with large agencies) 
and another 10% (13% in large 
agencies) said they didn’t know the 
answer (Table 9). 

A total of 36% said they had recom- 
mended—or a client had expreseed in- 
terest in—sponsorship of a radio public 
service program. In tv the percentage 
was somewhat higher: 42%. For both 
radio and tv the interest was higher 
among agencies billing less than $1 mil- 
lion a year than among larger agencies. 
(See Table 1.) Six out of ten have 
bought or would be willing to buy spots 





adjacent to public service programs 
(Table 8). 

Some of those who have used public 
service programming offered enthusias- 
tic reports on the result: 

James B. Rogers, president of Rogers 
& Collins, Baltimore—‘We are prob- 
ably one of the few agencies in this 
market that have employed public serv- 
ice approach to a commercial problem. 
We feel quite strongly that this is an 
embryo vehicle for commercial partici- 
pation and that the future will see many 
more sponsors using this tack for foun- 
dation media planning. Great care must 
be taken, however, to buy on an indi- 
vidual need.” 

Trent Christman, director of radio 
and tv, Holst & Male, Honolulu—“This 
agency is currently producing for 
Hawaiian Electric Co. a series of 25 
one- and two-hour public service pro- 
grams [which cover] all aspects of 
Hawaiian heritage and culture, past, 
present and future. We feel that this 
program can and does do an excep- 
tional job of maintaining a valuable 





A public interest campaign, com- 
peting with hundreds of others for a 
place on the station schedule, has to 
earn its way in listener appeal. 

Fletcher Richards, Calkins & 
Holden, taking on the National 
Guard recruiting-community _rela- 
tions account this year, decided to 
upset tradition and take a light- 
hearted approach to the subject of 
“missile age minutemen.” A room- 
full of Pentagon brass bought the 
idea and by now 60 and 20-second 
prints have been shipped te a na- 
tional saturation list of 550 stations. 

The film opens on a whistling boy 
drawing a line in limbo. (1. above) A 
smaller boy walks in and asks: 
“What’s that?” Older boy: “That’s 
the first line of defense.” Younger 
boy: “What’s that?” 

The young artist flips the line to 
show a sign (over creaking sound) (r. 
above). Older boy: “The National 
Guard.” Younger: “Guard against 
what?” 





National Guard’s light 





a 






Wind spins the boys and blows in 
a live action scene (I. below) Older: 
“The unexpected.” In succeeding 
frames they watch civil emergencies 
and military scenes. 

(Over march music c. below). 
Younger: “Hey, how come you know 
so much about the National Guard 
anyhow?” Older: “ ‘Cause my Pop 
told me. He’s a corporal in the Na- 
tional Guard.” 

Younger (r. below): “Gee! How 
about that?” A final cut to the guard 


touch sells recruiting 





logo follows. Steve Roppolo, agency 
writer-producer, created the spot. Vic 
Miranda, art director, did the story- 
board and Pintoff Productions filmed. 

Others responsible: Lt. Col. James 
R. Connor, chief of the National 
Guard Bureau office of public affairs; 
Sy Frolick, Fletcher Richards senior 
vice president and director of tv-ra- 
dio; Bruce Jacobs, account executive, 
and Bob Nugent, tv-radio account 
executive, who “sold” the storyboard 
in Washington. 
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THE PROCTER & GAMBLE CO 


GENERAL MOTORS CORP. 





BRISTOL-MYERS CO 
GENERAL FOODS CORP 
CHRYSLER CORP 


AMERICAN AIRLINES, INC 





COLGATE-PALMOLIVE CO. 
R. J. REYNOLDS TOBACCO CO. 


WARNER-LAMBERT 
PHARMACEUTICAL CO., INC. 


UNITED AIR LINES, INC. 
GENERAL MILLS, INC. 
NATIONAL BISCUIT CO 
U. S. RUBBER CO. 


BROWN & WILLIAMSON 
TOBACCO CORP. 


FORD MOTOR CO. 

THE COCA-COLA CO. 
GENERAL CIGAR CO. 
BORDEN’S 

TRANS-WORLD AIRLINES, ING. 
VICK CHEMICAL COMPANY 
P. LORILLARD CO. 

BEST FOODS 

U. S. TOBACCO CO 

TEXACO CANADA LIMITED 
KELLOGG COMPANY 

MILES LABORATORIES, INC. 
THE AMERICAN TOBACCO CO. 
CANNON MILLS, INC. 
INTERNATIONAL SHOE CO 
FIRESTONE 

GULF OIL CORP 


STERLING DRUG, INC. 





LEVER BROTHERS CO. 


AND MANY, MANY MORE 


WPIX-11 carries more minute advertising from over-long commercials—because wPIx-11 does not 
the top 25 national spot advertisers than any accept this kind of advertising = Only wrrx-11, 


other New York television station.* = Leading of all seven New York TV stations, offers you so 
advertisers select wp1x-11 for the “network 


look” of its programming, its Nielsen- gy 
proved quality audience and the guar- 4/4@gW2 Ee . phere during the prime Ati hours! 
anteed good company of other national it on ; & Where are your 60-second commercials tonight? 


advertisers. Your product message 


new 
will never appear with “mail order” or 


york 


*Broadcast Advertiser Reports © 1960, WPIX 
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The check came in a letter saying: “I send it to you 
because I thought your coverage of Squaw Valley 
was superb. And I understand it cost you a pretty 
penny over and above any advertising income.” 

The letter was one of literally thousands reflect- 
ing the excitement and appreciation felt by 80 
million Americans who watched the series of 14 
programs on the CBS Television Network covering 
the 1960 Winter Olympic Games. 

They came from all elements of the population— 
from some of the highest ranking government offi- 
cials, one of whom described the broadcasts as “‘a 
spectacular job of detailed coverage”—as well as 
from farmers, teenagers, businessmen, and house- 
wives. A Midwestern newspaper published an edi- 
torial headed ““CBS deserves a gold medal.” 

It goes without saying that this remarkable surge 
of enthusiasm was especially gratifying to the real 
sponsor of the series— Renault, Inc.—which was able 
to demonstrate the quality of its automobiles to 
tremendous daily audiences. During the average 
minute that the 14 broadcasts were on the air they 
commanded the undivided attention of 20 million 
viewers. More people watched these broadcasts than 
the combined viewers of all other programs on the 
air at the same time. 

Naturally this overwhelming response pleased us, 
too, since it set the stage for our exclusive coverage 
of the Summer Olympics next August and Septem- 
ber against the magnificent backdrop of Rome. (For 
18 consecutive days, in a series of 29 broadcasts, 
you will see the world’s foremost athletes compet- 
ing in the historic Marathon and Pentathlon events, 
as well as in 32 other sports contests ranging from 
boxing to yachting.) It set the stage, too, for an ad- 
vertiser to write a check making him a sponsor. In 
fact, we’re expecting it. 


CBS TELEVISION NETWORK 





A MOST — 
UNEXPECTED 
SPONSOR 





FOR A MOST 
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WIKB Iron River, Mich., discov- 
ering the wide-spread public accep- 
tance of its new two-hour classical 
and light-concert music show, Even- 
ing Serenade, went a step further by 
establishing what it terms the first 
community symphony orchestra 
sponsored by a broadcasting facility. 

Through Edwin Phelps, WIKB 
vice president and general manager, 
and a handful of interested parties, a 





Do-it-yourself public service creates a symphony 


group of area musicians and music 
lovers was assembled to discuss the 
matter. Twenty-three attended the 
first meeting and membership later 
swelled to 33. WIKB agreed to un- 
derwrite all organizational expenses 
and publicity, with Mr. Phelps as 
business manager. 

With rehearsals in full swing, 
WIKB began pounding the promo- 
tional drums with a flourish of spot 


announcements which gathered mo- 
mentum, first to wire services, the 
daily press and finally to state and 
government officials. 

The symphony made its debut 
before a capacity audience two 
months ago and was a great suc- 
cess. Future plans call for guest 
soloists, under-the-stars concerts and 
a series of spring, fall and winter 
appearances. 





company image while at the same time 
providing a vehicle to showcase the 
company’s selling spots.” 

Owen N. Dailey, Owen N. ‘Dailey 
Adv., Bakersfield, Calif—‘“The shows 
we have programmed [documentaries 
on major surgery] have been highly 
successful both from the standpoint of 
audience and that of the medical pro- 
fession. . . . Customer response has 
been excellent. . . .” 

Exceptions ® Not all panelists could 
give success stories. One said his agency 
recommended public service to its 
clients regularly but was consistently 
turned down on the basis of low ratings. 
Or, as put by Mal Ochs, Grey Adv., 
New York: “There is much good public 
service programming available. Un- 
fortunately, too many sponsors are in- 
terested only in ratings and numbers.” 

Approximately two-thirds of the pan- 
elists thought television’s public service 
programming had improved in the past 
few years. Two-fifths thought radio’s 
had too (Table 5). This belief was 
more prevalent in large agencies, where 
respondents also were more inclined 
to expect increased sponsorship of pub- 
lic service programs in the future 
(Table 11). 

What Service Can Sell = The ability 
of public service programs to promote 
the sponsor’s corporate image was rec- 
ognized .by 95% of the respondents— 
and by 98% of those in larger agencies. 
But a majority (64%) felt these pro- 
grams could sell high-priced hard goods 
as well, although only a fourth thought 
they would be a good investment for 
a low-cost, fast turnover item [Table 
5 (c)]. 

Sales effectiveness was explored from 
another angle in a question asking the 
agency buyers to compare public serv- 
ice with average commercial program- 
ming as a setting for advertising mes- 
sages, apart from audience size. One out 
of three thought public service more 
desirable and another 32% saw no 
difference, while 22% considered it 
less desirable and 11% had no opinion 
(Table 3). Sixty percent said they had 
bought or would be willing to buy spots 
adjacent to public service shows (Table 
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10). Said Jack Scanlon, media buyer 
at Benton & Bowles, New York: 

“I don’t think we should ever under- 
estimate the level of interest of our 
audience. Certainly, editorial associa- 
tion and ‘thinking’ interest in a pro- 
gram should provide some additional 
value to selected types of products.” 

And Jack K. Carver, media super- 
visor of Doherty, Clifford, Steers & 
Shenfield, New York, said: “The ques- 
tion of whether public service program- 
ming is a more or less desirable back- 
drop for a commercial depends on sev- 
eral factors: products being advertised; 
the commercial itself—how and what 
it says and does, and the type of pro- 
gram—commercials that blend in edi- 
torially with a program can best re- 
tain the attention of the audience.” 


Sponsor Responsibility ® More than 
two-thirds of the panelists thought that 
high-budget sponsors ought to share 
broadcasters’ responsibility for present- 
ing public interest programs (Table 
12). Observations included: 

Alice Ross, timebuyer, Heineman, 
Kleinfeld, Shaw & Joseph, New York— 
“It is the responsibility of large business 
interests to help in the dissemination of 
public service programming since . 
they have a great deal to gain if they 
assist in creating an even more aware 
citizenry than we now have. This in- 
cludes the networks along with large 
corporations. . . . If businessmen who 
have the most to gain don’t do some- 
thing and do it fast, the government 
might be forced to step in and the 
situation would worsen.” 

Curtis G. Williams, owner, Cushing- 
Williams Adv., Phoenix—“Contrary to 
some strong opinion, I feel that good, 
effective public service programming 
will have to come from heavy users of 
broadcast time. This stuff all takes 
money and brains and . . . this means 
from successful business.” 


What’s Good? ® The panelists showed 
a wide range of ideas about what sub- 
jects would be good for exploration in 
public service programs—and how they 
should be handled. For instance: 

Janet Murphy, broadcast media su- 





pervisor, L.C. Gumbinner, New York 
—‘“More local issues should be ex- 
plored.” 

Walter Guild, president, Guild, 
Bascom & Bonfigli, San Francisco— 
“ “Public service’ programming does not 
have to be ‘egghead’ programming. 
Your [panel questionnaire] categories 
do not include such things as travel- 
foreign subject-biographical programs, 
etc., yet these, too, perform a public 
service plus entertainment.” 

Leonard Kay, broadcast supervisor, 
McCann-Erickson, Chicago — “Public 
service need not be dull and dry. I 
believe the answer lies with the writers 
and producers. What’s really 
needed . . . is a campaign by the broad- 
casters to raise the image of public 
service programming.” 

Robert J. Smith, media supervisor, 
W.B. Doner & Co., Chicago—‘The 
public service program can be an effec- 
tive tool for the advertiser if done in 
a favorable image and merchandised 
for greater sales effectiveness.” 

Kenneth W. Wittleder, vice presi- 
dent, Stern, Walters & Simmons, Chi- 
cago—“Don’t call it public service 
(how about ‘special interest’ shows?). 
The term is too self-conscious to pro- 
spective buyer and viewer. Put top talent 
to work creating them and promote 
shows in other media and in cross 
plugs.” 

William W. Cook, vice president, 
Dennis, Parsons & Cook, Jacksonville, 
Fla.—“. . . final production of a public 
service program [should be] the respon- 
sibility of the ‘show business’ people 
at the station. This should insure that 
material that might otherwise be dul) 
will be handled in an interesting and 
dramatic manner.” 

Dalton E. Nelson, Fischbein Adv., 
Minneapolis—“Those programs serving 
the public interest that have been 
treated with a light, sometimes humor- 
ous touch, have an audience . . . and 
will keep right on having an audi- 
le 

Stanley Newman, media direcior, 
Richard K. Manoff, New York—“Good 
public service programs like any good 
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part of the profile of a great radio station... 


MORE WEBR LISTENERS 


... 


In the WFBR audience, there are proportionately 20% more car owners of 1956 or newer model 
cars than in the total sample, which includes listeners to all Baltimore stations.* 


When you advertise on WFBR, you reach .he people who have the spendable income and who spend it. 


* In a recent Qualitative Survey in ‘the metropolitan 
Baltimore area, The Pulse, Incorporated, matched ‘ H | ; | i ; | 
certain socio-economic factors with radio station 2 4 i i 2 i : 
JPEeeqpee cc gypeee 


Represented by John Blair and Company BALTIMORE, MARYLAND 
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$223,529,000 apparel sales 


In this multi-city market— Lancaster, Harrisburg, 
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Representative: The MEEKER Company, Inc. 








New York «+ 


audience of all other stations in its coverage area. 


(See ARB or Nielsen surveys.) 
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STEINMAN STATION 
Clair McCollough, Pres. 


Chicago + Los Angeles + San Francisco 
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programs require expensive and time- 
consuming production efforts. The best 
therefore almost always will have to 
come from network sources. Public 
service programs produced by stations 
should restrict themselves to prepared 
formats that can be economically pro- 
duced without sacrifice in quality.” 

What’s Wrong? ® With their ideas, 
many respondents also mixed criticism 
of some broadcasters’ general approach 
to public service shows: 

Ruth L. Simonds, media director, 
Bennett & Northrop, Boston—“Except 
for the few network or large-company 
stations and some very few fine inde- 


pendents, the average small-station 
operator has no interest in program- 
ming as such. He has no interest per- 
sonally in cultural or civic things and 
so doesn’t think anyone else has. He 
sees broadcasting as a business, not as 
a 20th century wonder and creative 
medium for helping to improve the 
world physically and intellectually.” 
Ben Leighton, timebuyer, Campbell- 
Mithun, Minneapolis—‘Too often, pub- 
lic service programming has been per- 
formed and reported to the FCC (as 
well as to some advertisers) with tongue 
in cheek. . . . By use of mature, in- 
telligent personnel, management con- 


trol and diligent research, stations can 
. . . program public service features 
profitably.” 

Alan M. Berger, radio-tv director, 
Tilds & Cantz, Los Angeles—“Too 
often stations consider the broadcast- 
ing of an announcement supporting 
Community Chest, Red Cross, etc. as 
their contribution to servicing the pub- 
lic. This, to my way of thinking, is 
dangerously shallow. . . .” 

Howard M. Paul, marketing coordi- 
nator, Van Handel, Milwaukee—“‘The 
stations themselves are responsible for 
having made the term ‘public service’ 
something Johnny should get his mouth 
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TOP 20 NETWORK JAN. 4-10 


. Wagon Train 32.2 

. Gunsmoke 30.7 

. Ed Sullivan 27.9 

. Have Gun, Will Travel 27.3 
. Jack Benny 27.1 

Perry Mason 27.0 

Perry Como 26.9 

. U.S. Steel Hour 26.9 
Bob Hope 26.5 

. Dinah Shore 26.5 

. Danny Thomas 26.5 

. 77 Sunset Strip 26.1 

. Father Knows Best 25.7 
. Maverick 25.4 

. Alfred Hitchcock 25.0 

. Art Carney 24.8 

. Wanted Dead or Alive 24.1 
. Loretta Young 24.0 

. Rifleman 24.0 

. Red Skelton 23.4 

. Special Tonight 23.4 


Copyright 1960 by The Pulse Inc. 


NIELSEN 





TOP 10 NETWORK PROGRAMS 
Tv report for 2 weeks ending March 20, 1960 


TOTAL AUDIENCE 7 


Rank No. homes 
(000) 

1. Wagon Train 20,928 

2. Gunsmoke 18,622 

3. Ed Sullivan Show 17,176 

4. Jack Benny Hour 16,498 

5. 77 Sunset Strip 15,006 

6. Perry Como-Music Hall 14,916 

7. Playhouse 90 14,780 

8. Price Is Right—8:30 P.M. 14,780 

9. Have Gun, Will Travel 14,645 

10. Danny Thomas Show 14,645 
Rank Rating* 
1. Wagon Train 47.0 

2. Gunsmoke 43.0 

3. Ed Sullivan Show 38.7 

4. Jack Benny Hour 38.0 

5. 77 Sunset Strip 34.5 

6. Perry Como-Music Hall 33.8 

7. Playhouse 33.6 

8. Price Is Right—8:30 P.M. 33.5 

9. Have Gun, Will Travel 33.5 

10. Danny Thomas Show 33.0 

AVERAGE AUDIENCE ¢ 

Rank No. homes 
(000) 

1. Wagon Train 17,718 

2. Gunsmoke 17,583 

3. Ed Sullivan Show 13,967 

4. Have Gun, Will Travel 13,831 

5. Price Is Right—8:30 P.M. 13,786 





6. Danny Thomas Show 13,786 
7. Jack Benny Hour 13,379 
8. Father Knows Best 13,379 
9. Red Skelton Show 13,198 
10. 77 Sunset Strip 13,063 
Rank Rating* 
1. Gunsmoke 40.6 
2. Wagon Train 39.8 
3. Have Gun, Will Travel 31.6 
4. Ed Sullivan Show 31.5 
5. Price Is Right—8:30 P.M. 31.3 
6. Danny Thomas Show 31.0 
7. Jack Benny Hour 30.8 
8. Father Knows Best 30.1 
9. 77 Sunset Strip 30.1 
10. Red Skelton Show 29.9 


+ 


Homes reached by all or any part of the 
program, except for homes viewing only 
1 to 5 minutes. 

* Percented ratings are based on tv homes 
within reach of station facilities used by 
each program. 

Homes reached during the average minute 
of the program. 

Copyright 1960 A.C. Nielsen Co. 
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TOP TEN NETWORK PROGRAMS 
MARCH 1960 


Name of Program Rating 
1. Wagon Train : 36.7 
2. Gunsmoke 35.3 
3. Have Gun, Will Travel 34.5 
4. Red Skelton 33.4 
5. The Untouchables 32.6 
6. Father Knows Best 31.4 
7. Ed Sullivan 29.8 
8. Real McCoys 28.8 
9. Tt Moore 28.5 
10. 77 Sunset Strip 28.2 
Name of Program No. homes 

(000) 
1. Wagon Train 15,800 
2. Gunsmoke 15,300 
3. Have Gun, Will Travel 14,800 
4. Red Skelton 14,300 
5. The Untouchables 13,700 
6. Father Knows Best 13,500 
7. Ed Sullivan 12,800 
8. Real McCoys 12,200 
S$. Marry Moore 12,200 
10. 77 Sunset Strip 11,900 


Copyright, 1960 VIDEODEX INC. 


BACKGROUND: The following programs, in 
alphabetical order, appear in this week's 
BROADCASTING tv ratings roundup. Informa- 
tion is in following order: program name, net- 
work, number of stations, sponsor, agency, day 
and time. 
Jack Benny Hour (CBS-181): Benrus, Grey- 
hound (beth Grey), Sat., March 19, 10-11 


p.m. 

Art Carney (NBC-152): United Motor Serv- 
ice Delco Remy Batteries Divs. of General 
Motors (both C-E), AC Sparkplug Div. of 
GM (Brother), Fri., Jan. 8, 8-9:30 p.m. 


Perry Como (NBC-151): Kraft (JWT), Wed. 
9-10 p.m. 

Father Knows Best (CBS-155): Lever Bros., 
Scott Paper (both JWT), Mon. 8:30-9 p.m. 

Gunsmoke (CBS-201): Liggett & Myers 
(DFS), Remington Rand (Y&R), Sat. 10- 


10:30 p.m. 

Have Gun, Will Travel (CBS-164): Lever Bros. 
(JWT), American Home Products (Bates), 
Sat. 9:30-10 p.m. 

Alfred Hitchcock (CBS-182): 
(Y&R), Sun. 9:30-10 p.m. 

Bob Hope Show (NBC-162): Buick (M-E), 
Wed., Jan. 13, 9-10 p.m. 

Lassie (CBS-141): Campbell 
Sun. 7-7:30 p.m. 

Perry Mason (CBS-150): Colgate-Palmolive 
(Bates), Gulf Oil (Y&R), Sat. 7:30-8:30 


p.m. 

Maverick (ABC-144): Kaiser, Drackett (both 
Y&R), Sun. 7:30-8:30 p.m. 

Garry Moore (CBS-160): S.C. Johnson (NLB), 
Pittsburgh Plate Glass (BBDO), Kellogg 
(Burnett), Polaroid (DDB), Tue. 10-11 


p.m. 

Playhouse 90 (CBS-169): American Gas Assn. 
(L&B), Allstate Insurance (Burnett), R.J. 
Reynolds (Esty), Mon., March 7, 9:30-11 


Bristol-Myers 


Soup (BBDO), 


p.m. 
Price Is Right (NBC-158): Lever (OBM), 
Speidel (NCK), Wed. 8:30-9 p.m 


Real McCoys (ABC-148): P&G (Compton), 
Thur. 8:30-9 p.m. 

Rifleman (ABC-142): Miles Labs (Wade), 
Ralston Purina (Gardner), P&G (B&B), 
Tues. 9-9:30 p.m. 

Dinah Shore (NBC-180): Chevrolet (C-E), 
Sun. 9-10 p.m. 


Red Skelton Show (CBS-170): S.C. Johnson 
(FCB), Pet Milk (Gardner), Tue. 9:30-10 


p.m. 

Special Tonight (CBS-163): General Mills 
(BBDO), Westclox (BBDO), Thur., Jan. 7, 
9:30-11 p.m. 

77 Sunset Strip (ABC-174): American Chicle, 
Whitehall (both Bates), R.J. Reynolds (Esty), 
Brylcreem (K&E), Fri. 9-10 p.m. 

Ed Sullivan Show (CBS-181): Colgate-Palm- 

olive (Bates), Eastman Kodak (JWT), Sun. 


8-9 p.m. 

Danny Thomas Show (CBS-202): General Foods 
(B&B), Mon. 9-9:30 p.m. 

Untouchables (ABC-127): Liggett & Myers 
(M-E), Warner-Lambert (L&F), Seven-Up 
(JWT), Luden’s (Mathes), Armour (FCB), 
Lewis Howe (M-E), Carnation (EWRR), 
Thur. 9:30-10:30 p.m. 

U.S. Steel 


p 

U.S. Steel Hour (CBS-126): 
(BBDO), alt. Wed. 10-11 p.m. 

Wagon Train (NBC--184): Ford (JWT), RJ. 
Reynolds (Esty) National Biscuit Co. (M-E), 
Wed. 7:30-8 p.m. 

Wanted, Dead Or Alive, (CBS-180): Brown & 
Williamson (Bates), Kimberly-Clark (FCB), 
Sat. 8:30-9 p.m. 

Winter Olympics (CBS-183): Renault (Kudner), 
Schlitz (JWT), Union Oil (Y&R), Sun., Feb. 
21, 2-5 p.m. 

Loretta Young (NBC-174): 
Warner-Lambert (L&F), 


Toni 
Sun. 


(North), 
10-10:30 


p.m. 

Wanted Dead or Alive (CBS-180): Brown & 
Williamson (Bates), Kimberly-Clark (FCB), 
Sat. 8:30-9 p.m. 
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washed out with soap for saying. The 
reason is that so many public service 
programs are carried on a sustaining 
basis. Littlke money, even less effort, 
goes into them.” 

Paul Silver, president, Paul Silver 
Adv., Baltimore—‘“Public service pro- 
gramming could and should be made 
imaginative, vibrant, alive. To the dis- 
credit of the broadcasting and adver- 
tising industries, I personally feel that 
the average magazine article packs more 
of a wallop than the best of broadcast- 
ing to date. Broadcast has shackled 
itself with an ‘equal air time’ attitude 
toward every major item of discussion 
and has a deep underlying fear that 
a potential advertiser might be driven 
away by something the station or net- 
work says. Until the silk gloves are 





removed, you will never produce truly 
effective programming in the public 
interest.” 

Rene James Reyes, media director, 
Jackson Assoc., Holyoke, Mass.—“The 
general tendency to schedule public 
service programming on Sunday morn- 
ing and other time periods of least view- 
ing . . . is a sad state of affairs. This 
tends to encourage mediocre or down- 
right poor production and program- 
ming, since the attitude is that no one 
is taking time to watch their television 
sets anyway.” 

Patricia Hutchison, media buyer, H. 
L. Douglas Adv., Orlando, Fla.—‘‘Too 
much public service programming is 
downright boring. Too much time is 
spent trying to cram in facts, figures, 
unimportant statistics and personalities. 





Too little time is spent in creative, im. 
aginative production. . . .” 

R.A. Patterson, Gordon Schonfarber 
& Assoc., Providence, R.I.—‘On the 
whole, public service programming js 
fairly well done. Subjects are usually 
timely—they are informative and ip. 
teresting. Like anything else, there oc. 
casionally is a dud that appeals to the 
minority and is dull.” 

Clifford Gill, Clifford Gill Agency, 
Beverly Hills—‘Public service pro. 
gramming is not public service. An en. 
lightening few words or few feet of 
film in a commercial program—that 
happen to be there because they belong 
there—can accomplish a greater public 
service mission than a full hour of up. 
interesting togetherness.” 


BROADCAST ADVERTISING 





TV’S SMOKESCREEN GETS THICKER 


Tobacco companies, breweries, toys, up tv 


There’s more cigarette advertising in 
television now than in previous years 
and it’s the filter-tips which account for 
the major flow. 

The tobacco industry last year spent 
$106.6 million at gross rates for net- 
work and national spot, compared with 
$98.4 million in 1958. Last year’s tv 
investment represents about $2 out of 
every $3 spent on tobacco advertising. 

Cigarette advertising (spot and net- 
work tv gross time billings) came to 
$96.3 million contrasted to $89.2 mil- 
lion in 1958. (Cigars and pipe adver- 
tising on tv accounted for the other 
tobacco billing.) 

This data was released today (April 
18) by the Television Bureau of Adver- 
tising along with these sum-ups of toy 
and brewery advertiser activity in 1959: 


Tv spending by major tobacco companies 


= A record pace in tv for the brew- 
ers: $48.9 million gross billing in net- 
work and spot in 1959 compared to 
$46.1 million in 1958. Cited by TvB: 
The unusual and varied approaches— 
for example, Erie Brewing Co. (Koeh- 
ler beer) meeting sales results through 
2-second spots in competition with 
large national brands, and Anheuser- 
Busch (Busch Bavarian beer) develop- 
ing the practice of tailoring its distribu- 
tion pattern to the reach of the tv 
signal. 

= Toy advertisers increased use of 
national tv (network and spot) from 
$3.4 million in 1958 to last year’s $6.2 
million, a 77% boost in gross billing. 
The case of Mattel Inc.: Before 1955 
and its tv use, the ad budget was about 
$50,000 a year. With its tv entrance 


expenditures in ’59 


the advertiser’s budget went to $500,- 
000 and in 1959 the Mattel gross time 
expenditures were $853,600. During 
this five-year period Mattel’s gross sales 
increased 315%. The case of Louis 
Marx & Co.: Entered tv for the first 
time last year, though it formerly had 
never advertised in any medium. It 
spent $676,535 at gross rates for ty 
time (network and spot) in 1959. 
Among the cigarette brands, 7 of the 
10 leaders in tv were filters. The 10 
brands accounted for more than 72% 
of all cigarette sales in 1959. Top 
brand: Kent, a filter-tip, which placed 
over $10.1 million gross in tv (network 
and spot). The five major tobacco com- 
panies according to their rank in tv 
billing: R.J. Reynolds, Brown & Wil 
liamson, P. Lorillard, Liggett & Myers, 


Toy and game manufacturers discover tv 


Spot* Network** TOTAL Company Network Spot TOTAL 
R.J. Reynolds $4,252,450 $16,123,827 $20,376,277 1. Mattel Inc. $801,740 $ 51,860 $853, 
Brown & Williamson 9,252, 592,95 17,845,593 2. Remco Industries 103,275 1,900 765,175 
P. Lorillard 4,177,170 12,825,558 17,002,728 3. Louis Marx 249,845 426,690 676,535 
Liggett & Myers 948,590 11,591,507 14,540,097 4. Colorforms Inc. 116,000 307,710 432,710 
American Tobacco 467,440 9,881,440 13,348,880 5. Ideal Toy 42,996 268,520 311,516 
Philip Morris 4,387,270 8,595,078 12,982,348 6. Emenee Industries — 287,470 287,470 
h brands in 1959 ——« 6) CU ”hl( | 
top ten cigarette brands in . Selchow ighter monet } ; 
en P 8. Hassenfeld Bros. 40,000 1,390 251, 
Spot Network TOTAL 10. Harold Hahn iret 172°360 172'360 
Y a cigarettes rset eet ba Ft ‘ P 
. Viceroy cigarettes 125, 361, 
3. Winston cigarettes 1096860 6 195,042 «7291902 ««“Tep ten brewers in 1959 : 
4. Salem cigarettes 2,266,130 4,633,990 6,900,120 Spot Network TOTAL 
5. L & M cigarettes 1,474,890 5,093,975 6,568,865 Anheuser-Busch $3,641,720 $ 343,427 $3,985,147 
6. Camel ciaarettes 809,000 5,275,128 6,084,128 Falstaff Brewing 2,061,370 1,634,569 3,695,939 
7. Pall Mall cigarettes 1,020,600 4,098,601 5,119,201 Schlitz Brewing 1,850,150 1,410,407 3,260,5 
8. Parliament cigarettes 2,285,540 2,705,102 4,990,642 Carling Brewing 2,395,710 319,807 2,715,517 
9. Chesterfield cigarettes 392,380 3,968,516 4,360,896 Pabst Brewing 2,710,170 -—— 2,710,170 
10. Tareyton cigarettes 1,676,670 2,091,869 3,768,539 Hamm Brewing 1,821, 600,461 2,422,34 
National Brew ae poems. «= 557 
i i i National Brewin 258, ; : 
Cigar companies blew . ‘pees, A too aie es onal y 9 pes a 18 ae 
Bayuk Cigars $ 163,210 $5,962,772 $6,125,982 _—*~P Ballantine & Sons 1,216,730 ; 
Consolidated Cigar 1,101,850 782,115 1,883; * Source: TvB-Rorabaugh 
General Cigar 439,110 550,926 990,036 ** Source: LNA-BAR, sensei by TvB 
40 


BROADCASTING, April 18, 1960 





PERE * om 


Fr» 


—-_ en a @t sal 








ney, 
pro- 
| ene 
t of 
th 
long 
iblic 

un- 


® 


00,- 
time 
ring 
sales 
OUuis 


1960 


THIS 





Is 


+. 


CIRCULATION? 


Effie may well be the first to open this TV-radio 
“business” publication she’s just found in Mr. Time- 
buyer’s basket. Gets lonely here at night, and Effie 
likes the pictures on the slick paper. 


But what about Mr. Timebuyer? Why didn’t the 
pictures and fancy layouts captivate him? Well, 
he’s a busy man and he puts it this way: 


“There isn’t time to read them all!’’ 


There isn’t time to plow through the 1,000-odd 
pages of assorted reading matter sent him monthly 
under the guise of TV-radio “information”. He’s 
particularly tight-fisted with time for magazines 
that arrive gratuitously, without being asked for. 


After all, he receives —and pays for —-BROAD- 
CASTING every week. Its pages give him, con- 
cisely and accurately, the full background of latest 


P.S. — BROADCASTING’s guaranteed 
circulation is now at 25,000. 
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facts on everything significant in the television 
and radio business. When he can get all this from 
one publication, why bother to read a whole basket- 
ful of others? 


BROADCASTING is the only TV-radio business 
journal qualifying for membership in the Audit 
Bureau of Circulations — which verifies paid circu- 
lation publications exclusively. This is an impor- 
tant assurance for advertisers who would rather 
have their messages in a medium people want 
enough to pay for — instead of ones that have to be 
given away. Makes sense, don’t you think? 


BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 
1735 DeSales Street, N.W., Washington 6, D.C. 
New York—Chicago—Hollywood 





American (a heavy user of syndicated 
shows in its spot buying) and Philip 
Morris. Reynolds, leader in domestic 
cigarette output (30.3% share of the 
market), was tops in tobacco company 
network sponsorship. Brown & William- 
son led in spot. 

Sales Rise ® In 1959, TvB observed 
that a new record in cigarette sales 
found 456 billion units sold compared 
to 436 billion units the year previous, 
with 4 of the 5 major cigarette com- 
panies showing earnings at an all-time 
high despite costs of introducing new 
brands. Filter-tips took a 50.5% share 
of the market last year, followed by 
regulars with 30.5% and king-size ac- 
counting for 19%. 

TvB in assembling sales figures noted 
also that the brewers expect a new 
record of some 89 million barrels to 
be produced in 1960 while toy sales 
were at the $1.65 billion level last year 
compared to $1.4 billion in 1958. 





AAAA CONVENTION PLANS 


Boca Raton meet to air objectionable ad 
problems and methods of solving them 


Seven hundred members and guests 
of the American Assn. of Advertising 
Agencies are expected to participate in 
the AAAA annual meeting this week 
at the Boca Raton (Fla.) Hotel and 
Club. 

The convention gets under way with 
business sessions on Thursday for mem- 
bers only, followed by open meetings 
Friday and Saturday with advertiser 
and media guests also attending. 

A report on what AAAA is doing 
about the problem of objectionable ad- 
vertising will be one highlight of the 
three-day session. It will deal with the 
association’s interchange system of han- 
dling criticisms of advertising and will 
be presented Friday morning by Robert 





Barnyard symphony #® Suppose 
you were to pour yourself the third 
martini of the evening, switch on 
your tv and see a pig knuckling 
down to a honky tonk tune on the 
piano while his partner, a hen, did 
a frantic dance—would you take the 
pledge? The question posed is not 
rhetorical, because martinis not 
withstanding, viewers of WMT-TV 
Cedar Rapids, Iowa, are being treat- 
ed to the sight of a pig-hen combo, 
that provides a minute of entertain- 
ing, if not highly inconventional 
entertainment. 

The pig and hen, “employes” of 
the feed department of Rath Packing 
Co., have star billing on a series of 
filmed commercials which started 
April 2 over the Iowa station. 








SSS 


Neither Knuckles the pig or Nellie 
the hen have had any sort of pro- 
fessional training, although an Ar- 
kansas veternarian and his staff did 
show them the bare rudiments of the 
act, instructing Knuckles on how to 
swing and Nellie on how to square 
dance, calypso and honky tonk. 

The series was created and pro- 
duced by Colle & McVoy, Min- 
neapolis ad agency, with music com- 
posed and arranged by Herb Pil- 
hofer, a jazz composer. Commercials 
will also be seen on several other 
Iowa stations, starting in late April. 

No mention was made as to 
whether the new act would make an 
album, but a Madison Ave. wise 


guy would have a field day with the 
title. 
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E. Allen of Fuller & Smith & Ros, 
chairman of AAAA’s board committee 
on improvement of advertising content, 

Agencies and Clients ® Another fea. 
ture, to be covered in a closed session, 
will deal with “The client-agency work. 
ing relationship,” a subject that often 
has received priority attention in meet 
ings of both agencies and advertisers in 
recent years. This is one of three sub- 
jects to be explored in concurrent meet- 
ings Thursday afternoon; the others are 
“Making your payroll dollars mor 
productive” and “What you can do 
about it” if house agencies are a prob- 
lem. 

Not on the program but slated for 
showing several times during the con- 
vention are a collection of television 
commercials that won awards in the 
1959 international film festival at 
Cannes and a group of other commer- 
cials demonstrating “new and _ fresh 
techniques.” 

Elections will be held Thursday and 
the new officers announced at the Fri- 
day session by Robert M. Ganger of 
D’Arcy Adv., New York, current 
AAAA chairman. 

Film Show ® The Friday morning 
agenda also includes a filmed panel 
presentation exploring the question 
“Are the people brighter than we 
think?” James T. Aubrey Jr., president 
of the CBS-TV network, will introduce 
the presentation, in which Richard D. 
Heffner, director of special services for 
CBS-TV information services, is mod- 
erator of a panel composed of Elmo 
Roper of Elmo Roper & Assoc., re- 
search; William A. Lyndgate of Earl 
Newsom & Co., public relations; Dr. 
Paul I. Lyness of Gallup & Robinson, 
research, and Pierre Martineau, re- 
search and marketing director for the 
Chicago Tribune. 

Charles H. Brower of BBDO will 
discuss “The climate of greatness,” 
David Ogilvy of Ogilvy, Benson & 
Mather will present the second annual 
Arthur Kudner Award, and Herbert 
M. Cleaves of General Foods will speak 
on “Advertising means business,” also 
at the Friday morning meeting. 

The Saturday agenda includes talks 
by Fairfax M. Cone of Foote, Cone & 
Belding, Chicago, on “Some problems 
to dispose of in the sixties”; Sinclair 
Wood, president of London’s Institute 
of Practitioners in Advertising, on 
“Agency management's responsibility in 
the selection and training of agency 
personnel”; Martin Gainsbrugh, chief 
economist of the National Industrial 
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Electronic bumps run down a flat lead-in 
made of two parallel wires, after having been 
plucked from thin air by the business end 
(not to be confused with the editorial, or 
reflector, end) of a prehensile antenna finger 
generally wrapped around a chimney. In 
strong signal areas the bumps crawl thru the 
walls and the finger may be dispensed with. 


The tuner (“front end” to us au couran- 
teurs) accepts the hash of plucked signals, 
selects a channel with the help of a person 
(“human being”), who applies a kind of 
discriminatory judgment that makes it all 
worth while (in Eastern Iowa at least). The 
tuner’s larynx makes smorgasbord out of the 
hash, selecting and amplifying the picture 
and sound seeds which come wrapped in 
the same bump, or hull. The tuner IFs the 
RF into the IF and video amplifiers. 


A video detector (not to be confused with 
Mike Hammer) detects the video and sep- 
arates the men from the boys and the picture 
from the sounds. The men are shunted to 
ground, the picture bumps go into more 
video amplifiers (the picture bump getting 
bigger and bigger), the boys and the sound 
bumps go thru the audio section where the 
frequency-modulated signal bump is ampli- 
tied, demodulated, deboyed, amplified, and 
engaged to be married, after which it goes 
into the loud speaker and there you are. 


Back to the video bump. The AGC cir- 
cuit and assorted video amplifiers send the 
picture seeds on to the CRT (not to be con- 
fused with the IRT, or you'll end up in Far 
Rockaway), where it gets synced, swept 
(sweeped?), high voltaged, yoked, scanned, 
and investigated by the SCPA. 
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How the television receiver works, 


including a gratuitous comment about evolution 


Various controls are scattered around the 
outside of a set. These knobs, screws and 
dinguses are there for one purpose: twisting. 
Without them a reasonably curious set owner 
would have to resort to baton twirling when 
a picture started rolling, which would be bad 
for the psyche and furniture. 


Well, that’s about it. In Eastern lowa, 
evolution may be observed at work: Because 
WMIT-TV (Channel 2) (CBS television for 
Eastern Iowa) is number one in share of 
audience in all time periods from 9 a.m. un- 
til sign-off Sunday thru Saturday (no matter 
what survey service you subscribe to), most 
channel selectors of the front ends of sets in 
the area have atrophied. The Katz Agency, 
our national reps, has additional anthropo- 
logical and technical data. 
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ON THE SPOT! 


WITH THE BEST SPOT BUY 
from 
MAINE to NEW ORLEANS 


* WLOB 


and the Lobster Network 
Portland and the state of 
MAINE 


* WARE 


Ware, Worcester 
Springfield, 
MASSACHUSETTS 


° WHIL 


Boston, 
MASSACHUSETTS 


* WWOK 


Charlotte, 
NORTH CAROLINA 


* WIBW 


New Orleans, 
LOUISIANA 


Reaching a total population of 


OVER 5,730,000 


with a buying income of 


$6,100,000,000 
GET YOUR SHARE! 


See your 


National Representative 


RICHARD O'CONNELL CO. 
WLOB, WHIL, WWOK, WJBW 


BREEN & WARD CO. 
WARE 


TARLOW 


ASSOCIATES 


SHERWOOD J. TARLOW, president 
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Conference Board, on “The economic 
outlook for 1960 and beyond”; Norman 
Cousins, editor-in-chief of Saturday 
Review, on “The advertising man’s re- 
sponsibility in the non-military show- 
down which is coming up in the world,” 
and retiring chairman Ganger on 
“Growth is our business.” 

The convention will be preceded by 
the annual meeting of AAAA region 
and council governors on Wednesday. 
The annual meeting will be held Satur- 
day evening with Richard L. Wilson, 
chief of the Washington Bureau of 
Cowles Publications, as principal speak- 
er. 


New service will test 
commercials’ effect 


The creation of Television Adver- 
tising Research (TAR), an in-home 
evaluation service to test the effective- 
ness of tv commercials and program- 
ming, was announced April 11 by 
George K. Gould, president of NTA 
Telestudios Inc. 

The new service, which will be a 
division of NTA Telestudios, is de- 
signed to measure a commercial’s ef- 
fectiveness under typical viewing con- 
ditions, according to Mr. Gould. Prior 
to a telecast, 200 households are se- 
lected by a random sampling method; 
reached by telephone, and alerted to 
watch a time segment that includes the 
test program. A token premium is of- 
fered for viewers’ cooperation, but they 
are not aware they are participating in 
an experiment, Mr. Gould stated. 

Immediately after the telecast, train- 
ed interviewers will begin personal 
interviews in each of the pre-selected 
households. The TAR method will re- 
port on the following measurements: 
the extent to which the commercial 
creates a memorable impression; the 
extent to which people are likely to 
purchase the product as a result of 
the commercial; the extent to which 
people believe and accept the claims, 
and the extent to which the specific 
elements of the commercial are re- 
membered by the viewer. The research 
for the service will be conducted by 
Blankenship, Gruneau & Ostberg Inc., 
New York. 


Pepsi tips Reynolds 
out of top radio spot 


Pepsi-Cola jumped to the top of the 
“home broadcasts” list in February’s 
Nielsen Top 20 advertisers in network 
radio. Pharmaco Inc., a front-runner 
since the preceding four weeks, jumped 
up to number one in commercial time. 

Pepsi’s ascendancy means that R.J. 
Reynolds is out of the leadership spot 






in the homes list after holding the place 
for 11 months. Whitehall drops to num. 
ber two in minutes after a consistent 
lead since November. 

The complete Top 20 from the Na. 
tional Nielsen Radio Index: 


HOME BROADCASTS 


Total 

Home 

> — 
ty) elivered 

Rank Advertiser B’dests (000) 
1. Pepsi-Cola 382 171,941 
2. R.J. Reynolds 300 132,538 
3. Pharmaco 357 129,571 

4. Time, Inc. 201 120, 
5. Renault 170 108,845 
6. Whitehall-Am. Home Prods. 137 95,839 
7. Grove Div.-Bristol-Myers 108 75,468 
8. Ex- 159 75,364 
9. Kellogg 88 69,242 
10. Frito 146 54,799 
11. Sterling Drug 103 387 
12. F & F Labs. 135 41,233 
13. Hudson Vitamin 122 39,561 
14. Automotive-Amer. Motors 89 38,379 
15. Radio Corp. of America 88 7 884 
16. Campbell Soup 44 37,140 
17. Sylvania Electric 61 36,741 
18. A.E. Staley 646 
19. Sunsweet Growers 51 36,201 
20. Chevrolet-Gen. Motors 46 31,203 

COMMERCIAL MINUTES 

No. Total 

Comm’! Comm'l 
Mins. Min. Del’d 

Rank Advertiser Aired (000) 
1. Pharmaco 303 103,013 
2. Whitehall-Am. Home Prods. 138 125 
3. Time, Inc. 147 82,022 
4. Renault 128 75,147 
5. R.J. Reynolds 193 71,603 
6. Grove Div.-Bristol-Myers 93 58,218 
7. Pepsi-Cola 122 7 866 
8. Kellogg 73 53,376 
9. Wm. Wrigley, Jr. 90 51,283 
10. Ex-Lax % 45,180 
11. Sterling Drug 117 44,667 
12. Oldsmobile-Gen. Motors 43 39,164 
13. Chevrolet-Gen. Motors 58 36,597 
14. A.E. Staley 40 33,873 
15. Sylvania Electric 55 32,450 
16. Hudson Vitamin 101 31,849 
17. Longines-Wittnauer 70 30,978 
18. Monroe Auto Equipment 53 342 
19. Automotive-Amer. Motors 67 27,113 
20. Radio Corp. of America 66 26,425 


Ranked by total home broadcasts delivered and by 
total commercial minutes delivered for individual 
advertisers by all programs and participation on 
all radio networks used. 


Copyright 1960 by A.C. Nielsen Company 


D-F-S expands its 
Chicago operation 


Dancer-Fitzgerald-Sample is expand- 
ing the “scope and operations” of its 
Chicago office, with emphasis on crea- 
tive and service facilities for its radio- 
tv and other accounts. 

Harbinger of the realignment was the 
appointment of Henry Hempstead, 
formerly head of Benton & Bowles’ 
Detroit office, as vice president in asso- 
ciation with F. Sewall Gardner, Chi- 
cago office chief, in account supervisory 
and management activities. 

Among broadcast accounts serviced 
by D-F-S in Chicago are Swift & Co.'s 
Pard dog food and Cruncher (spot tv 
and radio), Frito Co. (heavy in radio 
for Fritos) and Carey Salt Co. (spot 
radio and tv), among others. 

Other appointments were those of 


BROADCASTING, April 18, 1960 








La Aaa» 


























AFTER 3 YEARS, POPEYE STRENGTHENS 
RATINGS COAST-TO-COAST 


March ’S7 February '60 















































WBNS-TV | COLUMBUS, OHIO 13.9 19.1 
WPRO-TV | PROVIDENCE, R. I. 19.5 24.9 
KFSD-Tv | SAN DIEGO, CALIF. 15.5 18.4 
|WSBT-Tv | SOUTH BEND, IND. 14.9 17.4 
|KREM-TV | SPOKANE, WASH. 18.7 19.7 
KCRA-TV | SACRAMENTO, CALIF. a 13.4 
KRON-TV | SAN FRANCISCO, CALIF. 10.6 13.9 
WPIX NEW YORK, N. Y. 14.9 14.3 
KTLA LOS ANGELES, CALIF. 12.0 11.5 
WBEN-TV | BUFFALO, N. Y. 14.4 14.3 





AFTER 3 YEARS, POWERFUL ARB AVER- 
AGE IN 137 MARKETS - regardless of station, 


time period or competition—gives Popeye a muscular rating 
of over 15. 


STRONGER THAN EVER! 





AFTER 3 YEARS, TEXAS BUILDS 
RATINGS ... with Bugs Bunny, Porkey Pig, 
Tweety, Sylvester and all the other favorite 
Warner Brothers Cartoons. These fabulous char- 
acters have lifted their full-hour rating from a 
robust 17.3 to a lusty 22.9 on KDUB-TV in Lub- 
bock... almost 50% higher than three years ago. 


Want to put muscles in your ratings? Then feed 
your audience a steady diet of U.@.@.’S Popeye 
and Warner Brothers Cartoons! For each year — 
more and more children reach the age group that 
begins to enjoy these popular cartoon characters. 
Add them to the millions of already devoted viewers 
of all ages, and you are virtually guaranteed 
stronger ratings for years to come. 


WRITE— WIRE— PHONE 


& New York, 247 Park Ave., MUrray Hill 7-7800 
LU Ci Cc ® Chicago, 75 £ Wacker Drive, DEarborn 2-2030 
& * @ —& Dallas, 1511 Bryan Street, Riverside 7-8553 


UNITED ARTISTS ASSOCIATED, we. Los Angeles. 400 S. Beverly Dr., CRestview 6-5886 








Awards were announced April 12 
at a luncheon of the 39th annual 
national exhibition of advertising and 
editorial art and design of the Art 
Directors Club of New York. The 
club placed on display in the Astor 
Gallery of the Waldorf-Astoria 
Hotel in New York a total of 474 
entries from some 14,000 submis- 
sions. 

Two art directors club medals and 
three awards of distinctive merit 
were presented in the av category. 

Aside from those main awards, 
Mort Rubenstein, CBS-TV stations, 
and the late William Golden (died 
October 1959), CBS-TV, received 
awards of distinctive merit in adver- 
tising design, while Raymond Jacobs 
was presented with an advertising 
art award of distinctive merit for his 
photograph in a WCBS New York 
advertisement. A special commemo- 
rative also was made to Mr. Golden 
in recognition of a lifetime devotion 
“to the highest principles of creative 
design.” 

Four management award medals 
were presented to Warner S. Shelly, 
president, N.W. Ayer; David L. 
Luke, West Virginia Pulp & Paper 
Co.; Herbert R. Mayes, editor, 
McCall's magazine, and Frank Pace, 


Merit award ® Olin Mathieson 
Chemical Corp. Full animation. Art 
director: Saul Bass & Assoc.; design- 
er: Saul Bass; artists: Bill Melendez, 
Art Goodman, Lou Stouman, Play- 
house Pictures, Sacramento Peak 
Observatory, Air Force Cambridge 
Research Center; music: Elmer Bern- 
stein; producing company: Playhouse 
Pictures; agency: D’Arcy Advertising 
Co.; advertiser: Olin Mathieson 
Chemical Corp. 





Art Directors Club honors five tv ads 


board chairman, General Dynamics 
Corp. The awards were for inspira- 
tion and encouragement given to art 
direction. Mr. Shelly was cited for 
the agency’s support to its art di- 
rectors “resulting in the high stand- 
ards of excellence for its clients.” 
The club medals in tv were award- 
ed to Robert Gage of Doyle Dane 
Bernbach for the Philip Morris’ Al- 
pine cigarette commercials, and 
jointly to John Wilson and Stan 
Freberg for a commercial series for 
Instant Butter Nut Coffee (Buchanan- 
Thomas). The Alpine commercial 


Club medal ® Alpine cigarettes. 
Film, live action. Art director design- 
er: Robert Gage; writer: Phyllis 
Robinson; agency producer: Ernest 
Hartman; Agency: Doyle Dane 
Bernbach; production company: El- 
liot, Unger & Elliot; music: Mitch 
Leigh, Music Makers Inc.; advertis- 
er: Philip Morris. 


Sh 


Merit award ® Rival dog food. Full 
animation. Art directors writers: 
Alex Anderson, Fred Crippen; artist: 
John Marshall; designers: Fred Crip- 
pen, John Marshall; producing com- 
pany: Pantomime Pictures Inc.; 
agency: Guild, Bascom & Bonfigli; 
advertiser: Rival Dog Food Co. 


was in the film, live action category, 
Butter-Nut in full animation. 

The winners of the awards of dis- 
tinctive merit in tv: Stephen Frank- 
furt, Young & Rubicam, for John- 
son & Johnson commercials (film, 
live action), recipient last year of a 
special medal for a series of J&J 
commercials; Alex Anderson and 
Fred Crippen (art directors-writers), 
Guild Bascom & Bonfigli, for Rival 
Dog Food Co. (full animation), and 
Saul Bass & Assoc. for Olin Mathie- 
son Chemical Corp., through D’Arcy 
Adv. (full animation). 


Club medal ® Butter-Nut coffee. 
Full animation. Art directors: John 
Wilson, Stan Freberg; writer: Stan 
Freberg; artist: Emery Hawkins; de- 
signers: Dean Spille, Chris Jenkyns; 
music: Dennis Farnon; producers: 
Freberg, Ltd—Fine Arts Produc- 
tions; agency: Buchanan - Thomas; 
advertiser: Instant Butter-Nut coffee. 


Merit award ® Johnson & Johnson. 
Film, live action. art director: Steph- 


en Frankfurt; writer: William 
Schnurr; photographer: Irving Penn; 
producing company: On Film Inc.; 
agency: Young & Rubicam; adver- 
tiser: Johnson & Johnson. 








George Schantz, formerly at Tatham- 
Laird, as assistant account executive on 
Fritos and New Era potato chips and 
of Arthur Silver, previously with Foote, 
Cone & Belding, to D-F-S’ copy depart- 
ment. No changes are planned directly 
involving broadcast personnel, with 
Thomas O’Connell continuing as radio- 
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tv director. 

As onetime manager of B&B’s De- 
troit office, Mr. Hempstead supervised 
the Studebaker and Studebaker-Pack- 
ard corporate accounts. He also was 
vice president of Geyer, Newell & 
Ganger Inc., heading its Detroit office, 
where he serviced the Nash-Kelvinator 


and Gordon Baking Co. accounts. He 
most recently headed up his own agency 
in Chicago. 

Mr. Silver served as copy writer on 
the Dial soap, Johnson wax and Kraft 
foods accounts. Mr. Schantz was ac- 
count service manager at Tatham- 
Laird. 
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WILL INTEGRATION REALLY WORK? 











@ Business briefly 


Time sales 


Top Brass buying ® Revion Inc., N.Y., 
for its Top Brass men’s toiletries, will 
enter top 10 markets May 2 with night- 
time tv minute spots in a six-week cam- 
paign. Agency: Mogul Williams & Say- 
lor Inc., N.Y. 


Boyle-Midway multi-brand ® Boyle- 
Midway Div. of American Home Prod- 
ucts launches a multi-brand promotion, 
first in B-M’s history, on network tv 
this week. Starting on April 21, the ad- 
vertiser will be spotting its 60-second 
contest commercial on 12 network tv 
shows in which the division participates 
(includes shows on all three networks). 
Products are all in the household cate- 
gory: Aero Wax floorwax, Easy-Off 
oven cleaner, Wizard room deodorizer, 
Wizard Wick, Sani-Flush and Easy-Off 
window cleaner. Commercials will in- 
vite housewives to enter a $75,000 
sweepstakes. Entry blanks will be avail- 
able in retail outlets. J. Walter Thomp- 
son is Boyle-Midway’s agency. 


Dude ranching ® Ralston Purina Co., 
St. Louis (Guild, Bascom & Bonfigli), 
and the Seven-Up Co., St. Louis (J. 
Walter Thompson), will co-sponsor 
Guestward Ho!, a new comedy series 
about a New York family that opens a 
dude ranch in New Mexico. It is sched- 
uled for next season on ABC-TV 
(Thur. 7:30-8 p.m. EST). The Desilu 
produced series, which is based on the 
book of the same title by Patrick Den- 
nis and Barbara Hooton, will star Jo- 
anne Dru and Mark Miller. 


Taps ice show ® U.S. Brewers Founda- 
tion, N.Y., signed sponsorship of NBC- 
TV hour-long color special, Summer on 
Ice—1960, scheduled for June 2 (Thur. 
9:30-10:30 p.m. EDT). Starring Craig 


(Peter Gunn) Stevens as host, Gisele 
Mac Kenzie, Tab Hunter and the cast 
of Ice Capades of 1960, the program 
will originate on color video tape at 
the Pan Pacific Auditorium in Holly- 
wood. It will pre-empt The Ford Show 
and You Bet Your Life. Agency: J. 
Walter Thompson, N.Y. 


Joins Clark show ® Positan Corp., sub- 
sidiary of Drug Research Corp., N.Y., 
last week became the 24th participating 
advertiser in ABC-TV’s American 
Bandstand (Mon.-Fri. 4-5:30 p.m. 
EST). Positan purchased 13 alternate 
quarter hours for 26 weeks, starting 
April 19. Agency: Kastor, Hilton, 
Chesley, Clifford & Atherton, N.Y. 


Water chaser ® U.S. Brewers Founda- 
tion, N.Y., signed sponsorship of NBC- 
TV color special, Esther Williams at 
Cypress Gardens, which will be video- 
taped in Florida for presentation Aug. 
8 (10-11 p.m. EDT). Appearing as 
guests on the hour-long musical-water 
show will be Fernando Lamas and Joey 
Bishop. Agency: J. Walter Thompson, 
N.Y. 


June renewed ® E.I. duPont de Ne- 
mours & Co. (Textile Fibers Dept.), 
Wilmington, sponsor of June Allyson 
Show on CBS-TV (Mon. 10:30-11 p.m.), 
renewed the weekly dramatic series for 
next season in a new time slot (Thur. 
10:30-11 p.m. EST). Produced by Dick 
Powell for Four Star Productions, the 
series will continue in its current time 
period during the summer, the network 
said. 


Sweet smell of bakery buys ® The 
Kitchens of Sara Lee (baked goods), 
Chicago, bought saturation spot sched- 
ule on three radio and three tv stations 
in that city, effective April 7 for three 
weeks, to introduce their new frozen 
Chicken Sara. Lee. Agency: Cunning- 





ham & Walsh. Company also bought 
half-sponsorship with Miller Brewing 
Co. of NTA Play of the Week on WGN- 
TV Chicago, April 17-June 12. Miller 
agency: Mathisson & Assoc., Milwau- 
kee. Sara Lee spot schedule will run 
about $25,000. It spends about 30-33% 
of estimated $2 million annual acdver- 
tising budget in broadcast media, with 
sponsorship of Arthur Godfrey CBS 
Radio show and Captain Kangaroo on 
CBS-TV for which it spends about 
$500,000. Its annual sales currently are 
running about $25 million as against 
$10 million two years ago. 


Hot summer ® The Rolley Co.’s Sea 
and Ski, suntan lotion, will make its 
first move into network tv this summer 
with participations on NBC’s Jack Paar 
Show and Today, it was announced. 
While refusing to release budget figures, 
Charles A. Rolley, executive director, 
said this would be the biggest consumer 
campaign in the company’s 1 1-year his- 
tory. Network time in June and July 
had been ordered and confirmed. Foote, 
Cone & Belding, San Francisco, is the 
agency. 


Date with Jeannie ® Procter & Gamble 
Co. made a June 30 appointment with 
The Jeannie Carson Show on ABC-TV 
(Thur. 9-9:30 p.m. EDT). The situa- 
tion comedy series, which stars singer 
Jeannie Carson, is a Four Star pro- 
duction. The program concerns prob- 
lems encountered by an out spoken 
Scottish girl as she becomes acquainted 
with America. Agency: Grey Adv., 
N.Y. 


‘Bandstand’ ® Carter Products Inc., via 
Sullivan, Stauffer, Colwell & Bayles, 
N.Y., and General Foods Corp. (D- 
Zerta), through Foote, Cone & Belding, 
N.Y., signed renewal and new order 
respectively for ABC-TV’s American 





Radio sells like “hotcakes” for 
Mother’s Cake & Cookie Co., Oak- 
land, Calif. 

Mother’s is a home-grown Cali- 
fornia company that distributes 
throughout the state. In the past 
few years, sales have spurted each 
year, coinciding with their prepon- 
derantly heavy investment in local ra- 
dio in the markets in which Mother’s 
distributes. Last year, for example, 
the company operated with an ad- 
vertising budget of $205,000. And 
96% of it was in radio. 

Sales in 1959 rose about 11% 
over 1958, company officials reveal. 
As a result, the advertising allotment 
for 1960 is being upped by 14%. 





96% of budget goes to radio 


Through its advertising agency, 
Guild, Bascom & Bonfigli, San 
Francisco, Mother’s buys a total of 
275 one-minute spot announcements 
in San Francisco, Los Angeles, San 
Diego, Stockton, Fresno, San Ber- 
nardino, Chico and Sacramento at 
times of the day to hit the primary 
target—-the housewife. 

GB&B officials also give credit to 
the well-planned promotions and 
Mother’s hard-hitting sales force. 
The promotions include contests tied 
in with the station’s advertising and 
trade promotions in cooperation with 
the local supermarket or grocery. 
Robert Whitehead, GB&B account 
executive on Mother’s, sums up the 


“a 


company’s successful involvement 
with radio in this way: 

“The sales success Mother’s has 
enjoyed in the past few years has 
justified better than any yardstick 
the confidence we have in radio as 
an effective medium. Radio delivers 
the maximum saturation aimed at 
our best potential customer — the 
housewife—and its flexibility makes 
it possible to coincide with Mother’s 
regularly-scheduled trade promotions 
at a realistic cost. Add to this the 
benefits of complete merchandising 
and promotional cooperation from 
the stations, and it provides Mother’s 
with a well-rounded program at both 
consumer and trade levels.” 
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New proof 





of prog ress 


$7 million 
in the 
market on the move! 


TAMPA- — 
ST. PETERSRURG 


This giant new span of; oncrete and 





is the third bridge li 
Hillsborough County 
Pinellas County (St. 

Clearwater). 


Dominating Tampa - #t. Petersburg, 
“market on the movejf’ is the station 
on the move, WT VT—ffour most prof- 
itable buy in the ergfiire Southeast! 





TOTAL SHARE AUDIENCE 


Nielsen 
WwTivt WTVT 34 
Station B Station B 16 
Station C Station C ° 











station on the move ea 





TAMPA - i ERSBURG 


The WKY TELEVISION SYSTEM, INC. * ere Oklahoma City * Represented by the Katz Agency 
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bas suit a MOST NATIONAL 
f wen a I of any Boston TV station 
Y 17 
Vai poston yA 


— 193 compared to 148 for the second-place station. 





SONS 


ADVERTISERS 


| 
And look at these other facts about WBZ-TV! @ Most local air personalities — more 
than any other Boston TV station. m@ Most newscasts of any Boston TV station. 
@ Public service programming — 234 hours and 12,667 spot announcements contributed 


last year to 203 charitable projects. m Largest TV share of audience.* m Most awards 
of all Boston TV stations. 


*ARB 
That’s why in Boston, no TV spot campaign is complete without the WBC station — 


Represented by Television Advertising Representatives, Inc. WBZ a | V 


Meo WESTINGHOUSE BROADCASTING COMPANY, INC. gma") BOSTON 








Bandstand (Mon.-Fri. 4-5:30 p.m. EST). 


Tea readings ® Thomas J. Lipton Inc., 
Hoboken, N.J., which has been testing 
its Lipton instant tea for past year, 
introduced product nationally April 11. 
First tv exposure: Father Knows Best 
on CBS-TV. Spot tv starts at end of 
May in minimum of 80 major markets 
using 20-second and one-minute com- 
mercials and some IDs. Radio spot also 
will be used in selected markets. Com- 
pany says its new product—Lipton’s 
first new “tea development” since its 
foursided “flow through” tea bag in 
1954—-will be given greater frequency 
on tv compared to any other competing 
tea company. Agency: Sullivan, Stauf- 
fer, Colwell & Bayles, N.Y. 


Banking on Hemingway ® Bankers 
Life & Casualty Co., Chicago April 9 
began sponsorship of a new ABC Radio 
series entitled Here’s Hemingway, star- 
ring newsman Frank Hemingway, who 
discusses timely topics of a human in- 
terest nature (Sat. 10-10:10 a.m. EST). 
Agency: Phillips & Cherbo, Chicago. 


Deputized ™® General Cigar Corp. has 
renewed alternate-week sponsorship of 
NBC-TV’s The Deputy for 1960-61 
season. Western series starring Henry 
Fonda premiered Sept. 12, 1959 (Sat. 
9-9:30 p.m. EST). General Cigar’s 
sponsorship will be continued through 
summer schedule (June 18-Sept. 7), 
which will include two new half-hours 
in addition to reruns. Performances by 


Mr. Fonda, limited this season by other 
commitments, will be doubled next sea- 
son. Agency: Young & Rubicam, N. Y. 


Radio money ® General Mills (Wheat- 
ies), through Knox-Reeves, Minneap- 
olis, will sponsor two 5-minute pro- 
grams starring athlete-minister Bob 
Richards across board on CBS Radio 
beginning May 2. Programs will be 
“moral profiles” of famous people and 
are scheduled at 12:30 and 7:55 p.m. 


Pick seven ® Chesebrough-Pond’s Inc., 
N.Y. (J. Walter Thompson), and Sun- 
beam Corp., Chicago (Perrin-Paus Co., 
Chicago), signed participation sched- 
ules in seven ABC-TV daytime pro- 
grams. C-P order of some 146 quarter- 
hours over period of 38 weeks is con- 
sidered by ABC-TV as one of its largest 
daytime sales this season. Sunbeam will 
run eight weeks. 


‘Back to school’ ® W.A. Sheaffer Co. 
(pen products), Fort Madison, Iowa, is 
lining up schedule of animated tv com- 
mercials in about 70 markets for “back 
to school” promotion in August. Com- 
pany conducted a similar regional pro- 
motion last year in central U.S., uti- 
lizing about 30 markets, but new cam- 
paign signifies national spot tv coverage. 
UPA Pictures Inc. will produce com- 
mercials. Agency: BBDO, Chicago. 


Pick a@ pair = Anheuser-Busch Inc. 
(Budweiser beer), St. Louis, has bought 
saturation spot schedules on 145 tv and 





450 radio stations in May and June for 
its fourth annual “Pick a pair of 6- 
paks” promotion. Agency: D'Arcy 
Adv., that city. 


Agency appointments 


® Brooks Foods Inc., Collinsville, Ill, 
manufacturer of condiments and soups, 
appoints S.E. Zubrow, Phila., to handle 
advertising and merchandising. Inten- 
sive use of local media is planned in 
selected markets throughout the Mid- 
west, according to the agency. 


= Eatwell Provision Inc., Fall River, 
Mass., processor of Nopoli brand Ital- 
ian-style meat specialties appoints Weiss 
& Geller, N.Y The agency announces 
that tv spot is contemplated for future 
use, and that a saturation radio cam- 
paign is to begin May 9 on WRCA 
New York, with a schedule of approxi- 
mately 30 10-second and minute spots 
per week for an indefinite period. Nop- 
oli’s previous broadcast exposure was 
limited to participation in a Saturday 
cooking show over WOR New York. 


# WLS Chicago appoints Reach Mc- 
Clinton & Co. of Illinois, as its adver- 
tising agency. Lester A. Weinrott, R-M 
vp will be account supervisor and 
George C. Mead account executive. 


= Rambler Dealers’ Assn. of Washing- 
ton, D.C. named Geyer, Morey, Mad- 
den & Ballard Inc., N.Y., to handle in- 
tensified newspaper, television and ra- 
dio campaigns. The District dealer 





Radio-tv’s ability to capitalize on 
a current event as the basis for an 
immediate sales message was again 
demonstrated following the Mobilgas 
Economy Run. 

Tv moved to get the news that 
Rambler had won the test run to tv 
viewers of Southern California with- 
in 24 hours of the announcement of 
the Rambler victory. Anderson-Mc- 
Connell, Los Angeles, agency for 
Rambler Dealers of Southern Cali- 
fornia, had spots on KTTV (TV) the 
day following the run reporting the 


Rambler moved fast... 








Radio-tv prove speed not restricted to highways 


exact number of miles per gallon 
achieved by Rambler in the contest. 

With all of tv’s speed, its produc- 
tion requisites made it no match for 
radio. Within four hours after the 
results of the Economy Run were 
made public, a dozen radio stations 
in Southern California were telling 
their listeners that Plymouths had 
won in both their six-cylinder and 
eight-cylinder price classes. Fuller & 
Smith & Ross, Los Angeles, agency 
for the Plymouth Dealers Assn. of 
Southern California, had spots ready 
for broadcast over KHJ, KNX, KFI, 
KABC, KFWB, KMPC, KRKD, 
KLAC, KPOL and KPOP Los An- 
geles; KBIG Avalon (Catalina) and 
KEZY Anaheim, only hours after 
the results were announced. 

Mobil Oil, through Compton Adv., 
got maximum tv spot mileage out of 
the run, also. In a 210-station buy, it 
telecast results of the test to viewers 
across the country the day following 
the run. Stations were sent basic art 





. - So did Mobil Oil 


in advance, advised of exact figures 
by telegram following the public an- 
nouncement, and were on the air 
with spots spread over April 7, 8, 
and 9. Mobil last year bought a net- 
work program to announce results, 
chose spot tv in 1960 because of me- 
dium’s flexibility and market selec- 
tivity. In all areas, the company ex- 
pressed gratification for coopera- 
tion from all stations involved in the 
fast moving promotion. 
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watching KM J TV in FRESNO 






(California ) 
TV viewers in Fresno see top shows in —— 
every category on KMJ-TV. For example: * ¥ of YZ, ie KMJ-TV ... 
ASS Ca. first station in 

Top syndicated show. ... . Highway Patrol iD, the Billion-Dollar 
Top late-night show ..... Jack Paar S ree Po 
Top network show. ..... Wagon Train | ¥ 
Top network news show . . . Huntley-Brinkley Report 4 
Top local news show... . . Shell News SIN 


*ARB - Nov. 59 


THE KATZ AGENCY, NATIONAL REPRESENTATIVE 
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Of course, there’s another Personality Station . 


Hieronymus Bosch 1450?-1516? 





The Ship of Fools—Dutch School 


. . . but it just doesn’t compare with 


K-NUZ — the NO. 1* BUY in HOUSTON 


- -- at the lowest cost per thousand! 


MUSIC! 


*See Latest Surveys for Houston 








NEWS! PERSONALITIES! FACILITIES! 


National Reps:.: 











group is the eighth metropolitan Ram. 
bler association to appoint GMM&B. 


# Alitalia Airlines account, being re. 
signed May 31 by Cohen, Dowd & 
Aleshire Inc., N.Y., has landed at 
Gardner Adv. 


@ Also in advertising 


Boston bound ® Fuller & Smith & Ross 
Inc.. New York, has announced 
the opening of a New England service 
office which will be housed with In- 
galls Assoc., Boston ad agency, located 
at 137 Newbury St., enabling the ex- 
change of some agency facilities. It’s 
understood that the new unit was set up 
primarily to provide better service for 
the recruitment program of F&S&R 
client Raytheon Co.’s plants in eastern 
Massachusetts. Charles A. Farrington, 
previously vice president at Ingalls 
Assoc., has been named manager for 
recruitment advertising. 


Symington’s man ® Harry Stone, for- 
mer vice president and general manager 
of WSM Nashville, has been appointed 
consultant on broadcast matters for 
Symington - for - President Committee. 
Mr. Stone is acting manager of Brown 
Bros. Advertising, Nashville, and since 
last January has been placing spots for 
Doubleday & Co., New York, for book: 
Stuart Symington—Portrait of a Man 
with a Mission by Paul Wellman. Sen. 
Symington’s campaign manager, Rep. 
Charles H. Brown (D-Mo.) is principal 
in Brown Bros. agency. 


AFA man pleads 
for ad honesty 


Broadcasters and advertisers must 
strive for absolute honesty in their 
advertising messages or face the conse- 
quences of stiff government regulation. 


This view was expressed by Lee 
Fondren, vice-president of the Adver- 
tising Federation of America and man- 
ager of KLZ Denver, Colo., in a speech 
to-the Denver Chamber of Commerce. 


Mr. Fondren accused the govern- 
ment of “whittling away” at the founda- 
tions of advertising and suggested that 
the only way to avert “total destruc- 
tion” is for total honesty. He suggested 
that if government regulations over the 
broadcasting and advertising industries 
are not checked, there will be total 
regulation by 1980. 


The KLZ manager said govern- 
ment regulation is not limited to one 
medium. . This could become 
malignant and spread through the whole 
body of advertising and reach right 
down to the merchant with only one 
door through which customers could 
enter.” 
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A BRIEF 








HISTOIRE DAIR FRANCE 


(that is also a history of French aviation) 








A, 










FIRST MEN TO FLY. 
Joseph and Etienne 
Montgolfier successfully 
take to the skies, June 5, 
1783. Man’s ancient 
dream of air-borne travel 
suddenly becomes a prac- 
tical reality. 


L°HISTOIRE “PIONEER” 


FIRST ENGINE- 
POWERED DIRIGI- 
BLE. Remarkable 
speed of 642 MPH was 
clocked by Henri Gif- 
ford on a Paris-Trappe 
flight, September 24, 
1852. An early demon- 
stration of the French 
genius for technical 
achievement that is a 
tradition with Air 
France today. 
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FIRST INTERNA- 
TIONAL FLIGHT. 
French aviation gained 
new stature when Louis 
Blériot flew 25 miles 
across the English Chan- 
nel, July 25, 1909. This 
memorable journey fo- 
cused world attention 
on the immense possi- 
bilities of commercial 
flight. 








FIRST INTERNA- 
TIONAL PASSENGER 
FLIGHT. Air France's 
flight from Paris to 
London, February 8, 
1919. Eleven passen- 
gers made the trip. 
Flew 187 miles in 24% 
hours. Today, Air 
France passengers fly 
1500 miles in the same 
2% hours. 
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LES PLUS GRANDES ROUTES. Today, Air France 
the world’s largest airline. Routes cover more than 
202,000 unduplicated miles...connect 210 cities in 
76 countries. Air France is the largest French air- 
line, too. Though it cooperates closely with all other, 
French airlines, none are part of Air France. As the 
official French national airline, Air France main- 
tains its unique identity...the oldest, the largest, 
the most experienced of all. 
















LES PLUS GRANDS JETS. 
All Air France jets are superb! 
The 707 Intercontinentals are 
the largest, fastest, longest- 
range jets in the world. Air 
France Caravelle Jets have an 
outstanding performance rec- ' 
ord. Air France uses both to #** 

provide the world’s only jet- 
to-jet service between the 
U.S.A., Europe, Africa and the 
Middle East. 





LE PLUS GRAND SERVICE. Air France service 
is incredibly lavish, incomparably French. On every 
flight, passengers enjoy superb French cuisine, ex- 
quisite French service at no extra cost. Experienced 
Air France pilots are experts at providing smooth, 
restful flights. They have flown more than 5,000,000 
pure jet passenger miles. 
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/ Attention \ 
advertisers! \ 
/ Piel’s Beer is sponsoring 
INTERPOL CALLING, \ 
starring Charles Korvin as 
| Inspector Paul Duval 
on New York’s WPIX, 
] Sunday nights at 10:30. 
| Now Interpol’s story, 
\ which the public has been 
\ 
\ 





reading about in 
Reader’s Digest and other 
magazines and 
\ newspapers, comes to 
television . . 
presented by / 
\ Piel’s. / 


ee eee ees ee 





~~ 


Sounds 
great, Bert. Just 
like you and me, 
INTERPOL CALLING 
| and Piel’s make a 
sure-fire selling 
combination. And if I may | 
make one small pun, 
both Duval and Piel’s } 
\ always keep their 
\ heads... in any 
\ situation. / 
b apt 
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‘INTERPOL CALLING’ 


the new television series that 
Bert, Harry, Blitz-Weinhard, 
Pfeiffer’s, Labatts, Miller High Life, 
Santa Fe Winery and so many 
other kinds of advertisers are 
buying, buying, buying! 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Ave. * N. Y. 22 © Plaza 5-2100 
ITC OF CANADA, LTD. 
100 University Ave. * Toronto 1, Ont. © EMpire 2-1166 


© 1960 Piet GROS., BROOKLYN, Ww. Y. 
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RAB STARTS ITS SALES CLINICS 
April 20 is opening date for 50 meetings 


Radio Advertising Bureau starts its 
10th annual area sales clinics in 35 
U.S. and Canadian cities in New York 
on April 20. The series ends in Mon- 
treal on June 3. More than 50 meetings 
are scheduled (complete listing, BRoaD- 
CASTING, March 28). 

A feature of each clinic will be a 
period devoted entirely to discussing 
“the most frequent objections to buy- 
ing radio,” according to Warren J. Boo- 
rom, RAB vice president and director 
of member service. He adds that “brief, 
concise and logical answers will be sup- 
plied to each objection.” Another high- 
light of each meeting will be a session 


called “All About Newspapers,” during 
which material developed by RAB on 
newspapers will be revealed. A new bu- 
reau presentation aimed at persuading 
retailers to use radio also will be spot- 
lighted during the clinics. 

RAB officials who will participate in 
the clinics are Mr. Boorom and Miles 
David, vice president and promotion 
director; Robert H. Alter, manager, 
sales administration; Robert Nietman, 
national sales group manager; Patrick 
Rheaume and Maurice Fiedler, ex- 
member service managers; Keith Andre, 
Arthur Jost, William Lacker and Dale 
Woods, regional sales managers. 





Safety council makes 


its annual awards 


The National Safety Council has an- 
nounced 1959 Public Interest Awards 
for 5 radio and 4 tv networks, 144 
radio and 48 tv stations, 1 radio-tv 
syndicate, 2 news wire services, 51 
daily and 14 weekly newspapers, 19 
general and 53 specialized magazines, 
6 labor publications, 50 advertisers and 
72 outdoor advertising companies. 

The award was established in 1948 
to honor “leadership, initiative and 
originality in the furtherance of acci- 
dent prevention by the mass media.” 
Each recipient will receive a plaque. 
Radio, tv and advertiser winners also 
are considered for the Alfred P. Sloan 
Awards for highway safety to be 
judged later. 

Winners in broadcasting categories: 


RADIO NETWORKS: American Broadcasting 
Co., N.Y.; Canadian Broadcasting Corp., Toron- 
to; Columbia Broadcasting System, N.Y; Na- 
tional Broadcasting —- N.Y.; Westinghouse 
Broadcasting Co., -Y. RADIO STATIONS: 
CFPL London, Ont.; CHML Hamilton, Ont.; 
CHUM Toronto, Ont.; CKOX Woodstock, Ont.: 
CKPC Brantford, Ont.:. CKSL London, Ont.; 
CKUA Edmonton, Alta.; KANS Kansas City; 
KAYO Seattle, Wash.; KBTA Batesville, Ark. 
KCRC Enid, Okla.; KDKA Pittsburgh; KDUB 
Lubbock, Tex.; KEEN San Jose, Calif.; KELA 
Centralia, Wash.; KELO Sioux Falls, S.D.; 
KEWB Oakiand, ‘Calif.; KEYZ Williston, N.D.; 
KFAB Omaha, Neb.; KFKA Greeley, Colo.; 
KGEK Sterling, Colo.; KGGF Coffeyville, Kan.; 
KHAM Albuquerque, N.M.; KJOY Stockton, 
Calif.; KLAC Hollywood, Calif.; KLON Long 
Beach, Calif.; KLRS Mountain Grove, Mo.; 
KMAP Bakersfield, Calif.; KMGM _ Albuquer- 
que, N.M.; KMMJ Grand Tsland, Neb.; KMON 
Great Falls, Mont.; KMOX St. Louis: KMPC 
Los Angeles; KNUZ Houston; KOCY Okla- 
homa City; KOIN Portland, Ore.; KOOL Phoe- 
nix, Ariz.; KPOJ Portland, Ore.; KRES_ St. 
Joseph, Mo.; KSDS San Diego, Calif.; BS. - 
Pocatello, Idaho; KSIS Sedalia, Mo.; 

Sioux Falls, $.D.; KSTN Stockton, Calif.; KSUB 
Cedar City, Utah: KTNT Tacoma, Wash.; KTOK 
Oklahoma City; KVI Seattle, Wash.; KVOE Em- 

ria, Kan.; KVOZ Laredo, Tex.; KXOK_ St. 
ouis; KXOL Fort Worth, Tex.; KYA San Fran- 
a KYW Cleveland; WABZ Albemarle, » Fee 

ACO Waco, Tex.; AKR_ Akron, Ohio: 
WALE Fall River, mer WALT Tampa, Fila.; 
WASA Havre De Grace, Md.; WAVE Louis- 
ville, Ky.; WAVP Avon Park, Fla.; WAVZ 


New Haven, Conn.; WBCM Bay City, Mich.; 
WBIZ Eau Claire, Wis.; WBMC McMinnville, 
Tenn.; WBOE Cleveland, Ohio; WBUF (FM) 
Buffalo, N.Y.; WBVP Beaver Falls, Pa.; WBZ 
Boston; WCAE Pittsburgh; WCAO Baltimore; 
WCCC Hartford, Conn.; WCEN Mt. Pleasant, 
Mich.; WCRE Cheraw, S.C.; WCRF-FM Cleve- 
land; WCUE Akron, Ohio; WDBS Durham, 
N.C.; WDSU New Orleans; boo Providence. 
R.I.; WEJL Scranton, Pa.; ERC Erie, Pa.; 
WERE Cleveland; WESB Bradford Pa.; WFBM 
Indianapolis; WFLO Farmville, Va.; WEPG At- 
lantic City, N.J.; WGBI Scranton, Pa.; KGIR 
Manchester, NH; WGN Chicago; WHBC Can- 
ton, Ohio; WHEC Rochester, N.Y.; WHIM 
Providence, R.I.; WIBA Madison, Wis.; WIBC 
Indianapolis; WIBW Topeka, Kan.; WICC Fair- 
field, Conn.; WILS ume Mich.; WINA 
Charlottesville, Va.; WING Dayton, Ohio; 
WKAL Rome, N.Y.; WKAR East Lansing, 
Mich.; WKDA Nashville, Tenn.; WKIJG Fort 
Wayne, Ind.; WKMI Kalamazoo, Mich.; WLBN 
Lebanon, Ky.; WLW Cincinnati; WMAQ Chi- 
cago; WMCA New York; WMRN Marion, Ohio; 
WNEW New York; WOHO Toledo, Ohio; 
WOWL Florence, Ala.; WOWO Fort Wayne, 
Ind.; WPEN Philadelphia; WPEP Taunton, 
Mass.; WPIT Pittsburgh; WPMP Pascagoula, 
Miss.; WQAM Miami, Fla.; WREM Remsen, 
N.Y.; WRFD Worthington, Ohio; WROB West 
Point, Miss.; WRVA_ Richmond, Va.; 
Rochester, N.Y; WSB Atlanta, Ga.; 
Clemson, S.C.; WSGN Birmingham, Ala.; 
WSGW Saginaw, Mich.; WSMB New Orleans; 
WSNW Seneca, S.C.; WSSC Sumter, S.C.; 
WTAX Springfield, Ill; WTIC Hartford, Conn.; 
WTOL Toledo, Ohio; WTOP Washington, D&S 
WTRY Troy, WTTM Trenton, N.J.; 
WVCG Coral Gables, Fla.; WVIP Mt. Kisco, 
N.Y.; WVPO Stroudsburg, Pa.; WWDC Wash- 
ington, D.C.; WWJ Detroit; WWVA Wheeling, 
W.Va.; WDYE Birmingham, Ala. 
TELEVISION NETWORKS: American Broad- 
casting Co.; Canadian epee Corp.; 
National Broadcasting Co. estinghouse 
ae Co. TELEVISION STATION S: 
HCH-TV Hamilton, Ont.; KABC-TV_ Holly- 
pa Calif.; KCMO-TV Kansas City; KDKA- 
TV Pittsburgh; KELO-TV Sioux Falls, S.D.; 
KFRE-TV Fresno, Calif.; KMBC-TV Kansas 
City; KNME-TV Albuquerque, N.M.; KRON-TV 
San Francisco; KTRK- Houston; KTVH (TV) 
Wichita, Kan.; KVTV (TV) Sioux City, Iowa; 
KWTV (TV) Oklahoma City; KYW-TV Cleve- 
land; WBTV (TV) Charlotte, N.C.; WBTW (TV) 
Florence, S.C.; WBZ-TV Boston; WCPO-TV 
Cincinnati; WDSU-TV New Orleans; WEAU-TV 
Eau Claire, Wis.; WFBC-TV Greenville, S.C.; 
WFBM-TV Indianapolis; WFIE-TV Evansville, 
Ind.; WFLA-TV Tampa, Fla.; WGN-TV Chi- 
cago; WHAS-TV Louisville, Ky.; WJBK-TV De- 
troit,; WJRT (TV) Flint, Mich.; WJW-TV Cleve- 
land; WKJG-TV Fort Wayne, Ind.; WLOS-TV 
Asheville, N.C.; WLWA (TV) Atlanta; WLWI 
(TV) Indianapolis;s WLWT (TV) Cincinnati; 
WMUR-TV Manchester, N.H.; WMVS-TV Mil- 
waukee; WNBC (TV) West Hartford, Conn.; 
WNHC-TV New Haven, Conn.; WPRO 0-TV 
Providence, R.I.; WRCA-TV New York; WSAU- 
TV Wausau, Wis.; WSB-TV Atlanta; WSYR-TV 
Syracuse, N.Y.; WTTW (TV) Chicago; WVUE 
(TV) New Orleans; WWJ-TV Detroit; WWL-TV 
New Orleans; WYES (TV) New Orleans. RA- 
DIO-TV SYNDICATE: Ziv Television Pro- 
grams, Cincinnati. 
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YOU CAN LEAD A CROWD TO CULTURE, 
BUT YOU CAN'T MAKE "EM THINK! 


If you agree with that statement, you’re not in tune 
with the times. And that can prove disastrous to a 
radio station! 


It’s easily documented that the tastes of the general 
public are more discriminating than ever before— 
their needs more complex, their interests more 
varied. Listeners are hungry for educational and 
informative programs—not trivia. They want to 
hear good music as opposed to caterwauling. They 


760 KC 


WwW) FQ error § 


50,000 WATTS 


want news in depth and from news analysts—not 
headlines from disc jockeys. And as long as they 
have dials on their radios, these needs will be 
satisfied—by one station or another. In the Detroit- 
Great Lakes area that station is WJR. What finer 
atmosphere for your product! Give your Henry I. 
Christal representative a call today and get the 
details concerning the station that IS in tune with 
the times—WJR. 


¢ 


RADIO WITH ADULT APPEAL \\ 
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Fine Arts programming is a part of our complete- 
range programming — something for everyone. 








Changing hands 


ANNOUNCED ® The following sales of 
station interests were announced last 
week, subject to FCC approval: 


# WIRE Indianapolis, Ind.: Sold by 
Eugene Pulliam interests to WIRE 
Broadcasting Co. (Joseph Amaturo, 
president and majority stockholder) for 
$700,000, with over $200,000 cash 
commitment. Mr. Amaturo has interests 
in WFTL Ft. Lauderdale, Fla., and in 
WESO Southbridge, Mass. WIRE is 5 
kw on 1430 kc and is affiliated with 
NBC. Broker was Edwin Tornberg & 
Co. 


= WIST Charlotte, N.C.: Sold by 
Broadcasting Co. of the South to Caro- 
lina Broadcasting Co. (Cox group) for 
around $500,000. Carolina Broadcast- 
ing owns WSOC-AM-FM-TV Charlotte 
and purchase of WIST is contingent on 
disposal of WSOC. Cox group in addi- 
tion owns WSB-AM-FM-TV Atlanta, 
WHIO-AM-FM-TV Dayton, Ohio, and 
42.5% of WCKR-WCKT(TV) Miami, 
Fla. It bought the WSOC stations year 
ago for $5.6 million. Broadcasting Co. 
of South owns also WIS-AM-TV Co- 
lumbia, S.C., and WSFA-TV Mont- 
gomery, Ala. WIST is 5 kw day, 1 kw 
night on 930 kc. WSOC is 250 w on 


1240 ke. Broker was Howard S. Fra- 
zier. 


= KIST Santa Barbara, Calif.: Sold by 
A.R. Ellman and A.T. Morici to J. 
Patt Wardlaw for $175,000. Mr. Ward- 
law recently sold WLEU Erie, Pa. 
Messrs. Ellman and Morici, who bought 
KIST in 1958 for $197,000, also own 
KGMS Sacramento, Calif. KIST oper- 
ates on 1340 ke with 250 w. Transac- 
tion was handled by Lincoln Dellar & 
Co. and R.C. Crisler & Co. 


= KLOU Lake Charles, La.: Sold by 
Robert Earle and associates to Albert 
D. Johnson for $150,000. Mr. Johnson 
is former manager of KENS-AM-TV 
San Antonio, Tex. Mr. Earle and as- 
sociates own WIBR Baton Rouge, La. 
KLOU is 1 kw independent on 1580 kc. 
Broker was Hamilton-Landis & Assoc. 


= KUKO Post, Tex.: Sold by R.B. Mc- 
Alister and Grady Franklin Maples to 
Galen O. Gilbert for $50,000. Mr. Gil- 
bert owns KTLQ Tahlequah, Okla. 
Messrs. McAlister and Maples also own 
KBYG Big Spring and KUCO Little- 
field, both Texas, and KBNZ La Junta, 
Colo. Station is 500 w daytimer on 
1370 ke. Transaction was handled by 
Hamilton-Landis & Assoc. 


APPROVED #® The following transfer 
of station interests was among those 





CALIFORNIA $5300.000 
Major market  fulltimer—excellent 

facility. In the black and growing 

every month. $150,000 cash and 

good terms. 

VIRGINIA $373.000 
Large market. Excellent cash flow. 

Fulltime. $100,000 cash. Reasonable 

terms. 

MIDWEST $150.000 


Daytimer with good potential. Can 
be bought with $30,000 cash, balance 


over 8 years. Needs owner-manager. 


NEGOTIATIONS ° 


WASHINGTON, D. C. MIDWEST 

James W. Blackburn H. W. Cassill 
Jack V. Harvey William B. Ryan 

wa M. nes = Lng : ive 
‘as! agien vilding cago, Illinois 
STerling 3-4341 Financial 6-6460 





FINANCING ° 


RADIO - TV - NEWSPAPER BROKERS 


APPRAISALS 


ATLANTA WEST COAST 
Clifford B. Marshall Colin M. Sel; 
Stanley Whitaker alif. Bank 


n 
Robert M. Baird 
Healey Building 


Beverly Hills, Calif. 
JAckson 5-1576 


CRestview 4-2770 
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approved by the FCC last week (for 
other commission activities see For 
THE RECORD, page 104). 

#" KULA Honolulu, Hawaii: Sold by 
Jack Burnett to Charles Stuart III 
for $500,000 plus employment of Mr. 
Burnett as full-time manager for five 
years at $24,000 per year. Charles 
Stuart III is nephew of James Stuart, 
President of Stuart Investment Co., 
which owns KFOR Lincoln, and KRGI 
Grand Island, both Nebraska; KMNS 
Sioux City, Iowa, and KSAL Salina, 
Kan. 

= WCOA Pensacola, Fla.: Sold by Dixie 
Radio Inc., a group headed by Denver 
Brannen, to WCOA Radio Inc. for 
$350,000. Purchasers include Justin 
Miller, formerly 50% owner of WDCL 
Tarpon Springs, Fla., and T.K. Cassel, 
who is owner of WATS Sayre, Pa., and 
has interest in WGGG Gainesville, Fla. 


Storer sales up 15% 

Storer Broadcasting Co., Miami, last 7 
week announced an increase in sales of ~ 
15% and an increase in earnings of 
39%. for the first quarter of 1960 © 
against the comparable quarter of 1959, — 
Net earnings for the three months end- © 
ed March 31 were $1,423,079 com- | 
pared with $1,024,183 in the corre- © 
sponding period of 1959. Net earnings © 
per share this year’s first quarter were © 
57.5 cents as against 41.4 cents in last © 
year’s. The earnings per share are based © 
on the 2,474,750 shares of common § 
and Class B stock outstanding in both © 
years. ; 

Storer stations are: WJBK-AM-TV © 
Detroit; WJW-AM-TV_ Cleveland; 
WSPD-AM-TV Toledo, Ohio; WITI- © 
TV Milwaukee; WAGA-TV Atlanta; 
WIBG Philadelphia; WGBS Miami; 
WWVA Wheeling, W.Va., and KPOP 
Los Angeles. 


Variety Clubs awards 


Variety Clubs International, an or- 
ganization devoted to humanitarian 
activities whose members _ represent 
every phase of the entertainment field, 
has established an annual award to the 
radio or tv broadcaster who “best in- 
terprets the organization’s varied ac- 
tivities in behalf of handicapped chil- 
dren.” Newspaper and magazine news 
articles and photographs will be judged 
on the same basis, according to Inter- 
national Chief Barker George Eby of 
Pittsburgh. A special trophy and cash 
award of $100 will be made in each 
category with the first judging to take 
place during the Variety Clubs’ con- 
vention in Toronto May 31. The Var- 
iety Clubs consist of 10,000 members 
in the U.S., Great Britain, Ireland, Can- 
ada & Mexico from motion picture, 
radio, tv and allied entertainment fields. 
During 33 years of existence, it has 
raised more than $78 million for charity. 
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Represented by 


(own oS (=m) cme 
The Original Station Representative 


A TRANSCONTINENT STATION 


CHANNEL 8 














RCA’s ‘eye’ ® The inscription in 
marble at 30 Rockefeller Center, 
New York, says quite clearly “RCA 
Building.” Yet a passerby could be 
excused some confusion if he glanced 
at the glass panel over the entrance 
and thought he saw the CBS eye. 
He almost does, especially when the 
light strikes it at the right angle, as it 
did when BROADCASTING’s photog- 





rapher went by last week. The cut 
glass design is not an exact duplicate 
of the CBS emblem, as the oval is not 
completed on the top right and bot- 
tom left sides, but the impression is 
all too clear, especially to groggy 
executives fresh off the 8:02. RCA’s 
optic was put there in 1932. It was 
designed by Lee Laurie. CBS’ came 
into being in 1951. 








Chicago city council 


bars broadcasters 


Chicago’s City Council last Thursday 
mounted another attack against elec- 
tronic journalism, barring all tape- 
recorded and tv newsreel coverage of 
its regular proceedings. 

Crews of local stations appeared at 
City Hall, as promised, but failed to 
gain access with their equipment. At 
the same time, the council set next 
Thursday for a hearing with broadcast 
media representatives before its rules 
committee. Aldermen voted down a 
motion, 43-4, to permit recorded and 
newsreel coverage, but permitted radio- 
tv newsmen to cover the meeting with 
paper and pencil. 

In Thursday’s floor proceedings, the 
administration’s floor leader, Alderman 
Thomas E. Keane, held that the coun- 
cil has “the right to determine its own 
rules and procedures.” He noted that 
tv cameras are not permitted in Con- 
gress or certain state legislature meet- 
ings. Other aldermen supported a mo- 
tion to “invite” radio-tv in. They argued 
for broadcast media’s constitutional 
right to cover proceedings. 

The core of electronic newsmen’s 
argument for access is an Illinois State 
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Law which provides that all legislative 
groups perform their duties in open 
hearings. Controversy has arisen as to 
whether it applies to radio and tv and 
over a proposal by Alderman James 
Murray that Chicago stations submit 
films or tapes to the council rules com- 
mittee for editing or carry full proceed- 
ings. 


Bar, media groups hit 
blank in grant search 


The American Bar Assn. and par- 
ticipating media groups have hit a stone 
wall in their cooperative attempts to 
get a foundation grant for proposed 
study of Canon 35. 

That was the frank admission of a 
bar spokesman last Thursday in con- 
nection with the joint move for funds 
to underwrite an initial survey on the 
effects of radio-tv courtroom coverage. 
NAB, Radio-Tv News Directors Assn. 
and other groups are represented on 
the all media-ABA committee. 

Four foundations originally suggested 
have rejected overtures of the com- 
mittee, headed up by Whitney North 
Seymour, ABA president-elect, it was 
learned last week. Accordingly, bar and 
media committee members have been 
asked to submit a list of others which 





might be approached. The names will 
be pooled and acted upon sometime 
after May 1, it was reported. 

Purpose of the initial pilot study 
would be to determine whether a sec- 
ond in-depth study of Canon 35 might 
be indicated. It’s represented that neither 
bar members nor media representatives 
would feel it feasible to raise their own 
funds looking toward such a study and 
that they ought to come from an im- 
partial, outside organization inclined to 
perform a public service. 


Meeting schedule 
drawn up by NAB 


A schedule of conventions, board | 
meetings and fall conferences was an- § 
nounced last week NAB. It follows: a 

Board of Directors: June 13-17,” 
1960, Statler-Hilton, Washington; Feb. 
6-10, 1961, El Mirador, Palm Springs, 
Calif.; June 12-16, 1961, Statler-Hilton, 




















Washington; Feb. 5-9, 1962, Holly- y 
wood Beach, Hollywood, Fla. ‘a 
Annual Conventions: May 7-11, 


1961, Shoreham and Sheraton Park © 
Hotels, Washington; April 1-5, 1962, © 
March 31-April 4, 1963 and April 5-9) 7 
1964, all at Conrad Hilton, Chicago. 
Fall Conferences, 1960: Oct. 13-14, 7 
Biltmore, Atlanta; Oct. 18-19, Sheraton- 
Dallas, Dallas; Oct. 20-21, Mark Hop- 
kins, San Francisco; Oct. 24-25, Den- 
ver-Hilton, Denver; Oct. 27-28, Fon- 
tenelle, Omaha, Neb.; Nov. 14-15,% 
Statler-Hilton, Washington; Nov. 17-18, 
Biltmore, New York; Nov. 21-22, Edge-% 
water Beach, Chicago. q 
Fall Conferences, 1961: Oct. 9-10, 
Jefferson, St. Louis; Oct. 12-13, Shera-7 
ton-Dallas, Dallas; Oct. 16-17, Hotel” 
Utah, Salt Lake City; Oct. 19-20, Shera-} 
ton Palace, San Francisco; Oct. 30-31,7 
Robert Meyer Hotel, Jacksonville, Fla.; 
Nov. 9-10, Somerset, Boston; Nov. 13-7 
14, Pittsburgh-Hilton, Pittsburgh; Nov.” 
16-17, Leamington, Minneapolis. 


KXYZ airs trial 


Obtaining permission of the presiding 
judge and the attorneys in the case, 
KX YZ Houston last week began broad- 
casting a murder trial direct from the 
courtroom. By connecting with the 
public address system, the station is 
able to bring live testimony to listeners 
as part of its public affairs program- 
ming. KX YZ has broadcast major trials 
in the area in the past and has an- 
nounced plans to bring future ones to 
its audience under the same conditions. 


@ Media reports 


New Baltimore fm =® WBAL-FM 
(formerly WFDS-FM) Baltimore be- 
gan broadcasting at 5 p.m. April 11. 
Featuring concert hall music, operas, 
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WKYOklahoma City 


Creative Programming with the GATES 
NITE WATCH 


From across the nation come reports of success with NITE WATCH. 
Radio stations, both large and small, have found that better program- 
ming, larger audiences and a more profitable operation are possible with 
the Gates Nite Watch Automatic Programming System. 









* 2 






Gene Lyons, Chief Engineer for WKY, listens as the 
NITE WATCH tape control unit and automatic tran- 
scription changer play back the prepared program, 
complete with announcements and music in perfect 
sequence. The NITE WATCH system provides up to 
7% hours of continuous programming. 





Gene Lyons, WKY’s Chief Engineer, says: 
CCwkKY’s choice of the Gates Nite Watch was 


based on a careful study of all automatic program- 


ming systems available to the industry. We con- 
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Joe Hartenbower is no bluenose. 

The man who heads NAB’s tele- 
vision code believes the medium can 
improve its public image without 
destroying its effectiveness as a sales 
tool or source of entertainment. 

KCMO-TV Kansas City offers 
living proof that smart supervision 
rather than strict censorship can 
solve many of television’s present 
problems, according to his industry 
colleagues. 

As new chairman of the NAB Tv 
Code Review Board, the vice presi- 
dent-general manager of the Mere- 
dith stations in Kansas City has taken 
over one of the nation’s tougher as- 
signments—keeping tv advertisers, 
their agencies and tv stations in tune 
with the times. 

And the times are rough, really 
rough, as Congress, federal agencies, 
newspapers, magazines, assorted 
civic agencies and viewers turn their 
wrath toward television. 

Joe Hartenbower—its actually 
Elton K.—-took over his extra cur- 
ricular assignment a fortnight ago 
from one of the industry’s abler ad- 
ministrators, Donald H. McGannon, 
president of Westinghouse Broad- 
casting Corp. Succeeding the ag- 
gressive Mr. McGannon isn’t going 
to be easy. But luckily, the new 
chairman combines business and per- 
sonal traits with code experience 
and zeal for the job. The combina- 
tion will be highly effective, his fel- 
low code board members believe. 

Big Job Ahead ® The new code 
chairman faces a tough travel rou- 





TELEVISION’S BAN MAN 


Tv Code head Hartenbower takes fearless look at new job 


tine and long hours of extra work. 
Helping him is the fact that Mere- 
dith Publishing Co. and Payson Hall, 
director of Meredith stations, are 
providing complete cooperation in 
this industry-service project. 

In effect, Joe Hartenbower is tele- 
vision’s chief censor. He’s a take- 
charge executive despite his easy 
smile and quiet manner, a trait now 
familiar to broadcasters who saw 
him in action as an NAB Radio 
Board member and vice chairman in 
the mid-50s. 

A year ago when Mr. McGannon 
named him chairman of the code 
board’s personal products subcom- 
mittee, hottest spot in the code scene, 
this mild man ran a strict chair 
despite Mr. McGannon’s member- 
ship on the subcommittee. He started 
off as boss man and that’s the way 
the subcommittee operated, with the 
top code official happy to cooperate 
when he saw what was happening. 
Gaines Kelley, WFMY-TV Greens- 
boro, N.C., was the third member. 

What was happening behind sub- 
committee doors was dramatic. Prep- 
aration H (hemorrhoidal remedy), 
depilatories, bathroom tissue, anti- 
perspirants, headache  pills—these 
and dozens of others were drawing 
public revulsion that couldn’t be ig- 
nored. 

Taking a typical Hartenbower ap- 
proach, he called on the NAB code 
staff headed by Edward H. Bronson 
and Harry Ward to collect a single 
film of distasteful and doubtful com- 
mercials. This can of horrors—47 


potent plugs for personal products— 
was, viewed, reviewed and analyzed. 
Life became a melange of armpits, 
hairy legs, runny noses and aching 
noggins, a code staffer recalled. 
Actually it was a methodical effort 
to find out what was offensive and to 
seek’ ways of avoiding viewer irrita- 
tion. 

Major Step ® Next Mr. Harten- 
bower called a subcommitte meet- 
ing under the nose of the American 
Assn. of Advertising Agencies, hold- 
ing a late April convention at White 
Sulphur Springs, W.Va. Mr. McGan- 
non was an AAAA speaker. The 
subcommittee members talked in- 
formally with top agency executives. 
And one week later they went to 
New York for more meetings with 
AAAA and also the Assn. of Na- 
tional Advertisers. 

At that point the Hartenbower 
group was taking a major step in 
code enforcement—expanding the 
contact at the source. Agencies and 
advertisers were interested and be- 
came convinced the problem was 
really serious, as subsequent events 
have borne out. 

Later AAAA agreed to distribute 
a copy of a subcommittee analysis 
prepared in the late spring weeks. 
This document, now a standard ref- 
erence work on the subject, out- 
lined the personal products problem, 
reviewed commercials by types of 
products, and suggested ways of 
advertising them in good taste. Some 
of the distinctions were finely drawn 
but proved to be practical. For ex- 








Broadway melodies, ballet, jazz and 
“off-beat and unusual high fidelity 
recordings,” WBAL-FM is on the air 
from 5 p.m. to midnight weekdays, 
1:30 until 11:30 p.m. Saturdays and 
9 a.m. until midnight on Sundays, 
the station reports. It further states 
that all-new broadcasting equipment 
has been purchased, with improvements, 
at a total cost of over $100,000. 
Bob Benson, formerly assistant man- 
ager of the Baltimore Symphony Or- 
chestra and program director of WFDS- 
FM, is program director of WBAL-FM. 
The station operates at 87.9 mc with 
20 kw power. 


Memorial awards ® Annual scholar- 
ships donated by Broadcasting Execu- 
tives Club of New England have been 
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named the Harold E. Fellows Memorial 
Scholarships in honor of the late NAB 
president. An illuminated scroll an- 
nouncing the club’s dedication of the 
awards has been sent to Mrs. Fellows. 


Legal news guide ® A handbook de- 
signed to aid radio-tv reporters and 
broadcasters in the handling of legal 
news is being distributed by the Amer- 
ican Bar Assn. to stations, newspapers, 
bar groups and journalism and law 
schools. Titled Law and Courts in the 
News, the 25-page booklet is intended 
to serve as a reference source for radio- 
tv and newspaper libraries and as a 
teaching aid in schools. Publication in- 
cludes a glossary of legal terms and 
diagrams showing federal and state 
court structures. 


Radio-tv monitors ® Radio Reports 
Inc., New York, has stepped up its mon- 
itoring and recording services for radio 
and television to include more than 
250 U.S. markets. During the past year 
the company’s service of taping com- 
mercials in many markets had been 
dormant, according to David Fins, vice 
president and general manager. Current 
expansion was said to be brought about 
by growing market competition and de- 
mands for accurate, up-to-the-minute 
information on radio and tv which “can 
only be supplied by monitoring person- 
nel on the scene in each market.” 


Fm treaty ® KCBH (FM) Los Angeles 


has signed a reciprocal sales representa- 
tion agreement with KPEN (FM) San 
Francisco-Atherton. The management 
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ample, hemorrhoidal remedies and 
toilet paper. 

Black Sheep Return ® Last June, 
16 tv stations were thrown out of 
the code structure because they car- 
ried the Preparation H (hemorrhoid) 
account, barred by the very nature 
of the product. Another 19 stations 
resigned rather than give up the 
business. Of the 35 stations, 33 are 
now back in the code fold. 

While a hemorrhoidal remedy is 
banned by its very nature, the Har- 
tenbower subcommittee decreed toi- 
let tissue commercials can be  ac- 
ceptable if based on the words 
“bathroom tissue” or “bathroom 
paper.” Acceptable visual and audio 
procedures were suggested. 

That was the sort of problem the 
subcommittee faced constantly. And 
it faced the problem firsthand Sept. 
14-15 at a meeting with the princi- 
pals of Ted Bates Inc., agency for 
the Preparation H account. Despite 
NAB’s blacklisting, the meeting was 
calm and the parties understood 
their opposing viewpoints. Not one 
of the 381 tv code subscribers now 
carries the account, code officials 
believe. 

A new subcommittee was formed 
by Mr. Hartenbower when he as- 
sumed his role as code board chair- 
man, during the April 3-6 NAB con- 
vention. Members are Mr. Kelley, 
chairman; George Whitney, KFMB- 
TV San Diego, Calif; Mrs. A. Scott 
Bullitt, KING-TV Seattle, and Mr. 
Hartenbower ex officio. 

Then there’s a second subcommit- 
tee, set up to guide the code board’s 
expansion program. The membership 
of the board has been increased 
from five to seven. A New York of- 
fice will be opened and another staff 
executive added in Washington. Joe 





Mr. HARTENBOWER 


Not an easy job 


Herold, KBTV (TV) Denver, is 
chairman. Other members are Rob- 
ert W. Ferguson, WIRF-TV Wheel- 
ing, W.Va., James M. Gaines, 
WOAI-TV San Antonio, Tex., and 
Mr. Hartenbower ex officio. 

All that means more work for 
the chairman. Happily he’s a horse 
for work. When the code board 
meets again next June, he’ll be fully 
prepared when he calls the meeting 
to order. 

Those Statues ® One of the touchy 
subcommittee projects under Har- 
tenbower chairmanship centered 
around the Greek statues used by 
Bristol-Myers in its commercials for 
Ban, an anti-perspirant and deodo- 
rant. They’re really statues of a late 
Roman era rather than Greek, as 
dubbed by the journalistic craft. Fea- 


turing a deep, resonant voice in- 
toning the social hazards of sweat- 
ing by the mature male and female, 
Ban commercials aroused nation- 
wide comment. This was generally 
unfavorable. 

Numerous conferences were held 
with the sponsor and its agency, 
Ogilvy, Benson & Mather. A new 
series of plugs, minus such clinical 
words as male and female, has 
emerged and will be on the air with- 
in a week. They’re believed to be 
much less irritating. Both sponsor 
and agency have cooperated with 
code officials though Ban sales 
seemed to be zooming parallel with 
the irritation stirred by the com- 
mercials. 

Mr. Hartenbower is deadly seri- 
ous about his code service. “In the 
long run the future of television lies 
in the code’s basic ethics, in the 
quiet day-to-day application of code 
principles without exception and 
without compromise,” he said. 

Speaking in the calm voice he 
always uses, a result of his training 
in the old Niles Trammell-Sidney 
Strotz school of salesmanship in 
Chicago, he added, “The code must 
continue to grow with the television 
medium. Its influence must be ex- 
panded. Industry and public aware- 
ness of the code must be broadened.” 

Don McGannon is a hard man to 
follow. His ieadership in meeting the 
torrential attacks on broadcasting as 
code chairman will live in industry 
history. The heat’s still on broad- 
casters and no letup is in sight. 
Happily the code board remains in 
strong hands—those of genial Joe 
Hartenbower, a man who moves 
carefully and fearlessly. 

Joe’s gentle approach is his own 
special way of getting results. 








of these stations have expressed the 
belief that this alliance will do a better 
selling job for both stations. Wally 
Brazeal will sell in San Francisco, while 
Jack Dalton and Ward Glenn do the 
same in Los Angeles. 


Goes ABC ® KNTV (TV) San Jose, 
Calif., ch. 11, became a primary affili- 
ate of ABC-TV on April 1. 


Another for NBC-TV #® NBC-TV 
signed up KSOO-TV Sioux Falls, S.D., 
as a primary affiliate during the NAB 
convention. The station, which got its 
grant in July 1957, will go on the air 
sometime this summer, operating on 
ch. 13. 


European Pact ® RKO General Inc. 
has signed an agreement with Radio 
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Luxembourg subsidiary; Information Et 
Publicite, making its sales representative 
for all RKO stations in every European 
and North African country. According 
to Thomas O’Neil, president of RKO 
General, the joint efforts of RKO and 
Radio Luxembourg “should benefit the 
international advertiser and at the same 
time resolve in progressive and profit- 
able exchange of information and pro- 
gramming material for both radio and 
television.” 


Murrow returns ® CBS newsman Ed- 
ward R. Murrow, currently on sabbati- 
cal leave, will return to CBS News 
headquarters in New York in June and 
assume a variety of assignments. He 
will be featured in a new weekly 25- 
minute series, Background, beginning 





July 3 (CBS Radio, Sun., 12:05-12:30 
p.m.) and has been assigned to the 
CBS News team covering the Demo- 
cratic convention in Los Angeles and 
the Republican convention in Chicago. 
Following these events, he will cover 
the election campaigns and comment 
upon the election night returns in the 
summer and fall, respectively. 


Big winner ® Seven out of nine first 
place awards in the annual Theta Sigma 
Phi best writing contest for Pacific 
Northwest media went to KREM-AM- 
TV Spokane, Wash. The station’s news 
service and its personnel were honored 
by the national professional sorority 
for women in journalism. A new fea- 
ture of the awards, the “Edward R. 
Murrow Radio-Tv Plaque,” placed four 
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inscriptions on the honor roll. KHQ- 
AM-TV Spokane won one of those 
inscriptions while KREM won the other 
three. The awards covered news media 
in areas of Washington, Idaho, Mon- 
tant and Oregon. 


Am & fm ® Directors Guild of America 
reports that arbitrator Peter Seitz ruled 
that WABC New York must use DGA 
members on separate fm broadcasts as 
well as on am broadcasts. Station had 
contended that it could use non-union 
directors on its separate fm programs. 


SRA awards ® Station Representatives 
Assn. will present its annual awards for 
1960 on May 4. During ceremonies in 
New York presentations will be made 
of the “Silver Nail” timebuyer of the 
year award in honor of Frank Silver- 
nail, who retired from BBDO in 1958, 
and of the “Gold Key” award. In ad- 
dition, this year SRA will present an 
award known as the “Chicago” to a 
timebuyer for an advertising agency 
there during a luncheon in Chicago, 
also on May 4. 


New policy * WJW Cleveland, a Storer 
station, has announced a switch in 
format from news and music personali- 
ties to “all good music”. Grady Edney, 
Storer’s national radio program man- 
ager, will head the production staff that 
will launch the new policy and will 
make his headquarters at WJW for the 
next few months. He says the format 
will consist of uninterrupted music for 
12-20 minute periods with commericals 
clustered at certain parts of the hour. 
He further states that limitations will 
be placed on the number of spots in 
each hour. NBC news and local news 
will be carried hourly as well as other 
network features. The change applies 
to WJW only and not necessarily to 
any other Storer stations, it was an- 
nounced. 


AB-PT dividend ® American Broad- 
casting-Paramount Theatres Inc., N.Y., 
has declared second quarter dividend 
of 25¢ per share on outstanding com- 
mon and preferred stock, payable June 
15 to holders of record on May 20, 
1960. 


Unusual ® WPAQ Mt. Airy, N.C., re- 
ports it has received notice that its 
10 kw, 740 ke program on Feb. 17 
between 10:28 and 10:55 a.m. was re- 
ceived by a DX listener in Ornskolds- 
vik, Sweden. Ionospheric skip to that 
4,000-mile distance is not unusual at 
nighttime, but is extremely rare for 
daylight hours, Ralph D. Epperson, 
general manager of the North Carolina 
station noted. 


U.S.O. d.j.’s ® Radio stations and per- 
sonalities have been invited to join the 
“USO-Disk Jockey Network.” Partici- 
pating stations are asked to play num- 
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bers requested by servicemen overseas 
and dedicated to families and friends 
in the local community, and, it’s hoped, 
produce local request shows to be sent 
overseas and broadcast to servicemen 
through American Forces Network sta- 
tions. USO headquarters are at 237 E. 
52nd St., New York City. 


New Hawaiian tv station ® Hawaiian 
Broadcasting System Ltd., Honolulu, 
has been granted a construction permit 
by the FCC to build and operate a 
translator station in Lihue, Hawaii. 
The new station will transmit on ch. 70 
and is scheduled to make its air debut 
about May 1. Hawaiian Broadcasting 
System reportedly will have the only 
statewide tv network in Hawaii with 
signals emanating from six transmit- 
ting stations: KGMB-TV Honolulu, 
KMAU-TV Maui, KHBC-TV Hilo, 
K70BS Kulani, K74BA Naalehu and 
the new facility. 


@ Rep Appointments 


= KVOX Fargo-Moorhead; KBOM 
Bismarck-Mandan; KSJB Jamestown; 
KCJB Minot, and KRAD Grand Forks, 
all North Dakota; Dean & Slaughter 
Inc., Minneapolis. That firm has ex- 
panded to represent broadcast, maga- 
zine and newspaper media. 


=" WCUM Cumberland, Md., and 
WEEZ Chester, Pa.: Philadelphia Spot 
Sales as representative in that area. 
WCUM is nationally represented by 
Thomas F. Clarke Co.; WEEZ by Weed 
Radio Corp. 


= KLAC Los Angeles: Daren F. Mc- 
Gavren Co., N.Y. 


= WRAW Reading, Pa.: Grant Webb 
& Co., N.Y. 


® WALA-AM-TV Mobile, Ala., and 
WSAN Allentown, Pa.: The Bolling 
co, mt. 


® Cascade Television Co. (KIMA-TV 
Yakima, KEPR-TV Pasco, KBAS-TV 
Ephrata, all Washington, and KLEW- 
TV Lewiston, Idaho): Young Television 
Corp. as national representative. 

Cascade Radio stations (KIMA 
Yakima, KEPR Pasco and KWIQ 
Moses Lake Wash.): Adam Young Inc. 
as national representative. Art Moore 
& Assoc. will continue to represent 
Cascade’s radio and tv stations in the 
Northwest. 


= WNOR Norfolk, Va.: Robert E. 
Eastman & Co., N.Y. 


®" WHYE Roanoke, Va.; KLRA Little 
Rock, Ark., and KUTI Yakima, Wash.: 
Weed Radio Corp., N.Y. 


= WMAK Nashville, Tenn.: George P. 
Hollingbery, N.Y. 


= WYSL-AM-FM (formerly WINE) 
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Buffalo: Daren F. McGavern Co. as 
national representative. 


=" WDMV Pocomoke City, Md.: Hal 
Walton Assoc., N.Y. 


= WXIX-TV Milwaukee: Young Tele- 
vision Corp., effective April 15. 


Sets Teletape division 


KUTV (TV) Salt Lake City has 
announced the formation of Teletape 
Inc., a wholly owned subsidiary, to 

handle its video tape 
production and _ re- 
cording operation. 
John P. Brophy, for- 
merly program and 
production director of 
KUTV, has been ap- 
pointed manager of 
the new division. 

Mr. BrRopHy Most recently he has 
been account executive and tv super- 
visor for Fallon, Brangham & Moon, 
Los Angeles. 

Teletape Inc., organized at a cost of 
$200,000, will have separate studio 
facilities in addition to a mobile unit 
housed in a custom-built 32-foot trailer 
with its own screening room for im- 
mediate field playback. The unit is 
equipped with one Ampex VR 1000B 
recorder, slide and film chain, three 
image orthicon cameras and full audio 
facilities. 

Brent H. Kirk, general manager of 
KUTV, said that Teletape would per- 
form the same function for his station 
as do vtr departments in other stations, 
but would be able to expand its pro- 
duction and recording activities beyond 
regular station use with its mobile unit. 

The studio facility will be ready for 
business May 15. Operational date for 
the mobile unit is June 1. 


New Hot Springs tv set 


Plans have been made for the build- 
ing of a new television station, KFOY- 
TV, in Hot Springs National Park, 
Ark., following a meeting between the 
city commission and officers of South- 
western Operating Co., the permittee. 
Target date for the new ch. 9 station 
is May 1. The call letters are to sug- 
gest “fountain of youth.” 

Southwestern’s officers are Donald 
W. Reynolds, president and 100% 
stockholder; R. T. Bentley, vice pres- 
ident, and C. W. Parkinson, secretary- 
treasurer. John Whitt, of KFSA Fort 
Smith, Ark., has been named acting 
manager of KFOY-TV. Hammett & 
Edison, San Francisco, are consulting 
engineers and Haley, Wollenberg & 
Kenehan, Washington, the attorneys. 
Mr. Reynolds owns other broadcast 
properties in Arkansas, Nevada, Okla- 
homa and Texas. 
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FCC, OREN AGREE ON PLUGOLA‘RULE’ 


Commission’s controversal interpretation 


There seemed to be general agree- 
ment last week among broadcasters, 
the FCC and congressmen that the 
controversial new interpretation placed 
by the FCC on an old law—which 
would require a station to announce 
the names of companies which give 
it so much as a free record—is com- 
pletely impractical and probably unfair 
to the station. 

What to do about it was the big 
issue during the House Communica- 
tions & Power Subcommittee’s Tues- 
day-Wednesday hearings on a group of 
bills covering payola, plugola, rigged 
contests on the air, quickie grants, pro- 
cedures for applications for new sta- 
tions and sanctions to keep down abuses 
of laws and FCC rules. 

The subcommittee hearing was 
marked by a seldom-displayed concilia- 
tory attitude on the part of Chairman 
Oren Harris (D-Ark.) in conceding that 
both present and proposed laws present 
knotty problems, but this didn’t keep 
him from making his usual outbursts 
charging FCC laxity and broadcaster 
defiance of regulation. 


= The FCC held Sec. 317 of the 
Communications Act, which requires 
an announcement naming a person who 
gives “services, money or other valu- 
able consideration” in exchange for ex- 
posure of broadcast material, is subject 
to varying interpretations. FCC Chair- 
man Frederick W. Ford suggested the 
FCC be given discretion in its rule- 
making to determine what constitutes 
valuable consideration. Mr. Ford said 
the term “property” employed in HR 
11341 narrows the definition so that 





? 
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Mr. WASILEWSKI 


any property, including records, would 
be covered. Promising to submit sug- 
gested legislation, the FCC chairman 
two days later (Thursday) submitted 
language which would give the FCC 
authority to waive Sec. 317 require- 
ments at its discretion and institute 
rulemaking to draw the line. 


= Chairman Harris stated his agree- 
ment with the belief that a station 
shouldn’t be required to make an an- 
nouncement in the case of a single 
record, though he thought a “$5,000 
library is something else.” He expressed 
skepticism of FCC rulemaking, saying 
that though the present members of the 
FCC may plug loopholes on payola and 
other abuses, “some other commission 
down the line can change the rules 
and get back to the same procedure.” 
He expressed similar doubts about FCC 
suggestions that it be allowed to handle 
other problems by rulemaking. 


= Vincent Wasilewski, NAB govern- 
ment relations manager, said NAB 
thinks the FCC has interpreted “valu- 
able consideration” incorrectly and the 
association believes the term should be 
restricted to its “contractual” meaning; 
i.e., that a broadcaster would have to 
make a promise to play the record for 
the law to be applicable to him. A 
broadcaster required to identify the 
donor of a record would be giving the 
donor an additional plug and broad- 
casters don’t want to give their time 
away, he said. 

= Thomas K. Fisher, vice. president 
and general attorney of CBS-TV and its 
owned tv stations, said the language of 
Sec. 317 was handed down from a 1912 


Mr. BAKER 





Mr. FISHER 


deemed impractical 


law applying to publications enjoying 
second-class mailing privileges. The 
FCC in 1944 started rulemaking simi- 
lar to its most recent interpretation, 
Mr. Fisher said, but there were so many 
protests it adopted its present rule in- 
stead. He suggested amending Sec. 317 
so matter given a broadcaster would be 
considered payment only (1) if it was 
in exchange for identification of the 
donor to an extent beyond that reason- 
ably necessary to the material’s use in 
a program or (2) if the material con- 
stitutes editorial comment for use in a 
political program or discussion of pub- 
lic controversial issues. 

Ford Statement #8 FCC Chairman 
Ford said the Harris bill (HR 11341) 
fails to give parties in interest certain 
rights they have under existing law. 
The bill would require dual hearings, 
on a construction permit and on the 
license covering it, he said. Its require- 
ment of a hearing on non-contested ap- 
plications for new facilities or major 
changes would delay processing by add- 
ing 17 hearings a week, he said, and 
would require more personnel as well 
as more money for travel to conduct 
hearings in local areas. 

Rep. Harris had criticized the paucity 
of local hearings in the past. 

Mr. Ford urged passage of S 1898, 
approved by the Senate, which sets up 
a pre-grant procedure to allow parties 
to object to a grant made without hear- 
ing before it becomes effective instead 
of the present protest procedure, where 
objections made after a grant can delay 
a new service to a community for 
months or years. 

On swap-offs and payoffs among ap- 





Mr. JENNES 


They testified on bills concerning payola, plugola, quickie grants and rigged quizzes. 
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THE QUALITY TOUCH 


There are no short cuts to 


quality, as evidenced by the beautiful 





prints produced by the 
age old process of stone lithography. 


Neither are there short cuts 
in the building of a quality image 








so precious in the operation 


of today’s better radio and television 





stations. 


radio & television - dallas 


Serving the greater DALLAS-FORT WORTH market 


BROADCAST SERVICES OF THE DALLAS MORNING NEWS 


Represented by 





The Original Station Representative 
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plicants, Mr. Ford said the FCC has 
instituted rulemaking to discourage 
“strike” applications. HR 11341 would 
penalize negotiations, whether or not 
bona fide and aboveboard, thus caus- 
ing delay in providing new services, 
he said. 

Backs Suspensions ® The FCC chair- 
man said the commission approves pro- 
visions to suspend licenses for short 
periods. Mr. Ford said the FCC also 
will submit a bill to Congress soon to 
authorize it to impose monetary for- 
feitures for rule and law violations by 
broadcasters. He felt, however, that the 
FCC already has power to issue shorter- 
term licenses and merely needs to 
change its rules to conform. 

Mr. Ford said the FCC now is await- 
ing Budget Bureau approval for a bill 
it has drafted to prohibit rigging of 
broadcast tests of skill or knowledge. 
HR 11341’s prohibition against decep- 
tions is too broad, the FCC feels, be- 
cause it would cover illusions and fan- 
tasies necessary to many worthwhile 
and desirable programs. 

Commissioner Rosel T. Hyde told 
the subcommittee the FCC doesn’t ad- 
vocate a return to the Avco rule, but 
would like more discretion and responsi- 
bility in handling station transfers. 

Mr. Ford said answers to the FCC’s 
payola questionnaires to stations are be- 
ing reviewed for willful violations or 
considerable neglect on the part of li- 
censees and a special task force of eight 
lawyers are “combing” questionable 
answers. He said the commission is 
overlooking such offenses as accepting 
a free copy of a single record. 

Wasilewski Statement ® Mr. Wasilew- 
ski said NAB feels local hearings on ap- 
plications for new facilities are unneces- 
sary and said the association feels the 
FCC already has adequate authority to 
deal with swap-offs and payoffs. NAB 
opposes license suspensions, he said, 
because it feels the FCC should use its 
license revocation authority and cease 
and desist orders for offenders. To sus- 
pend a station license would be to de- 
prive the public of service because of 
the broadcaster’s misdeeds, he said. This 
also gets into government regulation of 
programming, he said. If a broadcaster 
has warranted revocation, there should 
be “no in-between area for the lifted- 
eyebrow technique of governmental reg- 
ulation and supervision,” he said. 

Rep. Harris criticized the NAB state- 
ment for the most part, saying he re- 
ceived the impression NAB thinks the 
broadcast industry “should be left wide 
open.” He is, he said, “opposed to not 
doing anything on the basis that the 
government is trying to get into pro- 
gramming.” The public, he said, is “fed 
up” with loopholes in the law. 

A remark by Rep. William Avery (R- 
Kan.)--that he didn’t believe the pub- 
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House raps FTC 


The House Independent Offi- 
ces Appropriations Subcommittee 
took the opportunity of rapping 
the knuckles of the Federal Trade 
Commission while approving the 
agency’s 1961 budget. 

The subcommittee slapped at 
the FTC’s increasing involvement 
in record company and disc 
jockey payola disclosures and 
urged it “to stress anti-monopoly 
and anti-merger work . . .” 

The total FTC appropriation of 
$7.415 million was approved by 
the subcommittee with the stipu- 
lation that no part of the com- 
mission’s budget shall be ex- 
pended on investigations until 
Congress provides funds to fi- 
nance the cost. Although the FTC 
approved budget is up $575,000 
over last year, it is $185,000 less 
than was asked for. 











lic has lost confidence in the broadcast- 
ing industry and the FCC—drew fire 
from Rep. Harris. 

Rep. Harris noted he had made a 
public remark that broadcasting abuses 
were “widespread.” “Anyone who says 
they’re not is not familiar with the 
facts,” he said, since rigged tv quiz 
shows were carried to affiliates all over 
the country. 

Fisher Views ® Mr. Fisher said CBS 
supports the pre-grant procedure in 
S 1898, which, he said, makes a grant 
reasonably final so the grantee may 
proceed with some assurance it won’t be 
upset. It also removes the necessity for 
hearings on issues which are not sub- 
stantial, he said. CBS does not see the 
advantage of local hearings which HR 
11341 would require, he said, but in 
view of the cost, the FCC and Con- 
gress should make that decision. CBS 
feels cease and desist orders are more 
useful than suspensions, though they 
are seldom used, he acknowledged. 
Fines and forfeitures also might be 
useful, he thought. 


Mr. Fisher pointed out what he felt 
were several flaws and loopholes in 
proposals on quiz programs. 

On sponsorship identification pro- 
posals, Mr. Fisher pointed out several 
things which might be affected by the 
present narrow definition of Sec. 317 
as interpreted by the FCC. These, he 
said, include weather information; films 
from government departments and 
transportation furnished in connection 
with such activities; access to hotels, 
churches or athletic fields; free books 
for review or tickets to theatres; spot 
announcements from public service 





organizations and press releases by the 
thousands for government, business, la- 
bor, associations and public and pri- 
vate individuals. 

He said CBS supports the application 
of Sec. 317 to non-licensees such as 
employes, independent contractors and 
the payors. HR 11341 attempts to spe- 
cify the nature of the announcement 
which must be made, he said, but CBS 
feels it would be best for the law to say 
“appropriate announcement” and let 
the FCC specify in its rules what kind 
should be made in each situation. 

Mr. Fisher said CBS opposes requir- 
ing an applicant for renewal to submit 
narrative reports on his past program- 
ming because when the FCC begins to 
consider whether this satisfies com- 
munity needs, the government begins 
to dictate what the needs are. The only 
exceptions, he said, should be where 
proposals by two applicants must neces- 
sarily be compared and where a broad- 
caster’s performance is so at variance 
with his promise that he becomes a liar 
and thus his character becomes ques- 
tionable. 

Bar Groups ® Warren E. Baker, rep- 
resenting Federal Communications Bar 
Assn., and Ernest Jennes, representing 
the American Bar Assn., testified in 
favor of S 1898. They said the bar 
groups are not taking positions on the 
substance of the bills, but on their legal 
procedure aspects. 

Rep. Harris said the subcommittee 
staff questions the language of S 1898. 
Both witnesses said they would be glad 
to discuss that bill and other drafting 
technicalities with the staff. 

Rep. John B. Bennett (R-Mich.) filed 
a statement supporting bills he has in- 
troduced on network regulation, pay- 
ola, deceptions and license suspensions. 

Rep. Emanuel Celler, chairman of 
the House Antitrust Subcommittee, filed 
a statement saying he is concerned that 
12% of the stations in the U.S. have 
admitted to payola in some form. “The 
equanimity with which the regulatory 
agency regards the present state of 
affairs only emphasizes the need for 
additional legislation,” he said. 


Senate-broadcaster 
hearings scheduled 


Senate Commerce Committee hear- 
ing of broadcasting groups—NAB, ad- 
vertisers, agencies and networks—on 
problems confronting the industry and 
what is being done about them is 
tentatively scheduled in two or three 
weeks, according to committee officials. 
The hearing was postponed because of 
the Senate’s civil rights debate. 

Also in the works about the same 
time will be a hearing on S 3171, which 
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would require networks and stations to 
give an hour of free time weekly to 
presidential candidates of the two major 
parties during the eight weeks this fall 
preceding the elections. 

The commerce group has set April 
27 for a hearing on the nominations of 
FCC Commissioner Robert E. Lee for 
a second term and Edward K. Mills Jr., 
nominated to fill the unexpired term 
of John C. Doerfer as an FCC member. 

Due for Senate consideration is a 
resolution (SRes 305) calling for for- 
mation of a “watchdog subcommittee” 


to assure freedom of communications, 
fairness and impartiality in operation 
of the revised Sec. 315 of the Com- 
munications Act. The section was 
amended last year to exempt newscasts 
and similar programs from equal-time 
requirements. This group would study 
federal policy covering use of govern- 
ment-licensed media in the areas of 
political opinion, news, advertising and 
presentations of candidates. It would 
review complaints and data dealing with 
dissemination of news by such media 
and oversee FCC rulings in the field. 


Idaho Grows More Potatoes, But — 


WWTV AREA 
CONSUMER-INCOME TOPS 


IDAHO'S 





True! 


of Idaho.* 


NCS Ne. 3 shows thet WWTV hes 
daily circulation, beth daytime ond 
nighttime, in 36 Michigan counties. 


Saturday. 


WKZO.-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 


WWTV — CADILLAC, MICHIGAN 

KOLN.TV — LINCOLN, NEBRASKA 
Associated with 

WMBD RADIO — PEORIA, ILLINOIS 

WMBD.TV — PEORIA, ILLINOIS 


People in Cadillac and Northern Lower 
Michigan—the WWTYV, Cadillac coverage area— 
earn 9% more income than the entire population 


BY 9%! 








So you see there’s lots, Jots more to Michigan 
than the Detroit, Kalamazoo and Grand Rapids 
markets—and WWTYV covers all the rest worth 
having! WWTV has NCS No. 3 circulation, both 
daytime and nighttime, in 36 Northern Lower 
Michigan counties. 
Cadillac-Traverse City shows that WWTV delivers 
more homes than Station ‘‘B”’ 
petitive quarter hours surveyed, Sunday through 


NSI (November, 1959) for 


in 344 of 352 com- 


Add WWTV to your WKZO-TV (Kalamazoo- 
Grand Rapids) schedule and get all the rest of 
outstate Michigan worth having. Jf you want it 
all, give us a call! 


*Annual Consumer Spendable Income (CSI) in WWTV 
area is $971 million, and $937 million in Idaho. 


WWIV 


316,000 WATTS @ CHANNEL 13 @ 1282’ TOWER 
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Lee, Mills nomination 
hearing set April 27 


The Senate Commerce Committee 
last week set April 27 to hear the nom. 
ination of Edward K. Mills Jr. ‘o the 
FCC and the renomination of Commis. 
sioner Robert E. Lee to a new seven. 
year term starting July 1. Both ave Re. 
publicans. 

Mr. Mills, former mayor of Morris. 
town, N.J., and former deputy director 
of the General Services Administration, 
was nominated by the President March 
24 to serve the 15-month unexpired 
term vacated by the resignation of 
former FCC Chairman John C. Doer- 
fer (BROADCASTING, March 28). Com- 
missioner Lee was nominated for a new 
term last February. 

Chairman Warren G. Magnuson (D- 
Wash.) of the Senate group has said he 
will notify senators from the nominees’ 
home states they may appear to endorse 
or oppose their confirmation by the 
Senate. Commissioner Lee is from 
Illinois. 


Dismissal of antitrust 


suit is denied 


A federal judge in Tacoma, Wash. 
has denied motions for dismissal of 
a $15 million private treble damage 
antitrust suit against KIRO-TV Seattle 
and CBS. 

The motions were made by KIRO- 
TV and CBS. The suit was brought by 
Tribune Publishing Co., owner of 
KTNT-TV Tacoma and involves the 
1958 transfer of CBS Television affilia- 
tion from KTNT-TV to KIRO-TV. 

US. District Judge William J. Jame- 
son ruled that the plaintiff was entitled 
to a trial on the issues. 

The Tribune Publishing Co. charged 
that CBS and KIRO had an under- 
standing regarding affiliation for tele- 
vision when KIRO received a tv grant. 
This is a violation of the Clayton Act, 
the Tribune alleged. KIRO-TV went 
on the air in February 1958, with the 
CBS affiliation. 

A pre-trial hearing has been sched- 
uled for May 16 in Washington, D.C. 
The trial itself has been set to start 
July 12 in federal court in Tacoma. 


BMI charges ASCAP 
withheld information 


Broadcast Music Inc. charged last 
week that the American Society of 
Composers, Authors and Publishers 
withheld information from the FCC 
which it presented to the Justice Dept. 
indicating payola practices “for which 
ASCAP’s method of payment was solely 
responsible.” 

In a statement filed with the com- 
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mission, BMI said that a Justice Dept. 
communication made public in March 
bears out charges made by Sidney 
Kaye, BMI board chairman that “dis- 
criminatory payments by ASCAP con- 
stituted the chief source of payola.” 

BMI quoted the Justice letter to 
ASCAP: “that songs performed as 
background or theme songs on pro- 
grams appearing two or more times 
a week received 35% of all perform- 
ance credits for the total of tv network 
use. On certain ‘of such programs, 
theme or background use credits ex- 
ceeded by almost seven times their 
normal use on other similar programs.” 
BMI told the commission that “the 
amount of money involved in the pay- 
ola caused by ASCAP’s practices would 
seem to dwarf all other payola put 
together.” 


WEATHERMAN CASE 
FCC’s Waco ruling 


is argued in court 


The provision in Sec. 315 of the 
Communications Act prohibiting sta- 
tions from “censoring” a candidate’s ap- 
pearance “strongly supports” the FCC’s 
contention that the political opponent of 
a KWTX-AM-TV Waco, Tex., weather- 
man is not entitled to equal time. 

This is what the Justice Dept., FCC 
and KWTX told the Fifth Circuit 
Court of Appeals in New Orleans Fri- 
day in arguing against an appeal of the 
commission’s ruling by William H. 
Brigham, candidate for the Texas legis- 
lature. The seat Mr. Brigham is seek- 
ing is held by Jack Woods, KWTX- 
AM-TV weathercaster, a candidate for 
reelection (BROADCASTING, March 28). 

The no censorship provision “firmly 
indicates” that material involved in a 
Sec. 315 use is that prepared by the 
candidate to serve his own purposes 
rather than matter prepared by a sta- 
tion employe for presentation on a 
regular program, Justice told the court. 

In appealing the commission’s de- 
claratory ruling that Mr. Woods’ 
appearances are not a “use,” Mr. Brig- 
ham maintained that the former’s regu- 
lar news show “. . . constitutes a mate- 
rial advantage to him [Woods] and a 
material disadvantage to petitioner in 
their respective political campagns . . . 
Petitioner . . . will suffer irreparable in- 
jury if equal time is not granted him.” 

The FCC disputed Mr. Brigham’s 
contention that the 1959 “Lar Daly” 
amendment to Sec. 315 restricts the ex- 
emption to cases in which a candidate 
appears as the subject of a newscast. 
With the exception of news documen- 
taries, nothing in the bill requires the 
candidate to appear in any particular 
role on news shows, the FCC said. 
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Here are capsulated versions of 
new legislation of interest to broad- 
casters and advertisers: 


S 3359. Sen. William Proxmire (D-Wis.)— 
would require the FCC and other federal 
agencies to keep a “congressional file’ open 
to public, wherein would be filed all com- 
munications (including written summaries or 
oral communications) from senators and rep- 
resentatives to members or employes of 
agencies concerning status, disposition or 
merits of any hearing case. Judiciary Com- 
mittee. April 11. 

HR 11658. Rep. Joe Holt (R-Calif.)— 
make it a crime to import recorded or taped 
music for use as background sound for U.S.- 
made tv shows to be aired on U.S. tv sta- 
tions or for U.S.-made movies to be shown 
in theatres if the music performer at the 





IN THE HILL HOPPER ... 


= 


time the music was reproduced was not 
eligible to enter the U.S. to make such a 
performance in person. Judiciary Committee, 
April 7. 

HR 11669. Rep. Joel T. Broyhill (R-Va )— 
raise the pay of hearing examiners in sev- 
eral government agencies and departments 
(including the FCC and FTC) from the pres- 
ent $12,770 minimum to $17,500 minimum. 
Judiciary Committee. April 11. 

HR 11704. Rep. John J. McFall (D-Calif.) 
—allow the Federal Trade Commission to 
enjoin practices for which it seeks a cease 
and desist order pending disposal -of an 
FTC complaint. Commerce Committee. April 


12. 

HR 11717. Rep. Randall S. Harmon (D- 
Ind.)—same as HR 11704. April 12. 

HR 11754. Rep. Frank A. Stubblefield (D- 
Ky.)—same as HR 11704. April 13. 








Also, the agency argued, the legislative 
history of last year’s amendment shows 
a clear congressional intent to afford 
a broad exemption to Sec. 315 to news 
and informational programs in general 
rather than merely making narrow ex- 
ceptions to previous interpretations. 

TX Weatherman ® All three respond- 
ents pointed out that Mr. Woods is 
not even identified by name on his ap- 
pearances but merely as the “TX 
Weatherman.” “There is not the slight- 
est hint . . . that this weathercaster’s 
appearance involved anything but a 
bona fide effort to present the news,” 
the commission said. “His employment 
is not something arising out of the 
election campaign but, rather, is a regu- 
lar job.” 

Mr. Brigham first asked KWTX for 
“equal time” in January and the station 
asked the commission for a ruling. The 
agency replied that Mr. Woods’ weather 
presentations do not constitute a “use” 
of the station under the 1959 amend- 
ment to Sec. 315. It is this ruling that 
Mr. Brigham, a Waco attorney, has 
appealed. 

Since the Texas primary is. May 7 and 
the two candidates are seeking the 
Democratic nomination, all parties have 
agreed to let the three-judge court de- 
cide the case on the basis of the written 
statements. There will be no oral argu- 
ment in an effort to expedite a ruling. 


Court upholds FCC 


Selma, Ala., ruling 


U.S. Court of Appeals in Washing- 
ton last week upheld an FCC ruling 
which denied the application of ch. 8 
WSLA-TV Selma, Ala., to move its 
transmitter location nearer Montgom- 
ery, Ala., and to build a 2,000-ft. tower. 

In a split, 2-1 vote, the court main- 
tained the FCC findings that WSLA- 
TV was not financially qualified to 
build the new tower and that the sta- 
tion had not proved that a tower of 
that height could be safely erected. 


——! 


The court’s decision was written by 
Circuit Judge David L. Bazelon, for 
himself and Judge Henry W. Edgerton, 
Judge Warren E. Burger dissented, stat- 
ing that he thought the FCC should 
be required to incorporate in the record 
all the information it may have on the 
costs and engineering of a 2,000-ft. 
tower. 

WSLA-TV requested the move in 
1955. Objections were raised by Mont- 
gomery tv stations and by the US, 
Army and Air Force. The military ob- 
jected to the tower height. An initial de- 
cision favoring the move was rendered 
in 1956. The FCC’s final decision was 
issued Sept. 8, 1958. 


Way cleared for grant 
as applicants merge 


The way is now clear for the FCC 
to grant a construction permit for ch. 
9 in Baton Rouge, La. The two appli- 
cants for the channel have informed 
the FCC that they have reached 
a merger agreement. Community Broad- 
casting Co. agrees to withdraw its 
application and purchase 20% of Mod- 
ern Broadcasting Co., the remaining 
applicant. 

Under terms of the merger, Commu- 
nity will receive $23,000 for expenses 
incurred and has an option to purchase 
“not more than” 20% of Modern. 

WDSU-AM-FM-TV New Orleans 
(Edgar B. Stern Jr., 68.84% owner) 
is majority owner of Modern Broad- 
casting Co. 

The ch. 9 case was highlighted by a 
U.S. Court of Appeals reversal of an 
FCC special temporary authorization 
to ch. 28 WABF-TV Baton Rouge, to 
operate temporarily on ch. 9 pending 
the outcome of the two-party com- 
parative hearing (BROADCASTING, Feb. 
15). The decision is considered a land- 
mark ruling on the matter of temporary 
authorizations, superseding previous 
court decisions which upheld the FCC’s 
authority. 
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7 HOW IS IT POSSIBLE 
FOR ONE STATION TO EARN 
|| 79% OF LOCAL BUSINESS? 


: it's true in Des Moines, lowa, where KRNT-TV 





has had over 79% of the local business in 
» | this major 3-station market for 3 years! 





yuld 
7 There is nothing so satisfying as doing busi- Latest F.C.C. figures show KRNT-TV handled 

e 
)-ft. ness with people who know what they’re over 80% of ALL the local television adver- 
i doing and where they’re going. Leading local tising placed in this. three-station market. 
Pr and national advertisers have known for The-year before, over 79%... and the year 
= years that the ‘‘know-how, go-now”’ stations before that, over 80%. Our local RADIO 
red in Des Moines are KRNT Radio and KRNT-TV. business in a six-station market has always - 
was 

exceeded that of our nearest competitors by 
They have confidence in the ability of our : 
nt a country mile. 
people to make their radio and television 

oi investments profitable. It seems clear that We know for a fact that these figures are 
2 for these astute advertisers, there is nothing merely a reflection of our public acceptance 
)pli- . ° . 
ned so satisfying as radio and television fare . « . our long-standing excellence in public 
7 presented by good, honest, experienced air service... reliability that is vital in all selling! 
a personalities who know what they’re doing. We believe this to be true: the ones that 
ing a serve are the ones that sell in Des Moines. 
a From surveys made severai times a year for 
1ses the last several years, it seems evident that People believe in and depend upon these 
'T the people of Central lowa like to listen to stations. Check the ratings, check The Katz 
a and view our stations. Agency, check the cash registers. 
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KINTNER: FEWER BAD ADS NOW 


FTC head says self-regulation is a reason 


The Federal Trade Commission is 
encountering fewer objectionable claims 
in national advertising, Earl W. Kint- 
ner, chairman of the FTC, said last 
week. 

Mr. Kintner, speaking last Monday 
to the Baltimore Academy of Television 
Arts & Sciences, said that several fac- 
tors were contributing to this improve- 
ment. 

“Call it self-discipline, self-interest or 
just plain caution,” Mr. Kintner said, 
“one or another is having effect on 
advertisers themselves.” 

Other factors that have aided in this 
result, Mr. Kintner said, were the com- 
bined efforts of media to reject ques- 
tionable advertising. 

“With reputations for integrity to 
maintain,” Mr. Kintner stated, “the 
media—all of the responsible media— 
turn down a tremendous amount of 
revenue rather than carry sleezy ads 
that would gyp their listeners or their 
readers and offend their better adver- 
tisers.” 

In addition, the FTC chairman said, 


competitors now know where to lodge 
a complaint (with the FTC), and busi- 
ness in general is getting educated on 
the subject by their trade associations 
and industry organizations. 

The FTC’s own efforts are also a 
factor contributing to improvement in 
advertising, Mr. Kintner said. 

Other highlights of Mr. 
speech: 

= The trade commission is not going 
into the business of previewing adver- 
tising before publication or use on the 
air. It does not have the manpower or 
the money. Such a move would be an 
abdication of the advertiser’s responsi- 
bility for self-policing. The issuance of 
formal complaints are necessary to en- 
sure that cease and desist orders remain 
in force in perpetuity. Violators are 
subject to fines up to $5,000 per day. 

= Any hope that the FTC will be- 
come less aggressive in its policing of 
advertising is erroneous. Monitoring 
activities now cover not only radio and 
tv commercials but also advertising in 
newspapers and magazines (BROAD- 


Kintner’s 





PORTLAND ? -AUGUSTA ? 
EOMI } 





NO, THIS IS ‘“KNOE-LAND”’ 


(embracing industrial, 
Arkansas, West Mississippi) 


progressive 


North Louisiana, South 


JUST LOOK AT THIS MARKET DATA 


Population 1,520,100 
Households 600 
Consumer Spendable Income 
$1,761,169,000 
Food Sales $ 300,486,000 


Drug Sales $ 40,355,000 
Automotive Sales $ 299,589,000 
General Merchandise $ 148,789,000 
Total Retail Sales $1,286,255, 000 


KNOE-TV AVERAGES 75.9% SHARE OF AUDIENCE 
According to November 1959 ARB we average 75.9% share of audience from Sign On to 


Sign Off 7 days a week. 


KNOE-TV 


Channel 8 
Monroe, Louisiana 


CBS © ABC 
A James A. Noe Station 


Represented by 
H-R Television, Ine. 


bt 
Photo: Selig - enamel Co., Monroe, Louisiana. Manufacturers of quality up- 


holstered furniture 





74 





CASTING, March 28). 


® The rule for tv advertising is very 
simple. The FTC will question any 
“substantive” claim that goes to the 
merits of the product—or of the com- 
peting product if used for Comparison. 
If an advertisement gives to a product 
material virtues that it lacks or falsely 
disparages a competing product, then 
the ad is deceptive. 

“On the other hand,” Mr. Kintner 
observed, “simply to present a prod- 
uct’s virtues in their most favorable 
light would not be objectionable . . .” 


FTC gets two payola 
consent judgments 


Two more consent judgments on 
payola complaints were announced by 
the Federal Trade Commission last 
week—swelling the number of settle- 
ments to 21. 

Agreeing to consent decrees were 
Duke Records, Houston, Tex., and 
Marmel Distributing Co., Philadelphia. 
Both were charged last December with 
making payola to radio and tv disc 
jockeys. The consent agreements re- 
quire that the public must be informed 
when a record is played over the air 
for which the station employe re- 
ceived any signficant consideration. 

Meanwhile, three record companies 
filed denials of payola complaints with 
the FTC. The trade commission has 
issued 69 complaints, charging record 
companies and distributors with ille- 
gally paying radio-tv disc jockeys to 
“expose” records on the air. 

Robert’s Record Distributing Co.., St. 
Louis, challenged the March 2 FTC 
complaint on the ground there was 
nothing illegal about the under-the- 
counter payoffs. It asserted it was com- 
pelled to distribute payola in order to 
get its records played by disc jockeys 
and that it was impossible to compete 
without making payments. 


The disbursement of payola, Robert's 


declared, “is not unlike the giving of 
Christmas presents, the buying of 
gratuities, the dining and wining of 


customers and the other grand array 
of good will and fine-fellowship prac- 
tices which have permeated every scene 
and every scale of American modern 
day business whether it be the sale of 
missiles, automobiles, pianos or tooth- 
peeks. 

Robert’s said it would be glad to 
joint a nationwide cease and desist 
order if the FTC could enforce it. 

The other two companies denying 
making illegal payola payments were 
Ace Record Co.-Record Sales Inc., 
Jackson, Miss., and Chess Record 
Corp.-Argo Record Co.-Checker Rec- 
ord Co., Chicago. 


BROADCASTING, April 18, 1960 
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TV SPOT REP BAN 
FCC stands pat on 
network rep order 


CBS-TV and NBC-TV must get out 
of the general tv spot representation 
business, the FCC said last week for 
the second time in refusing to set aside 
its order last fall (BROADCASTING, Oct. 
12, 1959). In denying petitions for re- 
consideration filed by NBC and four of 
the stations it represents, the commis- 
sion repeated its earlier ruling that spot 
sale representation by the networks 
gives them the power to curb compe- 
tition and creates an inherent conflict of 
interest. 


The FCC said that generally the 
arguments presented by the petitioners 
already had been considered by the 
agency. An alternate proposal by NBC 
that such representation be prohibited 
only when a network threatens to with- 
hold affiliation would not be workable 
administratively and would not ade- 
quately protect the public interest. 

Divorcement of networks from sta- 
tion spot representation was recom- 
mended in the FCC’s Barrow Report 
2% years ago. The ruling prohibits net- 
works from represented affiliated sta- 
tions, other than network-owned out- 
lets. CBS and NBC were given until 
Dec. 31, 1961, to comply. ABC gave 
up spot representation in 1952. Radio 
representation is not affected. 

CBS did not appeal the commission 
order and has said it will comply, which 
means giving up representation of seven 
stations. One (KHOU-TV Houston), 
will leave CBS Spot Sales in September 
in favor of H-R. 

NBC, on the other hand, said last 
fall that it would seek relief in the 
courts if the commission denied its ap- 
peal. A spokesman said last Thursday 
(April 14) that the network still in- 
tends to petition the courts for review 
of the FCC order. NBC represents six 
stations and joining in the appeal to 
the commission were KOA-TV Den- 
ver, WRGB (TV) Schenectady, N.Y., 
KSD-TV St. Louis and WAVE -TV 
Louisville. 


USIA budget cut 


The House last week voted to cut 
the U.S. Information Agency budget to 
$116.9 million, $1.2 million less than 
1960, and $6.8 million less than re- 
quested. Earlier the House Appropria- 
tions Committee had recommended that 
USIA use its personnel more efficiently. 
The committee granted $8.74 million of 
the $9.2 million request for construc- 
tion of a high-power short wave station 
in Liberia to serve Africa and the Mid- 
dle East. 


BROADCASTING, April 18, 1960 

















In the Rich Rochester hep ! 






As every time buyer knows, you 
really don’t buy time on TV; you 
buy EYES and EARS! 





We’re very happy to tell you that, 
based on the latest Nielsen Report 
for the Rochester Area (November 
1959), Channel 10 focuses no less 
than 714,560 beautiful eyes on 
your sales message afternoons from 
noon to 6:00 P.M.—and an equal 
number of dainty and attentive ears! 


Based on the same Nielsen Report, 
Channel 10 focuses 689,040 eyes and 
ears on your sales message every 
evening, from 6:00 P.M. to Mid- 
night, seven days a week! 


In other words, Channel 10 offers 
you 56% of the TV viewers in the 
Rochester area, afternoons—and 
54% ofthe Rochester area viewers 
every evening! 


SO—if you want the majority of 
viewers and listeners in the Roch- 
ester area to see and hear about 
your product, your best buy, now 
as always, is Channel 10! 








CHANNEL 10 


ROCHESTER, N.Y. 


CBS BASIC (WVET-TV ¢ WHEC-TV) ABC AFFILIATE 





THE’ BOLLING CO., INC. NATIONAL REPRESENTATIVES everett McKINNEY INC 
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The Western Coast of Florida, 
that is! If you’re shootin’ for 
adults in this territory, better 
hire the top gun... WSUN! 
“Sunny” is NO. 1 in adult lis- 
tenership, per 100 homes, 
throughout the entire 24-hour 
broadcast day! And Pardner, 
WSUN delivers these adults 
at the lowest CPM, between 
6 a.m. and 6 p.m., of any sta- 
tion in the heart of Florida !** 


* Pulse, 11-59 
** SRDS 1-60 









24 HOUR 
SERVICE 
TO THE 

SUNCOAST 


TAMPA- ST. PETERSBURG 
Natl, Rep: VENARD, RINTOUL & McCONNELL 


S.E. nabs JAMES S. AYERS 
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INFLUENCE IN ST. LOUIS? 
More arguments in ch. 2 case are filed 


Hearing Examiner Horace Stern’s erred, the FCC counsel said, in imply- 


initial decision in the St. Louis-Spring- 
field, Ill., ch. 2 deintermixture case is 
“contrary to the weight of the evidence 
and incomplete,” FCC general coun- 
sel’s office said last week. 

In exceptions to the examiner’s de- 
cision (BROADCASTING, March 14), FCC 
Associate General Counsel Edgar W. 
Holtz said Signal Hill Telecasting Corp., 
which now operates KTVI (TV) on 
ch. 2 in St. Louis, should be given a 
comparative demerit in any further 
proceedings because of the ex parte ac- 
tivities of Harry Tenenbaum, its presi- 
dent. 

Signal Hill and ABC both maintained 
that there was nothing improper in Mr. 
Tenenbaum’s contacts with commis- 
sioners and that the FCC’s shift of ch. 
2 from Springfield and subsequent as- 
signment to KTVI were within its legal 
bounds. 

Judge Stern had ruled that the shift 
of ch. 2 was “voidable” because of Mr. 
Tenenbaum’s activities but that no 
party should be disqualified from fur- 
ther proceedings or receive a compara- 
tive demerit. The form and nature of 
future commission consideration of the 
case was left up to the agency by the 
examiner. The case had been returned 
to the FCC by the courts because of 
testimony in Congress on the ex parte 
contacts. 

Sangamon Valley Tv Corp., lone re- 
maining applicant for ch. 2 in Spring- 
field, would go even a step beyond Mr. 
Holtz’s recommendation. Sangamon 
said that the initial decision “has made 
it clear that ch. 2 now is allocated to 
Springfield\. . .” and that Signal Hill 
should be disqualified from receiving 
any future consideration for ch. 2. 

An opposite view was taken by 
operating ch. 20, WICS-TV Springfield. 
It maintained that ch. 2 has been de- 
leted from the Illinois capital city and 
that Sangamon now has no legal inter- 
est in what use is made of the facility. 

Four Exceptions ® On behalf of the 
commission, Mr. Holtz took four ex- 
ceptions to the initial decision. He said 
the examiner’s characterizations of Mr. 
Tenenbaum’s contacts with commis- 
sioners as “casual” and “offhand” are 
not in line with the facts. “The record 
clearly indicates that Mr. Tenenbaum 
made a persistent and concentrated ef- 
fort to cultivate a personal and social 
relationship with the individual com- 
missioners,” Mr. Holtz said. 

He maintained that these contacts 
were always made privately and never 
intended to be made known or revealed 
to the other parties. The examiner 


ing that Mr. Tenenbaum’s conduc: was 
generally acceptable and approved by 
the industry and in that he did not 
point out that most officials and parties 
felt the proposed channel shift was “so 
adversary in nature as to forbid private 
communications of the type made by 
Mr. Tenenbaum.” Signing the FCC 
brief, in addition to Mr. Holtz, were 
attorneys James Brennan and _ Joel 
Rosenbloom. 


A Rulemaking Proceeding = Both 
Signal Hill and ABC, which is affiliated 
with KTVI, maintained that the case 
was a rulemaking proceeding and that 
off-the-record presentations were both 
perfectly proper and accepted. KTVI 
said that the only period requiring 
scrutiny was from June 26, 1956 (when 
the FCC instituted rulemaking to shift 
ch. 2 to St. Louis), to Feb. 26, 1957 
(when the action was finalized and 
KTVI was given temporary authority, 
in a separate proceeding, to shift from 
ch. 36 to ch. 2). 

The examiner erred in finding that 
the shift of ch. 2 to St. Louis is “void- 
able” because of Mr. Tenenbaum’s ac- 
tivities, Signal Hill said. During the 
pendency of the rulemaking, the sta- 
tion maintained, Mr. Tenenbaum’s pre- 
sentations related solely to collateral 
issues—none of which would require 
reconsideration of the reallocation. 

There is no reason why the commis- 
sion cannot reaffirm its decision with- 
out reopening the record, KTVI said. 
KTVI filed a total of 22 exceptions to 
the initial decision, most dealing with 
inclusion of Sangamon proposed find- 
ings, which KTVI maintained were 
“argumentative.” 

ABC said that the FCC should re- 
affirm forthwith its shift of ch. 2 be- 
cause the ex parte contacts in no way 
affected the St. Louis assignment. The 
network pointed out that rulemaking 
activities come under the Administra- 
tive Procedures Act with no guarantee 
that all parties will have an opportunity 
to submit comments on all views ex- 
pressed. 

ABC said it “seriously questions” 
whether Mr. Tenenbaum’s approaches 
were illegal or improper. “To hold 
otherwise would, as a practical matter, 
largely nullify the right to petition for 
the repeal, issuance or modification of 
a tule... .” 


Sangamon’s Views ® Sangamon 
charged that the hearing examiner did 
not carry out the mandate of the court, 
which ordered the case returned to the 
FCC “. . . to determine the nature and 
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SALES-MAKING FACTS? WESTERN UNION 
SURVEY SERVICE LINES ’EM UP FOR YOU! 


Trained Western Union personnel in over 1,625 cities are 
ready to spot-check TV or radio audience reaction, make traffic 
counts, or conduct detailed surveys. Western Union Survey 
Service gets the selling and marketing facts you need . . . when 
you need them. Whether it’s counting noses or ‘‘nuts and 
bolts,’”’ if you’ve got the questions, we'll get the answers! 


Wire us coliect for the complete story. Address: Western Union 
Special Service Division, Dept. 2-B, New York, N. Y. 


WESTERN UNION 


SPECIAL SERVICES 
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FILM does the 


“impossible!” 








PRODUCER: MPO VIDEOTRONICS, Inc. 
ADVERTISING AGENCY: Doyle Dane Bernbach, Inc. 
ADVERTISER: Dreyfus Corporation 
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That's how it happens that you 
and millions of other viewers can 
see (and remember)—the lion 
strolling Wall Street. 


Same with so many other com- 
mercials, sume rich with optical 
effects .. . others, live with anima- 
tion! As a matter of fact, it's film 
that makes both high-polish com- 
mercials and animation possible 

. assures you of coverage and 
penetration world-over. 


For more information, write 
Motion Picture. Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 


342 Madison Avenue 
New York 17, N.Y. 


Midwest Division 
130 East Randolph Drive 
Chicago 1, Hl. 
West Coast Division 
6706 Santa Monica Bivd. 
Hollywood 38, Calif. 


or W. J. German, Inc. 
Agents for the sale and distribution 
of Eastman Professional Motion 
Picture Films, Fort Lee, N_J., 
Chicago, Ill., Hollywood, Calif, 
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course of all ex parte pleas and other 
approaches. . . .” Judge Stern erred in 
rejecting as irrelevant many activities 
of Mr. Tenenbaum which did not in- 
involve his own direct contacts with 
the FCC, Sangamon said. 

The commission’s reasons for de- 
leting ch. 2 from Springfield have 
proven “vain,” Sangamon said, with 
only one uhf station operating in the 
city three years after the action. Spring- 
field is not deintermixed, Sangamon 
stated, because ch. 3 WCIA (TV) 
Champaign, Ill., “saturates” Springfield. 
After listing 17 exceptions to the Stern 
decision, Sangamon said that it should 
be granted ch. 2 in Springfield or, in 
the alternative, new rule-making pro- 
ceedings should be instituted. 

WICS-TV, in direct contrast with 
the views of Sangamon, said that de- 
velopments since the shift of ch. 2 
“have fully supported the wisdom of 
the commission’s actions.” WICS-TV 
said that central Illinois now has eight 
tv stations—instead of the three which 
probably would be operating if ch. 2 
and ch. 8 Peoria had not been deleted. 

The Long History ® The present case 
dates back to June 1956 when the com- 
mission, as one of 13 deintermixture 
proposals, invited comments on rule- 
making to shift ch. 2 to St. Louis and 
move ch. 39 into Springfield. In Octo- 
ber, this was amended to specify that 
KTVI’s ch. 36 be moved into the IIli- 
nois city instead of ch. 39. 

Following a comparative hearing be- 
tween Sangamon and WMAY Spring- 
field, ch. 2 was granted to WMAY in 
June 1956 with the provision that the 
permittee could not start construction 
until the rulemaking proceeding had 
been finalized. In March of the follow- 
ing year, the commission terminated 
the proceeding by shifting ch. 2 to St. 
Louis, ch. 36 to Springfield and, in a 
separate action, gave KTVI temporary 
authority to operate on ch. 2. 


Sangamon appealed to the circuit 
court and, when denied’ there, secured 
a hearing before the U.S. Supreme 
Court on the question of equal distribu- 
tion of tv facilities. During the summer 
of 1958, the activities of Mr. Tenen- 
baum were disclosed by the House 
Legislative Oversight Committee and 
the Supreme Court, in October of that 
year, then returned the case to the 
appeals court because of the ex parte 
contacts. 

On May 8, 1959, the lower court 
vacated the FCC’s reallocation of ch. 2 
to St. Louis and ordered that agency 
to take further action to consider the 
ex parte allegations. The first proposal 
to delete ch. 2 from Springfield was 
made by WICS-TV. 


NBC sales to Justice 


NBC has officially informed Dept. 
of Justice of its multiple radio-tv sta- 
tion sales and purchase plans. Informa- 
tion was submitted in line with last 
year’s Philadelphia federal court con- 
sent decree which gives Justice officials 
right to object to any changes in NBC 
station ownership in top markets. 

Justice has 30 days to consider NBC- 
RKO General Philadelphia-Boston ex- 
changes and network’s $7.5 million pur- 
chase of KTVU (TV) San Francisco- 
Oakland. If government feels transfers 
run afoul of antitrust decree it can ask 
court to rule. Consent judgment arose 
out of 1955 NBC-Westinghouse swap 
of NBC’s Cleveland stations for West- 
inghouse’s Philadelphia outlets. West- 
inghouse also received $3 million in 
deal. 

NBC is exchanging its WRCV-AM- 
TV Philadelphia for RKO General’s 
WNAC-AM-TV and WRKO (FM) Bos- 
ton. It is also selling its WRC-AM-FM- 
TV Washington to RKO General for 
$11.5 million, but this does not have 
to clear Justice Dept. 





The FCC’s proposed uhf study 
passed its first hurdle last week when 
the House Independent Offices Ap- 
propriations Subcommittee approved 
$2 million for the project. The com- 
mittee granted $250,000 less than 
the FCC asked for and stipulated 
that the $2 million would be avail- 
able for the project until June 30, 
1962. 

The study (called by Commission- 
er Robert E. Lee the most important 
item to appear in a commission 
budget in years) will try to determine 
if uhf can work in the biggest mar- 
ket in America, New York. The 
commission originally earmarked 





House unit okays $2 million uhf study 


$1.15 million for the construction of 
two uhf stations of a million watts 
power with the remainder of the pro- 
posed $2.25 million spread among 
development and engineering project 
reports BROADCASTING, Feb. 8). 

The total budget for the FCC 
recommended by the committee (HR 
11776) was $12.935 million. This 
raised the agency’s total appropria- 
tions to $2.385 million more than 
last year but provided $565,000 less 
than asked for. The committee 
granted $10.55 million for FCC 
salaries, lopping off $385,000. It will 
allow the FCC to fill 31 new posi- 
tions, half that requested. 
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MARKET 
IN THE 
NATION 


$2,000,000,000 IN RETAIL SALES 


WOC-TV serves the largest market between Chicago 
and Omaha ... Minneapolis and St. Louis. 438,480 
TV homes; almost $3 billion in effective buying in- 
come; over $1 billion gross farm income. 














And to help you get the maximum number of these 
dollars WOC-TV specializes in effectively co-ordin- 
ating and merchandising your buy at every level — 
the broker, wholesaler, direct salesman, key buyer 
as well as the retail outlet. 


Further proof of aggressiveness —WOC-TV offers 
the greatest amount of iocal programming — over 
33 hours each week. 


PRESIDENT 
Col B. Jj Paimer 

VICE-PRES & TREASURER 
D D Palmer 

EXEC VICE-PRESIDENT 
Ralph Ev 













SECRETARY $i 
Wm. D Wagner 
RESIDENT MANAGER 
Ernest C. Sanders 
SALES MANAGER, =, Your PGW Colonel has all the 
facts, figures and other data as 
well as day by day availabil- 


ities. See him today. 


THE QUINT CITIES 


DAVENPORT 
BETTENDORF } OWA 


MOLINE 


ROCK ISLAND 
LL 
EAST MOLINE 


PETERS. GRIFFIN, WOODWARD, INC 
EXCLUSIVE NATIONAL REPRESENTATIVES 





United Press International 
Facsimile Newspictures and 


United Press Movietone Newsfilm 
, Build Ratings 
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FCC grants two tv’s, 


six translators 


The FCC last week granted two new 
tv stations and six new translators. 

Construction permits were granted to 
Santa Fe Telecasting Co. for ch. 11 in 
Santa Fe, N.M., and to Electron Corp., 
for ch. 11 in Grand Island, Neb. 

Grants for three new translators were 
made to Miami Translator System Inc., 
Miami, Tex., for translator stations on 
chs. 72, 78, 82 to translate programs 
of Amarillo stations KGNC-TV, KVII 
(TV) and KFDA-TV. 

The other three new translators were 
granted to Windom Area Television 
Inc., Windom, Minn., for tv translator 
stations on chs. 70, 77, 83 to translate 
programs of WCCO-TV and KSTP-TV 
both Minneapolis, and KELO-TV Sioux 
Falls, S.D. 


Antitrust dates set 


U.S. District Court Judge William 
B. Herlands has set April 21 as the 
date for the filing of briefs and for 
summations in the antitrust suit against 
Screen Gems, Universal Pictures and 
Columbia Pictures. The trial began in 
New York on March 14 (BROADCASTING, 
March 21). 

The government contended during 
the trial that the acquisition by Screen 
Gems of the distribution rights to the 
pre-1948 library of Universal con- 
travened sections of the antitrust laws 
because it lessened competition in the 
field. (Screen Gems is a subsidiary of 
Columbia Pictures.) Counsel for the 
defense, through various witnesses, 
countered that the agreement did not 
result in a lessening of competition. 


Old plan revived 


William Benton, a former U.S. Sen- 
ator from Connecticut, bobbed up last 
week with his national citizens advisory 
board for radio-tv proposal he helped 
introduce in the Senate nine years ago. 
(It got a three-day hearing and then was 
tabled in committee). Mr. Benton, now 
Encylopaedia_ Britannica’s _ publisher, 
saw the board as a means for helping 
to solve “thorny” tv problems such as 
educational tv’s development and the 
lack of intellectual and cultural pro- 
gramming. During his Senate career, 
Mr. Benton was a strong supporter of 
etv and led its cause nationally. 

The Benton proposal envisions a pres- 
identially-appointed board of private 
citizen leaders to advise the chief ex- 
ecutive, Congress, the FCC and the 
public on national broadcast policy, and 
to act as radio-tv’s “conscience” by op- 
erating as a “publex,” which Mr. Ben- 
ton coined as the name of “a new 
rating system.” 
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New “hide-and-seek” 


missile bases on rails 








ASSOCIATION OF 


A time-tested principle of 
warfare—swift maneuver- 
ability —is the railroads’ 
newest contribution to the 
Missile Age. 


Mobile launching pads on wheels 
will be able to fire missiles of inter- 
continental range from almost any 
point along the nation’s 220,000 
miles of railroad line. Most impor- 
tantly, the mobility of these bases 
protects against enemy detection 
and destruction. 


This development, announced by 
the Department of Defense, under- 
scores once again how the needs 
of the nation are met by the rail- 
roads—the backbone of our trans- 
portation system in war and peace. 


And it’s one more reason why the 
health of the railroads must be as- 
sured through enlightened public 
policies, providing for equal treat- 
ment with competing forms of 
transportation. America’s railroads 
—lifeline of the nation—are the 
main line to your future. 


AMERICAN RAILROADS 
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PROGRAMMING 








IN THE GOOD OLD SUMMERTIME 








The emphasis will be on re-runs in summer tv schedules 


It’s a good summer for film residuals. 
Better than half of all the nighttime 
half-hours on any given network are 
re-runs, and if you look at it in whole- 
show units the balance is heavier for 
the old shows, 82 of 110 programs 
making some use of what’s been seen 
before. 

At least one program department is 
still trying to decide which re-runs to 
re-run in some vacant slots. 

Schedules by now are fairly firm 
with a few last-minute announcements 
slated for this week. The re-run season 
broke as early as March (the Maverick 
and Cheyenne hours on ABC-TV pick- 
ing up impetus this month and next 
and settling into a pattern from June 

- through September). 

There are some oases. Half a dozen 
shows are having their first time out 
this summer on NBC-TV and others 
are a mixture of some old, some new. 
CBS has a new entry, Diagnosis Homi- 
cide, in the final hour of the Tuesday 
lineup with Ed Sullivan and the panel 
shows carrying on the live tradition. 
The newest thing on ABC-TV’s bill is 
Music for a Summer Night, successor 
to Music for a Spring Night, which got 
underway in March. 

Summer Sales ® Whereas some of 
NBC-TV’s starters have been sold, most 


notably to such 52 week standbys as 
Kraft and Chevrolet, neither Diagnosis 
nor Music as yet has a backer. CBS-TV 
does have another sponsored half-hour 
which qualifies as “new,” the still un- 
titled pre-election series which West- 
inghouse signed for long ago. Standbys 
with a new edition each week on ABC- 
TV are Dodge Dancing Party, Jubilee, 
Ted Mack, Dick Clark, and _ the 
Wednesday Night Fights. 


Politics, in fact, may provide the 
hot-weather high point for viewers who 
saw everything the first time around. 
Chunks of programming will give way 
to election coverage two weeks in July 
when the parties convene in Los An- 
geles and Chicago. Only CBS-TV has 
the package to date, with the multi- 
million Westinghouse convention elec- 
tion deal. 


The coming Civil War and situation 
comedy deluge is foreshadowed in 
Kraft’s replacements for Perry Como 
in the middle of the Wednesday night 
lineup on NBC-TV. Happy is a gun- 
fighter who lost an arm in the Civil 
War. Chevrolet’s Sunday night hour will 
be in the mystery category as the Sus- 
pense title implies, featuring name writ- 
ers, but will avoid violence, according 
to Executive Producer Henry Jaffe. 


Debuts ® NBC-TV’s Music on /ce, in 
the Sunday 8-9 p.m. period picks up the 
theme of one of last summer’s success- 
ful specials. U.S. Brewers Foundation 
(through J. Walter Thompson): put on 
an hour ice-skating show last June and 
liked it so well the brewers will program 
another one June 2. NBC-TV, tracking 
a national trend to rink skating, fash- 
ioned a series around it. Although the 
brewers are not involved in this new 
series, still unsold, they are buying an- 
other sport show, an Esther Williams 
acquacade, in the NBC-TV series of spe- 
cials replacing the Plymouth-Steve 
Allen show Monday nights, 10-11 
p.m. Other editions of the Monday 
summer specials will be a combina- 
tion of re-runs of last season’s spe- 
cials and new hours. NBC-TV is filling 
the hole left by the departing Gillette 
fights in the end hour Fridays with a 
new suspense show, Moment of Fear, 
originating in New York and to be pro- 
duced by Robert Stevens. 

Tv editors of newspapers are loudly 
criticizing the re-run season as will an 
occasional agencyman or advertiser. 
Still, in most cases the re-run represents 
a sponsor’s considered judgment in the 
context of a 52-week contract. And for 
the network it means a lot less peddling 
to fill the old-time “Summer Hiatus.” 


W® Network fare for the hot weather months ahead & 





@ Film sales 


Home Run Derby (Ziv-United 
Artists TV) 


Sold to Studebaker Lark Dealers, 
Allegheny County, on KDKA-TV Pitts- 
burgh; Galles Motor Co. on KOAT-TV 
Albuquerque; Armor & Co. on KXLY- 
TV Spokane; Foremost Dairies on 
KFDM-TV Beaumont, Tex., and 
Household Finance of Holyoke, Mass., 
in Boston. Station sales include: KPTV 
(TV) Portland, Ore.; WDBJ-TV Roan- 
oke, Va.; WJTV (TV) Jackson, Miss.; 
and WCTV (TV) Tallahassee, Fla. 

Now in 121 markets. 


Almanac (Official Films) 


Sold to WGN-TV Chicago; WOW- 
TV Omaha; KTSM-TV El Paso; KOB- 
TV Albuquerque, and WAFB-TV 
Baton Rouge, La. 

Now in 53 markets. 

Johnny Midnight (MCA-TV) 

Sold to Chef Milani Foods for one 
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California market; Roth Packing Co. 
for Illinois; Wultex Clothing Co. for 
upstate New York; Armour Meat Co. 
for Oregon; Cosby-Hodges Milling Co. 
and Golden Flake Inc. for Alabama; 
Armour & Co. and Liggett & Myers 
Tobacco Co. for North Carolina; Childs 
Big Chain Foods for Texas; R.J. Rey- 
nolds Tobacco Co. for Georgia, and 
Amoco Gasoline for Louisiana and 
North Carolina. 
Now in over 140 markets. 


Shotgun Slade (MCA-TV) 

Sold to Amoco Gasoline for three 
markets in Tennessee and Georgia; R. 
J. Reynolds Tobacco Co. (Wm. Esty) 
for one Wisconsin market, and Blue 
Plate Foods (Fitzgerald Adv., New 
Orleans) for Kentucky. 

Now in almost 200 markets 


Coronado 9 (MCA-TV) 


Sold to Amoco Gasoline for one 
Kentucky market and R.J. Reynolds 
Tobacco (Wm. Esty), for Georgia. 

Now in over 130 markets. 


Interpol Calling (Independent 
Television) 


Sold to Commonwealth Edison Co. 
(Leo Burnett) on WGN-TV Chicago; 
Piel’s Beer (Young & Rubicam) on 
WPIX (TV) New York; Pfeiffer Brew- 
ing Co. (Maxon) for Detroit and Grand 
Rapids-Kalamazoo; Krey Packing Co. 
(D’Arcy) for St. Louis; Miller High Life 
Beer and Pine Crest Realty Co. for 
Miami; First Federal Savings & Loan 
Assn. for Orlando, Fla.; Sealy Mattress 
for Pittsburgh and Renault automobiles 
for San Francisco. 

Now in 83 markets. 


Secret Life of Adolf Hitler (WPIX 
[TV] New York) 

Sold to WNBQ (TV) Chicago; KTVU 
(TV) Oakland-San Francisco; WITMJ- 
TV Milwaukee; KHOU-TV Houston; 
WPRO-TV Providence; KSL-TV Salt 
Lake City; KTVK (TV) Phoenix, and 
KFJZ-TV Fort Worth. 

Now in 28 markets. 
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7:30-8 | 8-8:30 8:30-9 | 9:30-10 10-16:30 10:30-11 
MAVERICK* LAWMAN® : ALASKANS* 
ABC [3/30-9/21] [7/10-9/25] [6/26-9/25] [6/19-9/25] STACCATO* 
= Kaiser, Drackett Reynolds, Whitehall Part. 2 
6 ces DENNIS* ED SULLIVAN GE THEATRE® HITCHCOCK* ] WHAT'S MY LINE 
z Kellogg, Best Food | Kodak, Colgate-Palmolive General Electric Bristol-Myers | TBA Kellogg, Sunbeam 2 
4 OVERLAND TRAIL* Ch MUSIC ON ICE | CHEVY SUSPENSE SHOW LORETTA YOUNG® 
noe [6/12-9/4] [5/8-9/4] [7/3-9/25] [6/26-9/11] STATION TIME 
__ Part. (starts 7 p.m.) Chevrolet Toni, Warner-Lambert | ao 
CHEYENNE®* BOURBON ST. BEAT* ADVENTURES IN PARADISE* AMATEUR HOUR 
> ABC [3/21-9/12] [7/11-9/26] [5/16 or 23-9/26] , Se 18) 
< Hermes SL tal Part. = Part. Part. harmaceuticals 
r=) KATE SMITH THE TEXAN® FATHER KNOWS BEST® | ‘ : HENNESEY* | JUNE ALLYSON SHOW* 
ees Whitehall B&W, Allstate Lever, Scott | svete nied a P. Lorillard, General Foods Du Pont 
g e5 ~RIVERBOAT® TALES OF WELLS FARGO® PETER GUNN* ALCOA/GOODYEAR THE’RE* SPECIALS* 
NBC [4/25-9/12] [6/26-8/29] [6/20-8/29] [6/27-9/19] [6/13-9/12] 
Part. Amer. Tobacco, P&G Bristol-Myers, R. J. Reynolds Alcoa, Goodyear ee a 
_ SUGARFOOT/BRONCO* WYATT EARP* RIFLEMAN* COLT .45* * 
a Part. General Mills, P&G P&G, Ralston, Miles B&W, Whitehall ee . ¥ 
a acca. DENNIS 0’KEEFE SHOW* DOBIE GILLIS* TIGHTROPE* TBA* 
wm CBS STATION TIME Oldsmobile | Philip Morris, Pilisbury | Pharmaceuticals, Amer.Tob. | Pet Milk, S. C. Johnson CEAGHOSES, HOMNCIDE 
2 % LARAMIE®* RICHARD DIAMOND* ARTHUR MURRAY* M-SQUAD* 
F wec [4/29-9/16] | el [6/28-9/20] [6/28-9/13] STATION TIME 
Part. | Sterling ecneudn nedlednn ne) Se aaa” ea 
2 rae OZZIE & HARRIET® HAWAIIAN EYE®* WEDNESDAY FIGHTS 
= ABC MUSIC FOR A SUMMER NIGHT [6/22-9/21] [7/13-10/5] [until 9/28] 
a | Eastman, Quaker Oats oe Te Part. — Rn ae Miles, B&W = = 
i ces TBA ype eape ae | MEN INTO SPACE* | THE MILLIONAIRE I'VE GOTASECRET | ARMSTRONG CIRCLE THEATRE/U. S. STEEL HOURY 
z American Tobacco Colgate-Palmolive R. J. Reynolds, Bristol-Myers wh _ Armstrong Cork, U. S. Steel — : 2 
8 WAGON TRAIN® = = ~—*(||_~—SSsé* XIE: IS: RIGHT TATE ~ THIS IS YOUR LIFE* ~ PEOPLE ARE FUNNY* 
= NBC | [6/29-9/21] [Continuing] [6/8-9/21] [6/29-9/21] [4/13-8/31] 
Part. Lever, Speidel Kraft P&G ee: Block Drug, Sterling — As 
ah ae a DONNA REED* REAL McCOYS* JEANNIE CARSON* UNTOUCHABLES* TAKE A GOOD LOOK 
> ABC STEVE CANYON* [6/30-9/22] [4/21-9/22] [6/30-9/22] [5/5-10/6] [due to end 7/14] 
< Campbell, Johnson & Johnson P&G Part. Consolidated Cigars 
9 cas ae TBA* | BETTY HUTTON SHOW? JOHNNY RINGO* ZANE GREY THEATRE* MARKHAM* TO TELL THE TRUTH | TBA* 
Ss | General Foods S. C. Johnson, P. Lorillard |S. C. Johnson, General Foods Schlitz, Renault R. J. Reynolds, Helene Curtis 
BAT MASTERSON* PRODUCERS’ CHOICE* BACHELOR FATHER® ERNIE FORD SHOW YOU BET YOUR LIFE* 
= nec | LAW “s a [6/30-9/22] [3/31-9/1] [Ends 6/23] [6/23-9/15] | STATION TIME 
. Sealtest R. J. Reynolds, Bristol-Myers | American Tobacco, Whitehall Ford Motor Pharmaceuticals Inc. Sy 
WALT DISNEY PRESENTS* ~ | MAN FROM BLACK HAWK* 77 SUNSET STRIP* DETECTIVES* 
ABC [4/8-9/23] [5/27-9/30] [7/15-10/7] [5/27-10/7] STATION TIME 
> Part. Miies, Reynolds bn al Part. _ P&G OR: ee. 
< CBs i RAWHIDE* ; cer ae HOTEL DE PAREE* | I LOVE LUCY* (CAMPAIGN SERIES) TWILIGHT ZONE* PERSON TO PERSON 
= eee)... ee | Carter, Liggett & Myers Westinghouse _|____Westinghouse General Foods, K-C —|_Allstate, Carter Products © 
vec | PLAY YOUR HUNCH HEAD OF THE CLASS CIMARRON CITY* contenant 4741 MOMENT OF FEAR 
[4/15-9/7] [6/24-9/7] [6/10-9/9] Part [7/1-9/2] 
HIGH ROAD* LEAVE IT TO BEAVER®* JUBILEE U.S.A. 
> ABC peng [6/24-8/27) | [7/2.9/24) | epee "Dodge desi “necedt8 9/241, 
alston | alston aA, ' i ane Sn a ____ Massey-Ferguson, Part. — ee fn 
2 cas PERRY MASON* ~ | WANTED DEAD OR ALIVE* | ~~ MR. LUCKY* | HAVE-GUN, WILL TRAVEL* GUNSMOKE* STATION TIME 
] Part. Brown & Williamson, K-C Lever, Brown & Williamson | Lever, American Home Prod. _Liggett & _ Myer, Rem. Rand Ss 5 a 
a BONANZA* ~~ [MAN AND THE CHALLENGE*; = THE DEPUTY® | PROJECT 20° _ | MAN FROM INTERPOL 
wm NBC [6/7-9/3] [6/11-9/3] [6/18-9/17] [7/16-9/17] | [Continues through 9/17] 
Part. Chemstrand, R. J. Reynolds Keliogg, General Cigar | Sterling 
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Dates in brackets are starting and ending date of summer run. 
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FALL LINEUP 
Tv network sponsors 
make late revisions 


While the television networks were 
hammering their summer program 
schedules into shape (see page 82), 
a spurt of 1960-61 business last week 
produced wholesale revisions in their 
new fall lineups. 

Alberto-Culver, Rexall, P. Lorillard, 
Reynolds Tobacco, Reynolds Metals, 
Procter & Gable, Sterling Drug, Chev- 
rolet, Bristol-Myers, Lever Bros., State 
Farm Mutual Insurance and S.C. John- 
son were among the advertisers re- 
ported signed or near signing during 
the week for nighttime network pro- 
grams next fall. 

The resultant shuffling and firming 
were accompanied by other changes by 
which the networks hoped to strengthen 
their 1960-61 schedules further, leav- 
ing the lineups reported only a week 
earlier (BROADCASTING, April 11) out- 
dated in mahy respects. Changes had 
been expected, however, and the word 
again last week was that more were 
sure to come. 

Here, by network, are the changes 
reported as of last Thursday in the 
nighttime schedules announced April 3 
by ABC-TV and NBC-TV and in those 
elements of the CBS-TV lineup which 
had been unofficially identified (all 
times are New York time): 

ABC-TV 8 Fred MacMurray Show, 
probably with Chevrolet sponsorship, 
was reported likely to go into the 
Thursday 9-9:30 period which had been 
tentatively reserved for Down Home. 
A Warner Bros. anthology was being 
considered for 10:30-11 on Thursdays 
instead of The Yank. Room For One 
More, a situation comedy, was in the 
running for 7:30-8 Fridays, and The 
Law and Mr. Jones, a drama with Proc- 
ter & Gamble set for sponsorship, was 
being substituted for an anthology at 
10:30-11 the same night. The Dick 
Clark Show, originally planned for Fri- 
day at 7:30, was rescheduled at 7-7:30 
Saturday. Though no program change 
was involved, Reynolds Metals buttoned 
up Harrigan and Son in the Friday 8- 
8:30 period. 

CBS-TV ® Unconfirmed reports said 
the Sunday evening schedule probably 
would open at 6 p.m. with To Tell the 
Truth or Person to Person, followed by 
20th Century at 6:30-7:30. Bristol- 
Myers was said to be buying Candid 
Camera for 10-10:30 Sunday. Also for 
Sunday, CBS announced that Lever 
Bros. and State Farm Mutual Insurance 
would sponsor Jack Benny in his origin- 
ally scheduled 9:30-10 period. 

The Weir Brothers and For Pete’s 
Sake, a pair of situation comedies, 
were being aimed for Mondays at 7:30 
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and 8, respectively. For Tuesdays, 
Dobie Gillis was moved into 8:30-9 
replacing Tom Ewell, who was resched- 
uled at 9-9:30. For Wednesdays, Aqua- 
naut, adventure drama, was pegged for 
7:30-8:30 and some thought reportedly 
was being given to moving the 601 Park 
Ave. detective-story hour to make way 
for two as yet undetermined half-hours 
between 8:30 and 9:30. I’ve Got a 
Secret was installed at 9:30-10 on 
Wednesdays. 

For Thursday, the choice for 7:30- 
8:30 was said to be between Checkmate 
and 601 Park Avenue; S.C. Johnson 
and Lorillard signed for Zane Grey at 
8:30-9; Angel, a comedy for which Gen- 
eral Foods signed some time ago, was 
inserted at 9-9:30, Ann Sothern was 
reported under consideration for 9:30- 
10 and Twilight Zone (perhaps with 
Orson Welles) or Dr. Kildare for 10- 
10:30. 

For Fridays, Route 66, an adventure 
story with Chevrolet reportedly set as 
part sponsor, was being considered for 
8:30-9:30. And although these were 
not certain, Westinghouse’s campaign- 
and-election roundup were said to be 
tentatively set for 9:30-10 and Twilight 
Zone, if it doesn’t go in to the Thurs- 


Here are the next 10 days of network 
color shows (all times are EST). 


NBC-TV 


April 19-22, 25-27 (6:30-7 a.m.) Con- 
tinental Classroom. 


April 18-22, 25-27 (11-11:30 a.m.) 
Price Is Right, participating sponsors. 


April 18-22, 25-27 (12:30-1 p.m.) It 
Could Be You, participating sponsors. 


April 18, 25 (10-11 p.m.) The Steve 
Allen Plymouth Show, Plymouth through 
N.W. Ayer. 


April 19, 26 (8:30-9:30) Ford Startime, 
Ford through J. Walter Thompson. 


April 19, 26 (9:30-10 p.m.) Arthur 
Murray Party, P. Lorillard through Lennen 
& Newell and Sterling Drug through Nor- 
man, Craig & Kummel. 


April 20, 27 (8:30-9 p.m.) Price Is 
Right, Lever through Ogilvy, Benson & 
Mather and Speidel through Norman, 
Craig & Kummel. 


April 21 (9:30-10 p.m.) The Ford Show, 
Ford through J. Walter Thompson. 


April 22 (9:30-10 p.m.) Masquerade 
Party, Hazel Bishop through Donahue & 
Coe, Block Drugs through Gray Advertising. 


April 23 (10-10:30 a.m.) Howdy Doody 
Show, Continental Baking, Nabisco through 
Ted Bates. 


April 23 (10:30-11 a.m.) Ruff and Reddy 
Show, Borden through Benton & Bowles. 


April 23 (7:30-8:30 p.m.) Bonanza, RCA 
through Kenyon & Eckhardt. 


April 24 (8-9 p.m.) Rexall Special, 
Rexall through BBDO. 


April 24 (9-10 p.m.) Dinah Shore Chevy 
Show, Chevrolet through Campbell-Ewald. 


April 24 (10-11 p.m.) Dow Hour of 
Great Mysteries, Dow Chemical Co. 
through MacManus, John & Adams. 














day night spot, for 10-10:30 Fridays, 

NBC-TV & A live drama series star. 
ring Shirley Temple was identified as 
Project X at 7-8 p.m. Sundays. and 
National Velvet, a family-appeal show 
with Rexall signed as alternate-week 
sponsor, was ticketed to follow at 8. 
8:30 instead of the originally scheduled 
No Place Like Home. Tab Hunter ip 
Bachelor at Large, situation comedy 
with Lorillard and  Alberto-Culver 
sponsoring, was moved into the Sun. 
day 8:30-9 spot in place of One Happy 
Family. NBC meanwhile announced 
that Chevrolet would be back with 
Dinah Shore at 9-10 as scheduled. The 
Sunday 10:30-11 period became tem- 
porarily open with transfer of the 
Barbara Stanwyck dramatic show to 
Mondays at 10-10:30 with Alberto- 
Culver as alternate-week sponsor. 

In other Monday-night changes, 
Klondike was expected to go, probably 
with Reynolds Tobacco sponsorship, 
into the 9-9:30 spot in place of Tall 
Man. The 9:30-10 period, originally 
down for Hollywood Angel, was desig- 
nated open and the hour-long specials 
at 10-11 were rescheduled to Tuesdays 
at the same time. 

Sterling Drug signed for part spon- 
sorship of Thriller, mystery-suspense 
hour, which was scheduled to move to 
9-10 Tuesday’s, ousting Dante and The 
Westerner. Move of Tab Hunter to 
Sunday nights left Wednesdays 10:30- 
11 open. There was no change in 
Thursday’s scheduling, but Alberto- 
Culver signed to sponsor This Is Your 
Life in the 10:30-11 spot. 

For Fridays, replacements were be- 
ing considered for Raven at 7:30-8:30, 
and Dante, an adventure series, was be- 
ing considered as replacement for Head- 
quarters at 8:30-9. On Saturdays, Tall 
Man, a western, was under considera- 
tion for 8:30-9 in place of Klondike, 
which was expected to go into Tall 
Man’s originally scheduled Monday- 
night period. Band of Gold might be in- 
serted at 9:30-10 Saturdays, in which 
case World Wide 60 would move back 
to 10-11 instead of 9:30-10:30. 


Coior cartoon plans 


In its first foray into the domestic 
tv film production field, Fremantle In- 
ternational Inc., New York, has an- 
nounced that the company is co-pro- 
ducing a series of Goldentoon five- 
minute color cartoons in association 
with Cullen Assoc., New York. Fre- 
mantle has been active in the overseas 
distribution of tv films. Goldentoons 
will be animated versions of both Little 
Golden Books and Golden Records and 
will employ the original story material 
and soundtrack. Groups of three or 
four of the cartoons will be offered to 
national sponsors for inclusion in net- 
work children’s programs. 
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America’s modern way of doing business 


Pa 


| Trainers, veterinarians, cattlemen tranquilize animals safely with Cap-Chur syringe-rifle... delivered by AIR EXPRESS 


Air Express gives sleep-gun fast, kid-glove handling 


When a toothache turns Jackie, a docile movie lion, into a pain-maddened beast—l/ook out! For 
trainer Melvin Koontz it’s no problem. One “pffft” from his Cap-Chur air-rifle sends Jackie quickly 
off to dreamland... and to the veterinarian. The magic bullet is a harmless tranquilizing syringe. 
Both rifle and “ammo” were shipped via AIR EXPRESS from Atlanta, Georgia to Jungleland, Cali- 
fornia... and got kid-glove handling and dependable, 
overnight delivery... at low cost. These advantages can 
help your business, too. Call AiR EXPRESS and speed 
your products FIRST TO MARKET... FIRST TO SELL! 


© CALL AIR- EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY ¢ GETS THERE FIRST VIA U.S. SCHEDULED AIRLINES 
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NO MIAMI IN MINNEAPOLIS 


D.j. meeting is far cry from last year; 
serious debate produces code of ethics 


The First Annual Membership Meet- 
ing of the Disc Jockey Assn., April 9- 
10 in Minneapolis was a far cry from 
the riotous Second Annual Radio Pro- 
gramming and Pop Music Disc Jockey 
Convention, held in Miami Beach last 
Memorial Day weekend. 

In Minneapolis, the disc jockeys 
were strictly businessmen. 

In Miami Beach “some 3,000 disc 
jockeys, station executives, record com- 
pany salesmen and talent sunned, 
swam, swizzle-sticked and business-ses- 
sioned their way” through a three-day 
weekend. It was estimated the soiree 
cost the Storz Stations, conveniton 
host, $55,000 and the record com- 
panies another $200,000 out of a total 
collective tab more than $800,000 
(BROADCASTING, June 8, 1959). 

The Minnéapolis meeting had no 
host, no record company representa- 
tion, no sunning, no swimming and 
very little swizzle-sticking. About 100 
disc jockeys met to frame a code of 
ethics and elect officers (see box). 

Debate Consideration ® The DJA 
code was produced after hours of earn- 
est consideration and heated debate by 
a committee under the chairmanship 
of Grahame Richards, program direc- 
tor of the Storz Stations. It was unani- 
mously approved by the membership. 
The code states that each DJA mem- 
ber “accepts as continuing requirement 
of his position the obligation to enter- 
tain and to inform the listening au- 
dience to the best of his abilty within 
the framework of his station’s policies 
and industry-wide governmental regu- 
lations.” 

In fulfilling his obligations, the code 
proposes that each member should be 
guided by these principles: 

“That such individual judgment and 
discretion as is granted to him by his 
station for the selection of recorded 
music to be broadcast should be based 
on his fair and unbiased evaluation. In 
order to prevent having his judgment 
influenced, he shall avoid the accept- 
ance of any favors from interested par- 
ties which may tend to evoke a sense 
of personal favoritism or professional 
obligation. 

“That he shall have no outside in- 
terest, business or professional connec- 
tions without the advance knowledge 
and approval of station management. 

“That he shall so conduct himself, 
on and off the air, as to bring credit, 
distinction and public approval to the 
broadcasting industry.” 

Changing Atmosphere ® No one who 
has seen the word “payola” blazoned 
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in 96-point type across the front page 
of his daily newspaper has to wonder 
what caused the change in climate 
from the disc jockeys’ gatherings in 
1959 and 1960. The tv investigations 
arising from charges, denials and, at 
long last, confessions of rigged quiz 
shows, turned to radio with companion 
charges that some of the records on 
the most-played lists won their enviable 
position not from merited choice but 
from payment for placement. Oaths of 
purity were required of record players 
by station managements; legislation to 
ensure such purity was proposed in 
Congress; all d.j.’s were questioned. A 
few were found guilty and lost their 
jobs. 

Jim Hawthorne, Sunday night disc 
jockey at KFWB Los Angeles, weekday 
weatherman and host to the late movies 
on KTTV (TV) in that city, was re- 
elected to his second term as DJA pres- 
ident. He emphasizes that the organi- 
zation’s origin predates the current in- 
vestigations. It was early in 1958, he 
recalls, that Bill Gavin, radio program 
consultant who is now DJA treasurer, 





DJA officers 


In addition to framing a code 
of ethics, the Disc Jockey Assn. 
elected officers to carry out its 
—_ Ga program for the 

, coming year. 
Re-elected pres- 
ident for a sec- 
ond term was 
Jim Hawthorne, 
KFWB Los An- 
geles. Other 
officers are Scott 
Muni, WMCA 
New York, first vice president; 
Bob (Coffeehead) Larsen, WRIT 
Milwaukee, second vice president; 
Fred Hohl, WAME Miami, third 
vice president; Grahame Rich- 
ards, Storz stations, fourth vice 
president; Bob Cooper, K VI Seat- 
tle, fifth vice president; Gene 
Kaye, WAEB Allentown, Pa., 
sixth vice president; Bill Ellis, 
KEWB San Francisco, secretary, 
and Bill Gavin, radio program 
consultant, treasurer. 

Mr. Larsen was also named to 
the new DJA post of communi- 
cations officer. He is responsible 
for disseminating information 
from DJA to its membership. 
Four regional directors will assist 
Mr. Larsen in his duties. 






HAWTHORNE 














approached him with the idea of a pro- 
fessional association of disc jockeys 
designed to encourage a higher public 
regard and respect for the profession. 

Mr. Hawthorne says the DJA has 
won the support of a number of broad- 
casters whose stations specialize in dj, 
programming. Todd Storz, president 
of the Storz stations; Lionel Baxter. ex- 
ecutive vice president of the Storer sta- 
tions; Gerald Spain, program director 
of WHK Cleveland (one of the Metro. 
politan stations); Joel Sebastian of 
KLIF Dallas (a McLendon station) and 
Chuck Blore, program vice president 
of Crowell-Collier’s broadcast division 
and program director of KFWB Los 
Angeles, were among the management 
representatives at the Minneapolis meet- 
ing, Mr. Hawthorne reported. He paid 
special tribute to the efforts of Robert 
Purcell, head of Crowell - Collier's 
broadcast operations, for eliciting the 
support of station management for 
DJA. “Without Mr. Purcell, there 
wouldn’t be an association today,” Mr. 
Hawthorne said last week. 

Support NAB Stand ® In addition to 
drafting and adopting a code of ethics, 
the DJA membership authorized DJA’s 
attorney, Ben Starr of New York, to 
draft a letter to the National Assn. of 
Broadcasters in support of NAB’s stand 
on the current FCC interpretation of 
Sec. 317 of the Communications Act. 
The d.j.’s say an announcement that 
records were not purchased but sup- 
plied free works an unwarranted hard- 
ship on both the station and its au 
dience. 

Rep. Oren Harris (D-Ark.), chairman 
of the House Legislative Oversight 
Subcommittee which has spearheaded 
the government’s payola investigation, 
was invited to attend the DJA meeting. 
Wiring his regrets, Rep. Harris said: 
“I applaud your efforts to crystallize 
your association into a strong cohesive 
force in the interests of the radio in- 
dustry and formulation of a code of 
ethics for those of your industry.” 


KYW-TV pre-empts 


‘Today’ for etv show 


KYW-TV Cleveland pre-empts a half- 
hour of the Today show each Tuesday 
to present a program designed to keep 
area teachers abreast of modern edu- 
cational developments. Titled Tomor- 
row’s Learning—Today, it will be 
watched by 2,000 teachers in class- 
rooms of 21 area schools from 8-8:30 
a.m. for eight consecutive Tuesdays. 

Dr. Bernard H. Gundlach, associate 
professor of mathematics at Bowling 
Green State U., is the instructor. The 
show will center around methods of 
making grade school arithmetic and 
algebra novel and exciting to the stu- 
dents. 
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KIM HUNTER AND DANE CLARK IN JHE CLOSING DOOR ON “‘THE PLAY OF THE WEEK’’—AN NTA RELEASE 


e 50 


Yee 


It’s “SCOTCH” BRAND Video Tape “Live” Action for 


“THE PLAY OF THE WEEK 


[J Television is proving its potential again this 
season to viewers across the nation. Each week 
“The Play of the Week”, a highly-acclaimed 
dramatic series, presents a theater classic with a 
cast of top Broadway talents. Integral to the show 

is “Scorcn” BRAND Video Tape, used by the 
show’s producers, National Telefilm Associates, 
Inc., to capture the “‘live”’ perfection of the origi- 
nal performance. Tapes are then used for rebroad- 
cast by television stations from coast to coast. 
C) And so it goes throughout the television industry. 


Memorable moments as well as “hard-sell’’ com- 
® mercials are being captured on tape in increasing 
) numbers. The wonder of tape pares production 
} costs substantially, creates “fluff-free” perform- 
» ances, permits flexibility in rehearsals and shoot- 
ing. Is it any wonder that tape has revolutionized 
the television industry? [] “Scorcn’’ BRAND 
Video Tape, like audible range and instrumenta- 
tion tapes, was pioneered by 3M research—the 
kind of research that keeps 3M magnetic products 
first in proved quality for professional use. 


Miienesora Jffinine ano )/fanuracrurine company 
... WHERE RESEARCH IS THE KEY TO TOMORROW 
“Scorcn” and the Plaid Design are Registered Trademarks of 3M Co., St. Paul 6, Minn. Export: 99 Park Ave., New York. Caruda: London, Ontario. © 1960 3M Co. 
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FOREIGN SNAG IN TV FILM TALKS 


Producers offer pension plan payments instead of residuals 


Fees for foreign broadcasts of US. 
produced tv film programs continue as 
the major hindrance to completion of 
a contract between the writers and pro- 
ducers of tv film programs. Negotiat- 
ing committees of Writers Guild of 
America and the Alliance of Television 
Film Producers met last Tuesday and 
again on Wednesday (April 12-13). 
They adjourned without setting a date 
for the next meeting. Meanwhile, the 
guild committee will study a formula 
proposed by the producers for payments 
to a pension plan, offered in lieu of for- 
eign residuals. The question unan- 
swered last week was whether WGA 
will accept any substitute or hold out 
for foreign residuals. 

Today (April 18), WGA negotiators 
are scheduled to meet with a similar 
group from the Assn. of Motion Picture 
Producers. This is the first time the 
writers and the major motion picture 
producers have met since 10 days be- 
fore the WGA strike against AMPP 
began last Jan. 16. Both sides were 
cautious about predicting what may 
happen. But an optimism was reflected 
that the method of settlement of the 
conflict between AMPP and the Screen 
Actors Guild (AT DEADLINE, April 11) 
might be applicable here as well. 

In both disputes, the paramount issue 
was the demand of the guilds for addi- 


tional payment to their members when 
post-’48 theatrical motion pictures on 
which they were employed are sold to 
television. The new AMPP-SAG con- 
tract calls for such payment to actors 
for theatrical films produced after Jan. 
31, 1960. But the actors did not win 
these fees for movies produced between 
Aug. 1, 1948, and Jan. 31, 1960. In- 
stead, the producers agreed to contribute 
$375,000 toward establishing a health 
and welfare fund for actors and to 
make payments totaling $2.25 million 
to give actors a pension plan similar to 
that enjoyed by other motion picture 
unions. 

Unlike the actors, the writers have 
been participating in the Motion Pic- 
ture Industry Pension Fund, so that 
part of the formula used in settling the 
SAG-AMPP strike could not apply 
here. WGA does not have a health and 
welfare plan, however. The attitude of 
many writers is reported to be that 
their dispute with the producers is 
primarily a matter of money and that 
the method of payment does not matter 
very much, so long as the money is 
forthcoming. 

Next item on the SAG agenda is to 
negotiate a new contract with the tv 
film producers. The former agreement 
was to have expired on March 31. But 
because SAG was then embroiled in its 


strike against the major movie makers, 
the tv contract was extended for an in. 
determinate period not to exceed 60 
days. SAG has not yet drafted the de. 
mands it will present to the tv film pro- 
ducers, but expects to do so in time for 
negotiations to begin early next month. 

An added starter in the list of those 
asking for a share in the proceeds from 
the sale of theatrical motion pictures to 
television is the Composers and Lyri- 
cists Guild, which has NLRB certifica- 
tion as bargaining agent. Like the other 
guilds, CLG wants a share of the ty 
money and has called a membership 
meeting for Thursday (April 21) at the 
Beverly Hills Hotel, to ask for author- 
ization to strike against the major film 
producers. 

AMPP has had no formal demand 
nor any request for negotiating meet- 
ings from the International Alliance of 
Theatrical Stage Employes, which ear- 
lier made known its position that it 
would expect double the amount given 
to all other guilds and unions for the 
rights to use the theatrical pictures on 
tv, to be allotted for the studio crafts- 
men and technical employes belonging 
to the more than 20 unions linked to- 
gether as branches of IATSE. It is be- 
lieved probable that IATSE will not ap- 
proach the AMPP until the producers’ 
association has reached agreements 











New news ® In a time when news- 
men are preoccupied with “news in 
depth,” WNEW-TV New York has 
decided to add another dimension 
to its coverage, news for children. 

Children’s news segments pre- 
miered this month on two shows, the 
weekday morning Sandy Becker 
Show, and the weekly Wonderama, 
three-hour Sunday morning program 
conducted by Sonny Fox. The pro- 
gramming grew out of station re- 
search confirming for WNEW-TV 
that there is a need of “news for the 
tremendous children’s market.” 

Segments on the Sandy Becker 
Show use government sources and 
occupy the final five minutes of the 
daily 8:30-9:30 a.m. show time. 
News on the Sunday Wonderama 
takes the form of 15-minute in-depth 
discussions by children themselves. 
The first one was on presidential 
primaries April 3, presented with a 
mock primary and recorded mes- 
sages from Sens. John Kennedy (D- 
Mass.) and Hubert Humphrey (D- 
Minn.) asking for the young New 
Yorkers’ “votes.” 
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with the writers and directors and pos- 








sibly other groups as it has with the 
actors on sharing tv receipts from the 
sale of theatrical movies. 

The Directors Guild of America pre- 
sented its demands to ATFP and 
AMPP Thursday (April 14) in a two 
hour session that adjourned without any 
date being set for resumption of nego- 
tiations. The current guild contract, 
which expires April 30, is a joint pact 
covering all film production, whether 
for theatrical or tv use, unlike the prac- 
tice of WGA and SAG which have 
separate contracts with ATFP and 
AMPP. 

Like the other guilds, DGA is asking 
for a share in proceeds from the tv use 
of theatrical films, extra payment for 
foreign use of tv films and increases in 
minimum wage scales (BROADCASTING, 
April 11). 


WGA, networks agree 


The Writers Guild of America and 
NBC, ABC and CBS have reached 
agreement on a new contract covering 
tradio-tv staff and freelance writers. A 
WGA spokesman said the proposed 
pact will be submitted to the member- 
ship for ratification in about 10 days. 
Neither the networks nor the union 
would discuss details of the agreement, 
though the union had sought a substan- 
tial increase in wages and freelance fees 
and a provision for payment for over- 
seas sales of programs. 


Only 33 can collect 
in BMI suit—Ryan 


The judge in charge is on record as 
making clear that only the 33 plaintiffs 
in the so-called ‘“song-writers’ suit” 
against BMI and the broadcasting in- 
dustry are eligible to collect damages 
in the suit. 

The ruling by Judge Sylvester Ryan 
in U.S. Court for the Southern District 
of New York was expected to impede 
seriously the plaintiffs’ practice of so- 
liciting contributions from non-plaintiff 
songwriters to help pay for the prosecu- 
tion of the suit. The plaintiffs have 
Maintained that they were suing both 
for themselves and in behalf of some 
3,000 other songwriters. 

Judge Ryan also indicated, although 
he said this would not be binding on 
the trial judge, that the plaintiffs might 
not be permitted to present testimony 
by other songwriters in their effort to 
make their case. 

The suit seeks $150 million damages, 
but earlier rulings denied the song- 
writers the right to recover for non- 
dramatic performance rights, which de- 
fendants say account for practically all 
of the damages sought. 
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ECONOMY VIDEO SYSTEMS... 
From ELECTRON CORPORATION 





For Education For Commercial 


From a single camera to a complete broadcast or closed 
circuit television system, Electron Corporation provides a sat- 
isfactory result at, oftentimes, startlingly low prices. May 
we hear your ideas and give you a quote on your needs? 


Broadcast Television Packages Economy Television Camera Chains 


Closed Circuit Television Systems Remote Control Television Systems 


Translator Television Systems Television Distribution & Receiving Systems 


ELECTRON CORPORATION 


Subsidiary of Ling-Altec Electronics, Inc. 


Phone: Adams 5-3424 
or Adams 5-3273 


P.O. Box 5570 


Dallas, Texas 
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Weaver says quality 


Leaders in visual communications 
last week heard a plea for a “cultural 
breakthrough” in television and a pre- 
diction that video tape will replace film 
entirely in tv within three to five years. 

These were the tv highlights of a 
two-day International Visual Commu- 
nications Conference held in New York 
under the auspices of the Art Direc- 
tors Club of New York. In a pre-con- 
ference session, the club presented its 
annual awards for artistic creations in 
1959, including tv commercials (see, 
page 46). 

The call for a cultural breakthrough 
came from Sylvester L. (Pat) Weaver 
Jr., former NBC chairman and now 
chairman of McCann-Erickson Corp. 
(International). 

Mr. Weaver challenged those execu- 
tives at tv’s helm.who feel cultural 
programming will not work and that tv 
must prograrh “what the people want.” 
To the contrary, he said, “quality” or 
cultural programming can work for the 
public and the public can want such 
shows if they are programmed and 
scheduled correctly and sold knowledge- 
ably. 

Wrong Time Slots = At one point, 
Mr. Weaver, who delivered the key- 
note address to the conference, said 
current failings in “non-fiction” pro- 
gramming can be laid to the shows ap- 
pearing at the wrong times and to 
wrong exploitation. (He made an ob- 
lique reference to NBC-TV’s slotting 
public service programming in prime 
time on Saturday night.) 

The communications industry, said 
Mr. Weaver, must “fight always for 
quality” while disseminating informa- 
tion about the “new age” the world is 
entering. He noted, for example, that 
communications advances would mean 
that in time women freed by modern 
appliances from “drudgery of work 

. will not be either frustrated or 
trivialized in interests by mesmerizing 
entertainment, but rather will be shown 
what leisure can mean to the whole 
person.” 

What can tv leaders do: “Elevate 
standards and inspire the finer things” 
... “Let it be known that management 
will reward the new and experimental.” 
Said Mr. Weaver: Those at the top in 
tv should be doing “more shows about 
the real world,” and providing tv pro- 
grams to “upgrade and uplift” the tv art. 
They have “no excuse” for not bringing 
the “glory and excitement of the real 
world” to the public, Mr. Weaver ob- 
served, adding that management in tv 
is in need of thinking that is not “ante- 
diluvian.” He attacked what he called 
“slipshod reasons” of tv executives in 
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CALLS FOR MORE TV CULTURE 


can work for public 


perpetuating a notion that tv must pro- 
gram what the people want. His theme: 
As in the uphill fight to gain acceptance 
among advertisers for the spectacular, 
people couldn’t determine whether or 
not they wanted them because “people 
didn’t know what they were.” 

Comics and Sports = If the current 
“electronic attitude” were applied by 
newspapers in the same manner as in 
television, papers would run only “com- 
ic strips and sports pages,” Mr. Weaver 
avered. 

In another session, Charles Black, 
finance officer of Ampex Corp., pre- 
dicted that “electronic video-tape proc- 
esses” will replace “photo-chemical 
processes” in television production with- 
in three to five years, film photography 
having a “little or no application.” Mr. 
Black hailed the Ampex-developed “in- 











axe *~ g°3 


Cartoon disc jockey = Each 
morning from 7 to 9 a.m. WLOS- 
TV Asheville, N.C., caters to the 
cartoon lovers in its area. Cartoon 
Parade, with host Bill Norwood 
(above) runs cartoons on the 
basis of audience request. The 
station keeps its Popeyes, Daffy 
Ducks, and Mickey Mouses well 
catalogued and filed in a library 
that holds over 2,000 films. The 
station explains that most viewers 
request cartoons in a_ general 
way—‘play a Bugs Bunny,” for 
instance. However some requests 
get more specific: “. . . the one 
where the lion chases the cat.” 
Then it’s up to Mr. Norwood who 
receives an average of 150 re- 
quests a day to put his memory 
to use. An iron-clad rule is never 
failing to read a name (with an 
extra “thank you” if a cartoon 
can’t be slated). 














tersync” which permits editing of tape 
with ease as a breakthrough Permitting 
tape to be used in as many versatile 
ways as any other product including 
film. 

Future advances — The tape tech. 
nique, he commented, was not static; “It 
hasn’t even got started.” In video-tape 
other advancements were seen by Mr, 
Black: Highspeed duplication of tapes; 
better cameras (he noted the Marconi 
camera and the new RCA camera al- 
ready introduced), electronic editing and 
splicing (as already shown at the NAB 
convention), electronic wave-length 
lighting, cartridge automatic program- 
ming, smaller, lighter and cheaper re. 
corders and home tv recorders. 

Ironically Mr. Black followed ap 
Eastman Kodak speaker who appeared 
earlier that afternoon (Norman Ef, 
Salmons, manager, Eastman’s Audio- 
visual service) on new audio-visual de- 
vices developed by that company which 
also is a leading supplier of motion 
picture film. 


Five stations win 


SDX journalism award 


Winners of Sigma Delta Chi’s 28th 
annual Distinguished Journalism Serv- 
ice Awards are being announced today 
(April 18) by Victor E. Bluedorn, na- 
tional awards director. 

Among the recipients are WBZ-TV 
Boston (Westinghouse station), WGN- 
TV Chicago (owned by the Chicago 
Tribune), WIP Philadelphia (Metro- 
politan station), and newsmen for 
KPFK-FM Los Angeles and KGVO 
Missoula, Mont. 

Bronze medallions and plaques will 
be presented at the national professional 
journalistic fraternity’s annual awards 
banquet at Washington’s National Press 
Club May 18. They will be given to 
WBZ-TV for public service in tv jour- 
malism, WGN-TV for tv _ reporting, 
WIP for public service in radio jour- 
nalism, KPFK-FM’s program and pub- 
lic affairs director, Gene Marine, for 
radio newswriting, and to KGVO’s news 
director, Donald H. Weston, for radio 
reporting. 

The presentations will be made by 
V.M. Newton Jr., managing editor of 
the Tampa (Fla.) Tribune and SDX na- 
tional president. 

The awards, made annually since 
1932, cover 15 categories, including ra- 
dio and tv. 

The citations: 

To WBZ-TV—For a “comprehensive 
and imaginative report” (Sick Transit), 
for focusing attention on a metropolitan 
problem and skillfully dramatizing solu- 
tions. 

To WGN-TV—For coverage of a 
Chicago Midway Airport crash, despite 
pre-dawn obstacles; getting the siory 
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The Business 
The 
Stage Coach 
Lost! 





In its day, the stage coach was tops. With the freight wagon, it 
served communities with no other suitable transport. When the 
railroads reached enough of the old stage towns, the coach and 
freight wagon faded into dusty frontier history. 


Not only because the railroad could better handle the existing 
business the stage coaches had, but more importantly because the 
enormous new business created by superior service was traffic 
which could never have been handled by muscle power. 


In transportation, as in other fields, business tends to go to 
those best qualified to handle it . . . to those able to provide, over- 
all, the best service. And new forms of transportation in turn 
create new business the older forms never had. 


Not all the freight handled by motor truck has been taken from 
railroads, to cite an example, nor is all air freight business diverted 
from either railroads or trucks. Availability of truck service has 
created vast new markets for industry and agriculture — many 
of them beyond the physical service facilities of other forms of 
transportation. 


Trucks are fast, flexible—able to pick up, deliver or line haul 
any time of the day or night wherever there are roadways. That is 
why trucks today haul more tons of freight, within and between 
communities, than all other forms of transport combined. 


AMERICAN TRUCKING INDUSTRY 


American Trucking Associations, Inc., Washington 6, D. C. 
THE WHEELS THAT GO EVERYWHERE 
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“accurately, completely, effectively and 
uniquely.” A vivid, direct assessment 
of loss of life, injuries and property 
damage, eye-witness account and follow- 
up interview. 

To WIP—For its series, World in 
Perspective, thoughtfully conceived and 
effectively produced, bringing obviously 
strong audience impact. Other virtues: 
international scope, coverage of a wide 
range of subjects and directness of ap- 
proach. 

To Mr. Marine of KPFK-FM—For 
depth newswriting of the celebrated 
Caryl Chessman case. Though the lat- 
ter’s drawn-out legal fight to escape the 
gas chamber was headline news, Mr. 
Marine reported in depth—a docu- 
mentary spanning 11 years. 

To Mr. Weston of KGVO—For ra- 
dio reporting in direct broadcasts from 
the scene of the Madison Canyon-Yel- 
lowstone Park earthquake and in tape 
recorded interviews with survivors and 
rescue workers—under extremely dif- 
ficult working conditions. 


Broadcast members 
in AP increase 


Radio-tv membership in the Associ- 
ated Press rose from 1,878 in 1958 to 
2,042 in 1959. Frank J. Starzel, AP 
general manager, reported to members. 

The general manager’s Annual Re- 
port, mailed to members in advance of 
the annual meeting in New York on 
April 25, shows that publication mem- 
bership rose slightly from 1,763 to 1,- 
778 in 1959; 537 members were served 
directly on the Wirephoto network and 
91 others subscribed to other types of 
wirephoto service. 

The number of countries served 
abroad, Mr. Starzel said, reached 75, 
with the addition of service to Bulgaria 
and Honduras. 

Mr. Starzel 


noted that the year 


brought expansion of activity in the 
AP news report in response to the “ever- 
growing demands by newspapers and 
broadcasters for more _ reporting-in- 
depth, more analysis of significance in 
events and trends and wider portrayal 
in human interest or ‘people-to-people- 


7” 


terms. 


‘Herridge’ sales rise 


everyplace but U.S. 


CBS films has been bunching sales 
abroad for its taped Robert Herridge 
Theatre but the going is sticky in the 
U.S., though Polaroid reportedly has 
shown interest. There are 26 shows 
in the anthology, an experimental con- 
cept that budgeted each show at an 
estimated production cost under $15,- 
000 (BROADCASTING, May 18, 1959). 

The boxscore stood two weeks ago: 
entire series sold to Australian Broad- 
casting Commission to be telecast on 
six stations about July 1; similarly to 
the Canadian Broadcasting Corp. for 
broadcasts to begin July 5 on CBC's 
35-station English speaking network 
10:30-11 p.m., and individual programs 
in the series to stations in Sweden, 
Denmark, Germany and _ Finland. 
Should CBS Films fail to find a net- 
work slot for the series—even as a 
summer replacement—it will place the 
programs in syndication in anticipation 
that a profit could be returned if the 
series is sold to six stations in major 
markets at the market price. 


Capitol Records offers 
stations three plans 


In the first official action by a rec- 
ord company since the FCC’s March 16 
notice on sponsor identification, Capi- 
tol Records Distributing Corp. has 
announced that it is offering radio sta- 





One of the advantages of having 
film backlogs to sell to television is 
pointed up in the second quarter 
report of Metro-Goldwyn-Mayer. 
Whereas gross revenues from tele- 
vision activities amounted to only 
$7,982,000 of the company’s $65,- 
147,000 gross. in that period (28 
weeks ending March 17), they 
amounted to $5,402,000 of the com- 
pany’s $8,957,000 net. 

The obvious reason: TV film 
rights, having been amortized years 
back, don’t shrink much going from 
gross to net. By comparison, the 
$49,181,000 gross from film produc- 
tion-distribution and foreign theatres 
shrank to $1,393,000 in net, and the 





Backlog sale booms MGM net 


$7,291,000 gross from records and 
music shrank to $1,469,000 in net. 

M-G-M’s _§after-taxes-and-interest 
net profit was $3,739,000 for its 
second quarter 1960. This compared 
to $3,798,000 for the same period 
a year earlier. The respective divi- 
dends were $1.47 in 1960 and $1.80 
in 1959. : 

M-G-M noted that $6,434,000 of 
its tv gross was for licensing of pre- 
1949 features and shorts to tv, while 
$1,548,000 was grossed on film 
series and commercials produced for 
tv. The company said that existing 
contracts for pre-1949 product will 
bring in another $25,863,000 before 
they run out. 
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tions three plans for obtaining Capi 
and Angel recordings. 

M.D. Schuster, Capitol vice ore 
dent for distribution, outlined the pla 
in a letter to program directors. He sai 
that stations (1) now receiving fr 
records could continue to do so in th 
future; (2) may subscribe to Capi 
and Angel programming services, ag 
(3) may purchase recordings at 
distributor’s price (46 cents for mo 
phonic singles). 

Capitol said that it was the fi 
company to give free records to rad 
stations—beginning in 1943. 

In a related development, Capitg 
Records Inc. President Glenn Wallich 
joined the long list of those asking th 
FCC to reconsider its order that 
free records must be identified as sud 
when broadcast by stations. In a 
to the commission, Mr. Wallichs sai 
that the present literal interpretatio 
creates a “situation in which it is all bu 
impossible for new, young talent to 
heard via records.” 


News Assoc. plans 
convention coverage © 


News Associates Inc., Washingta 
audio news service, has made extensi 
plans for coverage of the political con 
ventions of the two major parties. 
plans to set up a special leased ling 
to feed convention activities live 
subscribing stations, in addition f 
taped excerpts, interviews and a wrap 
up program on election eve and elec | 
tion night. 

President Herbert Gordon report 
that five stations have signed uv for 
the convention service so far: WGN 
Chicago; WHAM Rochester: WHAS 
Louisville; WJR Detroit and WTAG 
Worcester, Mass. Convention activities 
will be covered by an NAT staff of 
Political reporters and editors from the 
Washington bureau, including Donald 
Bowers, executive news editor and a 
team of station editors. Among these 
are William Small, news director of 


Philc 
WHAS and president of the Radio insta 
Television News Directors Assn., and Phil 
William Sheehan, news director of . 
WIR. ge 
@ Program shorts colo 
Adult cartoons ® Bob Elliott and Ray rai 


Goulding, stars of CBS Radio’s Bob P 
and Ray Show, will poke fun at time- 


honored motion picture plots in a new Wri 
tv series, Bob and Ray’s Hollywood TU 
Classics, aimed at adult viewers. Pro- §* Fi 


duction is reported to have started on 
the first of 39 half-hours, all of which 
will be produced entirely by Messrs. 
Elliott and Goulding at their own ani- 
mation studios. The cartoons wili be 
packaged through Kennedy Films Inc. 
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PHILCO MICROWAVE 
TV RELAY SYSTEMS 


for high-fidelity transmission of both Closed 
Circuit and Broadcast signals...at minimum cost 


Philco microwave systems are “made-to-order” for you . . . designed, engineered and 
installed to meet your specific requirements. Stable, broad band transmission makes 
Philco microwave equally applicable to closed circuit TV for educational and industrial 
use; for community TV and for S-T-L relay. 

Philco TLR-6 microwave provides economical transmission of NTSC compatible 
color or monochrome TV signals, plus full audio channel. It also provides the highest 
power in the industry—1 full watt output, to assure outstanding operational reliability 
for continuous, unattended service. 

Philco engineers will be happy to help you with your special microwave requirements. 
Write today for additional information. Inquire, too about Philco’s highly efficient 
TURNKEY SERVICES which include . . . Site Survey « System Planning « Installation 
* Field Service. 








PHILCO 
TLR-6 TRANSMITTER 





Government & Industrial Group, 4700 Wissahickon Avenue, Philadelphia 44, Pa. 
In Canada: Philco Corporation of Canada Limited, Don Mills, Ontario. 


PHILCO 


BE) Hamous for Quality the World Over 





and distributed and sold through Cali- 
fornia National Productions Inc. 


Channel image ® Modern Broadcast- 
ing Inc., New York, is offering tv 
stations a Channel Image Identification 
Plan, which consists of 20 fully ani- 
mated segments in either color or black 
and white. The company assures ex- 
clusivity in a market and delivery in 30 
days of eight 2-second, nine 10-second, 
and three 20-second customized seg- 
ments. The production team includes 
Larry Elgart for music, Abe Ajay for 
creative art and Elektra for animation. 
MBI’s new location: 545 Fifth Ave., 
zone 17. 


60-year coverage ® Milestones of the 
Century, consisting of 260 three and 
one-half minute films of news stories 
going back to 1900, is now offered by 
Cinema-Vue Corp., New York. The 
series is produced by Pathe News Inc., 
New York. Ed Herlihy, tv announcer, 
narrates the program which is designed 
for five times weekly telecast. 


Old sailors never die ® Screen Gems 
Inc., N.Y., has completed a co-produc- 
tion agreement with Charles Schneer 
Productions, which made “The Seventh 
Voyage of Sinbad” for release by Co- 
lumbia Pictures two years ago, for a 
new tv series titled Sinbad the Sailor. 
The half-hour episodes, which may be 
filmed in color, will be shot on location 
in Spain and England. It’s reported that 
two networks have put in bids to obtain 
the series in advance of pilot produc- 
tion. Producer is Sidney Cole, who 
produced the Adventures of Robin 
Hood tv series. 


Night and day ® NBC-TV’s daytime 
quiz show, Play Your Hunch (Mon.- 
Fri. 10:30-11 a.m. EST), added a week- 
ly nighttime version starting April 15 
(Fri. 7:30-8 p.m.). The program, which 
stars Merv Griffin as m.c., will have 
the same format as the continuing day- 
time series, which was launched Dec. 7, 
1959. One nighttime extra: cash prizes 
are doubled. People Are Funny, cur- 
rently in the Friday night slot, 
moved April 13 to Wednesday (10:30- 
11 p.m.) as replacement for the depart- 
ing Wichita Town. 


Outdoor type ® CBS Films, New York, 
signed Matt Wayne, star of The Cali- 
fornian, to play leading role in a new 
western series entitled The Hawk. The 
series is set for filming on location in 
Utah as well as in Hollywood, and will 
be produced for CBS Films by Audrey 
Schenck and Howard Koch. 


For the kiddies ® California National 
Productions (NBC film subsidiary) and 
Freemantle Inc. to co-finance Henry 
and his Claymates children’s tv series 
being filmed in stop-motion technique. 
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Determined to see that there are 
no dull spots in the proceedings of 
the Democratic National Convention 
the party’s Committee of the Arts 
has set up a four-point program de- 
signed to keep the tv audience tuned 
in for the full five-day meeting at 
Los Angeles’ new Sports Arena from 
the opening prayer on Monday. July 
11, to the final huzzah for the party’s 
candidate on Friday, July 15. 

As outlined by Alan Rifkin, na- 
tional director of DNC’s arts com- 
mittee, the entertainment program 
comprises: 

(1) A 26%-minute film which will 
be used during an appropriate part 
of convention proceedings, but not 
as a replacement for the keynote 
speech as was done in 1956, when 
“Pursuit of Happiness,” a filmed re- 
view of party history, was the major 
item on the opening day’s program. 
CBS-TV dropped its coverage of the 
film after a few minutes, leading to 
a vehement exchange between DNC 
and the network. CBS hotly rejected 
charges of sabotage and demands 
that it do a make-good broadcast of 
the film at a later date (BROADCAST- 
ING, Aug. 20, 1956). 

(2) Live entertainment during the 
five-day convention. 





Spicing up the show 


(3) About a dozen vignettes to be 
taped in advance for use during any 
dull spots that may occur in proceed- 
ings. These will be available tc the 
tv networks if they want to use them. 

(4) A two-hour spectacular to 
precede the appearance of the candi- 
date in the coliseum on Friday eve- 
ning. 

George Seaton, well known screen 
writer, is national chairman of the 
arts group, Mr. Rifkin said. Mr. Rif- 
kin, himself, is a prominent pro- 
ducer-writer of television and motion 
pictures. 

David Susskind, founding partner 
in Talent Associates and an ardent 
advocate of “live” programming, is 
chairman of live tv for the commit- 
tee. Harry Ackerman, vice president 
and executive producer of Screen 
Gems, is chairman for filmed tele- 
vision. Serving with Mr. Ackerman, 
among others, will be Martin Ma- 
nulis, head of Martin Manulis Pro- 
ductions and former executive pro- 
ducer for 20th Century-Fox Televi- 
sion; Hubbell Robinson, president 
of his own production company, and 
Rod Serling, award winning tv 
writer-producer. Johnny Green has 
been named musical director. 








CNP will distribute in this country, 
Freemantle abroad. Output planned is 
104 five-minute tv minute stories in full 
color, created by Art Clokey Films, 
Hollywood, and designed for integra- 
tion in stations’ childrens programming. 


Tv tapery ® NTA Telestudios, N.Y., 
is making available a 35-page fact 
book, Questions and Answers About 
Video Tape Commercials. Heavily ex- 
panded use of tape in the past year 
prompted NTA Telestudios to publish 
the booklet for newcomers among pro- 
ducers, copywriters and directors. Pres- 
ident George Gould of the tape pro- 
duction firm said 163 stations are 
equipped with Ampex recorders, cover- 
ing 82 markets and 95.5% of the view- 
ing audience. 


Politico series * A group of 44 educa- 
tional tv stations throughout the coun- 
try last week began telecasting a series 
of seven half-hour programs dealing 
with the presidential conventions, titled 
Hats in the Ring. Consisting of film 
and tape, the programs were produced 
for the National Educational Television 
and Radio Center, New York, by Elliot, 
Unger & Elliot, New York, with Donald 
Hillman of the Center staff as executive 
producer. The programs will be made 
available to commercial tv stations by 


the Center, which is located at 10 Co 
lumbus Circle, New York 19, N.Y. 


‘Gang’ growth ® National Telepix Inc, 
N.Y., reports a total of 15 “Our 
Gang” comedies have been scored and 
prepared for syndication, with a bal 
ance of 63 to be completed over the 
next 10 weeks. The packager is “up 
dating and streamlining” the series by 
adding original music scored by Jack 
Saunders and new sound effects. Each 
of the 78 units runs approximately 
13%2 minutes, according to David 
Dietz, president of National Telepix. 


Hour for Noah ® CBS-TV last week 
commissioned composer Igor Stravit- 
sky and choreographer George Balat- 
chine to create a contemporary music 
and dance work based on the biblical 
story of Noah. The Stravinsky-Balan- 
chine creation, which was commis 
sioned through Sextant Inc., N.Y., 4 
newly-formed tv and motion picture 
production company, will be seen on 
CBS-TV as an hour-long special at an 
undetermined date. Following its t¥ 
premiere, the new work will enter the 
repertory of the New York City Ballet. 


Opens film company ® Carl A. Cat 
bone, formerly sales and production 
executive with National Screen Service, 
has formed his own film company, 
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Carla Productions Inc. at 245 W. 
55th St., N.Y. Mr. Carbone will 

jalize in commercial and promo- 
tional films but plans also to enter the 
tv program and motion picture fields. 


first shooting ® Filming started last 
week in New York on the new CBS 
Films’ series, 36 Maiden Lane, starring 
Scott McKay, Diana Van Der-Vlis and 
Chance Nesbitt. The series, which con- 
cerns a free-lance special claims investi- 
gator, was created by Art Wallace and 
is being produced by” George Justin 
and directed by Gerald Mayer. 


Best safety films ® UPA Pictures and 
the American Automobile Assn. have 
received award of merit certificates 
from the National Committee on Films 
for Safety for the best spots and shorts 
in the television category during 1959. 


‘Beat the drums’ ® Illinois’ primary 
election system was examined by 
WBBM-TV Chicago April 8 in the 
first of a series of four 60-minute docu- 
mentaries by its news and public af- 
fairs department. The CBS outlet spent 
three months with its crews touring the 
state and capturing political figures in 
action. Purpose of the program aired 
in prime time (8 p.m.), was to evaluate 
the primary election system compared 
with the old state convention procedure 
of 50 years ago. 


Emmy producers ® National Academy 
of Television Arts & Sciences has ap- 
pointed tv producers Desi Arnaz and 
David Susskind as academy producers 
in Hollywood and New York respec- 
tively of the 12th annual Emmy awards 
telecast, which will be seen June 20 on 


NBC-TV (Mon. 10-11:30 p.m. EDT). 
The program will be sponsored by 
Procter & Gamble for Lilt and the 
Greyhound Corp. 


Page from life ™ Gore Vidal is seek- 
ing the Democratic nomination for rep- 
resentative of New York’s 29th Con- 
gressional District. The candidate, 
grandson of the late Sen. Thomas P. 
Gore of Oklahoma, wrote and appeared 
in “The Indestructible Mr. Gore,” on 
the NBC-TV Sunday Showcase Dec. 13, 
1959 (8-9 p.m.). The author’s “Visit To 
a Small Planet” went from the old 
NBC-TV Philco Playhouse to Broad- 
way, where he currently has a play, 
The Best Man; about a national presi- 
dential convention. Republican Rep. J. 
Ernest Wharton holds the office sought 
by the writer, a resident of Dutchess 
County, N.Y. 


Argonne series ® ABC’s WBKB (TV) 
Chicago has joined hands with Argonne 
National Labs to produce a special two- 
hour documentary exploring the peace- 
time uses of atomic energy. There will 
be two telecasts, the first as part of 
a discussion program moderated by 
Norman Ross on May 6 and the second 
as a video taped presentation (Inside 
Argonne) on May 7. Documentary was 
produced by WBKB at Argonne Labs 
near Lemont, Ill., and will be passed 
along to the Ford Foundation for use 
on educational tv networks. 


On the death sentence ® On April 8 
from 9:05 to 10 p.m., WBZ Boston 
presented a documentary dealing with 
the moral, social and legal aspects of 
capital punishment. Called An Eye for 
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MORE MADE AND MORE SOLD 


Radio-tv production and sales show climb 


Radio manufacturers produced 500,- 
000 more radio sets in January-Feb- 
Tuary than during same period in 1959, 
Electronic Industries Assn. reported last 
week. 

In same two-month period, tv manu- 
facturers made 100,000 more video re- 
ceivers than for same 1959 period. 

Sales in both tv and radio were also 
up for the two months of 1960 com- 
pared with the same period in 1959. 


WNJR 
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EIA reported also that for the first 
time stereo phonograph retail sales led 
monaural sales. For the first two months 
of 1960, 716,824 stereo phonographs 
were sold compared to 250,959 monaur- 
al. The number of stereo sales is more 
than double that sold last year in the 
same period, while monaural phono- 
graph sales dropped over 60%. 

Production and sales figures for tv 
and radio are given below: 


TELEVISION 
Period Production Retail Sales 
Jan.-Feb. ‘60 1,029,947 1,098,540 
Jan.-Feb. ‘59 896,518 949,877 
RADIO 
Jan.-Feb. ‘60 2,798,156 1,414,867 
Jan.-Feb. ‘59 2,250,122 1,175,378 


Auto radios comprised 1,229,333 of 
the total radio production for the first 
two months of 1960. 


an Eye, the program featured exclusive 
interviews with political figures, ward- 
ens, convicted murderers, prison chap- 
lains and life term inmates among 
others. The station announced that Vice 
President Nixon spoke in favor of 
capital punishment; Ohio’s Gov. Michael 
Di Salle spoke against it. Dr. Karl Men- 
ninger, leading pyschiatrist, also was 
heard. 


Tv squirrels ® Flamingo Films Inc., 
New York, has completed distribution 
arrangements for a new, animated car- 
toon series, The Nutty Squirrels, pro- 
duced by Transfilm-Wylde Animation, 
The cartoons, each about six minutes 
long are part of a library of 150 color 
cartoons originally produced for theatri- 
cal distribution. The squirrel characters, 
created by Don Elliott and Sasha Bur- 
land, also are featured in novelty song 
recordings. 


Interfaith newscast ® Church World 
News, quarter-hour weekly program 
produced and distributed since 1951 by 
the United Lutheran Church in Amer- 
ica, has become a part of the broadcast 
ministry of the National Council of 
Churches of Christ in the U.S.A. Some 
100 radio stations currently carry the 
program. Distribution is by Council’s 
Broadcasting & Film Commission; pro- 
duction by UCLA. 


WTHI-TV 
CHANNEL 10 CBS - ABC 
TERRE HAUTE 
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Ten firms to join 
U.S. space tests 


Nine American and one foreign 
communications firms have notified 
the National Aeronautics & Space Ad- 
ministration that they will participate 
in the communications experiments 
using a passive satellite balloon in orbit 
1,000 miles above the earth. The proj- 
ect, called “Echo” by NASA scientists, 
is scheduled for sometime near the 
end of April. The plan calls for an 
orbiting 100-ft. diameter balloon to 
bounce radio signals across oceans and 
continents. 

Organizations which have submitted 
informal plans for voluntary participa- 
tion are: U.S. Army Signal Corps, Fort 
Monmouth, N.J.; Collins Radio Inc., 
Dallas, Tex.; Crosley Division, Avco 
Corp., Evendale, Ohio; General Elec- 
tric Co., Schenectady, N.Y.; Haver- 
ford College, Haverford, Pa.; I.T.T., 
Nutley, N.J.; Philco Corp., Rome, 
N.Y.; Developmental Engineering 
Corp., Annapolis, Md., and Stanford 
Research Institute, Menlo Park, Calif. 

Also participating will be Jodrell 
Banks, Manchester, England. 

Under contract with NASA is the 
Bell Telephone Labs., Holmdel, N.J. 

Actually the soaring balloon will be 
available to anyone who wants to beam 
a signal to its aluminized surface and 
arrange to receive the reflected signal. 

The first shot will be used to test out 
the sky jump for continuous wave and 
narrow band communications opera- 
tions, it was understood. A second 
shot to be undertaken later will prob- 
ably go a step further, using teletype 
signals and perhaps, voice. At a more 





Tall tall story ® Said to be the tallest 
man-made structure in the world, 
the new tv tower being built for 
KFVS-TV Cape Girardeau, Mo., 
will rise 1,676 feet above the ground. 
Now under construction by Dresser- 
Ideco Co., Columbus, Ohio, the 
tower will stand 204 feet taller than 
the Empire State Building. A tele- 
vision tower to be constructed in 
Moscow, which the Russians claim 
will be the world’s tallest, will be 
a mere 1,667 feet tall. The KFVS- 
TV tower will beam a signal to a 
market area of some 31,800 square 
miles. It is triangular, standing on 
a concrete base and supported by 
18 guy cables. The weight of the 
tower and its guy cables will exert 
over 2 million pounds of pressure 
on the base. A small service elevator 
to be enclosed within the tower will 
take 25 minutes to reach the ob- 
servation platform on top—over a 
quarter of a mile into the sky. 











In two years 


Workable system of relaying tv 
from Europe via passive satellites 
orbiting 1,000 miles above earth 
in about two years was foreseen 
by C. Chapin Cutler, Bell Tele- 
phone Labs. scientist, in talk to 
Washington IRE members last 
Monday night. Mr. Cutler de- 
scribed Holmdel, N.J., Bell Labs. 
space communications _installa- 
tion, including horn antenna with 
parabolic antennas, master am- 
plifier and fm feedback receiver. 
He said noise figure in receiver 
had been lowered to good 17 de- 
grees kelvin in 900 mc region. 
Receiver performance will have 
to be improved even more, 
he said, in order to capture com- 
mercial definition tv. Meeting was 
held under auspices of Profes- 
sional Groups on Broadcasting 
and Communications Systems. 
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distant date, it was speculated, a tv 
signal might be used. 

Money Sought ® Space agency is 
asking $5.6 million for communications 
satellite experiments in the new fiscal 
year. This was disclosed in testimony by 
NASA executives before the House 
Appropriations Subcommittee last 
month, released last week. 

The $5.6 million compares with $3.1 
million in fiscal 1960. 

The testimony also revealed that 
NASA was planning a multisphere pay- 
load for launch by a single vehicle. 
One of these will be launched in 1962. 
Also to be studied in fiscal 1961 are 
data transmission requirements, with 
emphasis on such use in meteorological 
satellites. Also under research are pro- 
totype models of high-gain antenna and 
mount, and the initiation of suitable 
modulations systems. 


Ampex ‘idea’ winner 


Winners of the Ampex “Videotape 
idea station of the year” contest at 
the NAB convention were Larry Carino, 
general manager, WWL-TV New Or- 
leans, who received a $2,000 Ampex 
home stereo system; J.W. Wright, 
manager, KSL-TV Salt Lake City, who 
won an Ampex 601 tape recorder, and 
Roger Pratt, chief engineer, WHO-TV 
Des Moines, who won 50 four-track 
stereo tapes from the United Stereo 
Tape Library. 


@ Technical topics 


Long-neck mikes ® Electro-Voice Inc., 
Buchanan, Mich., has introduced two 
models of long-neck microphones, 
which it describes as thin, trim and 





inconspicuous. The models E-V652 and 
652A allow the user and audience an 
unobstructed view; they can be tilted 
through a 120-degree arc with respect 
to the stand coupler. Complete specifi- 
cations can be had from Electro-Voice. 


Versatile lens =® The new Traid 
Twenty Eight lens for 16mm cameras 
with a range of focal lengths from 20- 
mm to 80mm provides the versatility 
of telephoto, wide angle or normal 
shots. It has a control lever for zoom- 
ing focusing scale with settings from 
48 inches to infinity and will fit any 
16mm camera with “C” mount. 


Voltage regulator ® Tel-Instrument 
Electronics Corp., Carlstadt, N.J., is 
offering an automatic voltage regulator 
which may also be used to obtain a 
continuously variable voltage up to 130 
volts AC. The company claims an ex- 
tremely high degree of reliability from 
the instrument over the frequency range 
of 50 to 70 cps. 


New for RCA ® RCA last week an- 
nounced the formation of a department 
for the production of magnetic tape rec- 
ording devices needed in telecasting, 
business data processing, remote con- 
trol telemetering and the U.S. space 
program. Called the RCA Electronic 
Recording Products Dept., it will be 
headed by M.A. Trainer, who has been 
serving as manager, market develop- 
ment for RCA broadcast and television 
equipment div. Other executives in the 
new unit include: Jerome L. Grever, 
marketing manager; Henry H. Klerx 
merchandising manager; G.F. Restet, 
sales manager, and A.H. Lind, heed of 
the department’s engineering activity. 
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Broadcast advertising 


Bernard J. Kramer, co-founder and 
partner of Gresh & Kramer, Philadel- 
phia advertising agency, elected presi- 
dent of newly incorporated company. 
He continues as creative director of 
advertising, merchandising and pr serv- 
ices. Jack J. Dash, founder and for- 
merly president of WBCB Levittown, 
Pa., joins agency as vp and executive 
director of client services. 


Dr. Virginia Miles and Stephen 
Richards named vps of McCann- 
Marschalk Co., N.Y. Dr. Miles is di- 


rector of research and Mr. Richards, 
director of pr. 


James P. Felton, 
director of advertis- 
ing on Sunkist prod- 
ucts and Forest Fire 
Prevention at Foote, 
Cone & Belding’s Los 















Angeles office, pro- 
moted to vp. He 
joined agency’ in 

e Mr. FELTON 1949. 
a ; Donald W. Walton, vp and formerly 
ocifi- director of merchandising, named copy 
on chief on Oldsmobile Div. account at 
; D.P. Brother Co., Detroit. Other pro- 
“raid motions: Jack R. Hendrickson, as- 
veras sistant account executive on Oldsmo- 
. 20- bile, to director of merchandising; Har- 
tility old P. Richardson, member of agency 
rmal since 1955, advanced to assistant ac- 
om- count executive on Oldsmobile; 
from Thomas W. Jipson, account executive 
any on Rochester Products Div. account, 
receives additional account responsi- 
bilities for Guide Lamp and Brown- 
nent Lipe-Chapin Div. accounts; Thomas H. 
» 8 Reid, with agency since 1956, and pre- 
lator viously copywriter on New Departure, 
in 8 named New Departure account execu- 
130 § tive; Thomas R. Boyd, member of cre- 
LOX ative staff since 1954, to assistant ac- 
we count executive on General Motors 
g Guardian Maintenance; Edmund F. 
Rushton, copywriter on Accessory 
an- Group accounts, named Accessory 
nent Group copy chief, and William M. 
Tet Adams narhed director of pr. Further 
ting, additions to Brother’s creative staff are: 
a Frank A. Picard Il, radio-tv depart- 
ell ment; Charles H. Ohlsson, AC Spark 
be Plug Div. account; William C. Rich- 
nen ardson and William R. Easton, both 
lop- on Oldsmobile account; David M. 
sion Hadley, art department, and Patrick R. 
the Martin, marketing and research staff. 
s Mrs. Carolyn Churchman appointed 
ster, vp in charge of pr for Ruben Adv., 
d of Indianapolis. She will also serve as 
ity. agency consultant. Mrs. Churchman 
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previously was air personality for 
WTTV (TV), that city. 


C. James Fleming Jr., formerly execu- 
tive vp at Compton Adv., N.Y., joins 
Ted Bates & Co. as vp in contact divi- 
sion. Kerry F. Sheeran, executive on 
Whitehall Laboratories, Div. of Amer- 
ican Home Products Corp., elected 
also vp. Mr. Sheeran joined agency 
after three years as account supervisor 
with North Adv., Chicago. 


Frank F. Morr, vp 
for past 15 years at 
Gordon Best Co., Chi- 
cago, elected execu- 
tive vp. He is account 
manager on General 
Finance, Dumas Mil- 
ner and Comstock 
Food accounts. 





Mr. Morr 
Edward Handman, formerly copy- 


writer with The Ellington Co., 
Wexton Adv. as copy chief. 


Bob Reichenbach, head of Holly- 
wood office of Bernard B. Schnitzer 
Inc., promoted to vp and transferred to 
agency’s San Francisco office as direc- 
tor of radio-tv activities. 


joins 


Jerry Sachs, media group super- 


visor at Doyle, Dane Bernback, N.Y., 
promoted to media director of agency’s 
Los Angeles office. He has been with 
DDB since 1955. Previously, he was in 
media department of Cecil & Presbry, 
N.Y. 


Sherman E. Rog- 
ers, formerly vp and 
creative board chair- 
man of Anderson & 
Cairns New York of- 
fice named creative 
department director of 
Cunningham & Walsh, 





Chicago office. Mr. ROGERS 
Arnold J. Deutschman, account 
executive on Whitehall Laboratories, 


Div. of American Home Products 
Corp., N.Y., elected assistant vp of Ted 
Bates & Co., N.Y. 


Keith R. Matzinger, advertising 
manager of Chrysler and Imperial divi- 
sions of Chrysler Corp., Detroit, joins 
Ross Roy Inc. as manager of the 
agency’s Hollywood office, succeeding 
Tom Scott who resigned. 


George E. Probst, executive direc- 
tor of Thomas A. Edison Foundation, 
which sponsors public information pro- 





SOUTHWEST FULLTIMER 





potential $300,000 


Price 


Large market in Southwest. Popular station—gross 
.00—doing 5/6 of potential now. 
$450,000.00 with 29% down and five (5) years 
for pay out. An excellent buy. 


SOUTHERN MICHIGAN AREA 





for $52, 
Shidiean ar assets for $ 


TV AND AM STATION 





TEXAS DAYTIMER 





management. 


NORTHERN MICHIGAN 


Daytimer—with good dial position. Can be bought 
000.00. Possibly could arrange for stock and 
26 000.00 
tion and market capable of grossing $70, 


Southwest—Radio fulltime and a money maker. TV 
station could do better with owner on scene. Pres- 
ently absentee ownership. Fair amount of excellent 
real estate involved. Price for both around $300,- 

60,000.00 down and liberal terms on balance. 


Needs capable owner. Station yoy from bad 
000.00 with $16,5 
liberal payout. Fine potential. 





Fulltime No. 


WASHINGTON, D.C. CHICAGO 


Ray VY. Hamilton 
John D. Stebbins 
1737 DeSales St. N.W. 
EXecutive 3-3456 


DElaware 7-2754 





1 station in market. $350,000.00 with 
23% down, eight years on balance. Station in excel- 
lent condition. Absentee ownership presently—ac- 
tive owner and operator could de greater volume. 


HAMILTON-LANUIS & ASSOCIATES, Inc. 


BROKERS @ RADIO AND TELEVISION STATIONS ® NEWSPAPERS 


Richard A. Shaheen 
1714 Tribune Tower 


NATIONWIDE © NEGOTIATIONS 


, negotiate Lapp Sta- 


00.00 down and 


SAN FRANCISCO 


John F. Hardesty 
111 Sutter Street 
EXbrook 2-5671 


DALLAS 


DeWitt ‘Judge’ Landis 
1511 Bryan Street 
Riverside 8-1175 


@ FINANCING © APPRAISALS 














Tribute to Kluge ® The Washington 
Ad Club’s sixth Award of Achieve- 
ment was presented April 12 to John 
W. Kluge, president and board chair- 
man of Metropolitan Broadcasting 
Corp. Past winners include Brig. 
Gen. David Sarnoff and Henry Kai- 
ser. Mr. Kluge was honored for 
bringing Metropolitan to an im- 
portant industry position in a short 





time. Left to right in photo: Mark 
Evans, Washington broadcaster who 
is joining the Kluge organization; 
Benedict Gimbel, Metropolitan 
board member; Mr. Kluge; Robert 
Gray, secretary of President’s Cabi- 
net; John E. McArdle, vice president- 
general manager, WITG (TV) Wash- 
ington. Presentation was made at 
the club’s weekly luncheon. 








gram to improve science education, be- 
comes member of board of directors 
of National Educational Tv & Radio 
Center. 


Newt Mitzman, in charge of commer- 
cial production at Ogilvy, Benson & 
Mather, N.Y., appointed vp. Mr. Mitz- 
man joined agency in 1957. 


John Anderson, Henry Muller and 
John L. Southard Jr. elected vp’s of 
Benton & Bowles Inc., New York. All 
three are account supervisors. 


Theodore Rosenak promoted from vp- 
advertising to executive vp of Pabst 
Brewing Co., with continued super- 
vision over entire advertising program 
and will assist President, James C. 
Windham, in other management areas. 


Robert Betts, for- 
merly copy supervisor 
at William Esty Co., 
rejoins Kudner Agen- 
cy, both N.Y., as vp 
and copy chief. He 
had been account 
executive at Kudner 
before joining Esty. 

Mr. BETTS Prior to that, he was 
with J. Walter Thompson Co. 





Lou Magnani, associate art editor at 
New York office of Marsteller, Rickard, 
Gebhardt & Reed, becomes executive 
art director. 


John W. Twiddy and Douglas E. 
Montross join MacManus, John & 
Adams Inc., N.Y., as media department 
buyer and assistant art director, re- 
spectively. Mr. Twiddy was formerly 
in media work and advertising sales 
for Foote, Cone & Belding, N.Y. Mr. 
Montross has been in advertising art 
field for five years. 


Don Whiting, formerly advertising 
manager of Toastmaster Div. of Mc- 
Graw-Edison Co. and previously in 
advertising, sales promotion and pr at 
Zenith Radio Corp., to Clinton E. 
Frank agency, Chicago, as account 
executive. 


John Jay Goshen, formerly assistant 
account executive with Cunningham & 
Walsh, joins Norman, Craig & Kummel 
as executive on Dow Chemical Con- 
sumer Products account. 


Langdon H. Wesley, formerly ac- 
count executive for Brown & Butcher 
Inc., N.Y., joins Geyer, Morey, Mad- 
den & Ballard, that city, as executive 
on Charles Antell Products and on 
Drue laboratories. 


William W. Rose, Robert F. Craw- 
ford, Mitchell Cohan and Sean Cas- 
sady all join Comstock & Co., Buffalo 
advertising agency. Mr. Rose formerly 
was copy and tv supervisor of Grant 
Adv., N.Y.; Mr. Crawford was tv pro- 
ducer for Procter & Gamble Co.; Mr. 
Cohan, director of writing and pro- 





gramming for WTHI Terre Haute, Ind, 
and Mr. Cassady, formerly with Ap. 
thony B. Cassady & Assoc. 


Joseph R. Del Papa, formerly ty. 
radio copy chief at Erwin Wasey, Ruth. 
rauff & Ryan, and Terry Burnside, 
previously with Leo Burnett Co. . both 
Chicago, to Foote, Cone & Belding 
that city, as copywriters. 


Zed R. Daniels, formerly marketing 
and advertising director of Orange. 
Crush Co. (beverages), Evanston, ill, 
announces formation of own Chicago 
advertising agency bearing his name, 
with location still to be determined. 


Edward R. Brooks, marketing and 
pr director of Evaporated Milk Assn, 
re-elected president of Chicago Ady, 
Executives Club. Other officers: Rob. 
ert B. Johnson, managing director, 
State Street Council, Ist vp; Benjamin 
H. Chance, advertising manager-com- 
munications, Motorola Inc., 2d vp; 
Zed Daniels, Zed Daniels Adv., treas- 
urer, and Jean Fletcher, American 
Newspaper Publishers Assn.’s_ bureau 
of advertising, secretary. 


Harry A. Hamilton Jr. named radio- 
tv writer in Los Angeles office of Erwin 
Wasey, Ruthrauff & Ryan. 


Rosemarie Bramel, formerly of 
Compton Adv., N.Y., joins media de- 
partment of Wade Adv., Los Angeles. 





The Media 


Roger H. Strawbridge named presi- 
dent and general manager of WCME 
Brunswick, Me. Other appointments: 
William N. McKeen, vp and commer- 
cial manager; Jack Stelling, promo- 
tion manager; and William DeCesare, 
account executive. 


Edwin W. Pfeiffer, 
formerly commercial 
manager of KOTV 
(TV) Tulsa, Okla, 
to WGR-TV Buffalo 
as sales manager. Mr. 
Pfeiffer previously 
was account executive 
at Edward Petry & 
Co. and on local sales 





Mr. PFEIFFER 
staff of WDEL-TV Wilmington, Del. 


David Gordon and Read Wight 
elected vps of WPAT New York. Mr. 
Gordon is WPAT’s music director and 
Mr. Wight, director of client relations. 


Jack L. Katz, owner of KQAI-FM 
Omaha, Neb., appointed general man- 
ager of KMEO that city, succeeding 
Herbert Golombeck, resigned. Mr. 
Katz, formerly film director, buyer and 
account executive at KMTV (TV), 
there, continues his interest in KQAL- 
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FM, where Bill L. Dunbar has been 
named general manager. 


Victor B. Siman, director of sales 
at KMGM Albuquerque, N.M., pro- 
moted to general manager. Frank 
Sanzo, account executive, succeeds 
Mr. Siman. 


J. Lathrop Viemeister, formerly 
budget manager at WXIX (TV) Mil- 
waukee, appointed station controller 
at WBBM Chicago. 


Gideon Klein, formerly regional 
sales manager of KCMT-TV Alexan- 
dria, Minn., to KWWL-TV Waterloo, 
lowa, as sales manager. 


Al Boyd promoted from sales man- 
ager to national sales manager of WLS 
Chicago. Armand Belli, formerly ac- 
count executive at WTAE (TV) Pitts- 
burgh, succeeds Mr. Boyd as sales 
manager. 


Les Atlass Jr. appointed general 
manager of WJOB Hammond, Ind. 
Len Ellis named station and sales man- 
ager. 


Eugene McCurdy, director of mar- 
ket research and development at 
WBAL-TV Baltimore, appointed di- 
rector of local sales. 


Frank Armstrong promoted from 
account executive to assistant national 
sales manager at WDIA Memphis, 
Tenn. 


Lynn Herrick joins WTOP-TV Wash- 
ington, D.C. as director of sales promo- 
tion, succeeding Twila Walker who 
transfers to WTOP. 


Inez Aimee, formerly broadcast su- 
pervisor with Norman, Craig & Kum- 
mel, N.Y., to WINS, that city, as re- 
search and sales promotion director. 


Michael E. Drechsler appointed 
director of sales promotion for WKNB 
West Hartford, Conn. 


David E. Eschelbacher, Howard 


KEEP TIME 
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the most of every min- 
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TODAY for complete cat- 
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Mr. LEE 


Storer Broadcasting Co. has an- 
nounced these executive changes fol- 
lowing last week’s board meeting in 
Miami. Elected vps were: Terry H. 
Lee, managing director of WAGA- 
TV Atlanta, Ga., Reginald B. Mar- 
tin, managing director of WSPD 
Toledo, Ohio, Ben Wickham, man- 
aging director of WJW-TV Cleve- 
land, Bernard E. Neary, managing 
director of WGBS Miami and Mav- 
rice E. McMurray, national sales 
director, headquartered in New 
York. Appointed to board of direc- 


Mr. MARTIN 





5 new vp’s, 6 directors at Storer 


Mr. WICKHAM 


Mr. NeEaRY Mr. MCMuURRAY 


tors were: Stanley L. Willis, presi- 
dent and general manager of Stand- 
ard Tube Co., Detroit, Storer sub- 
sidiary, James P. Storer, national 
sales manager of WIBG Philadel- 
phia, Peter Storer, managing direc- 
tor of WSPD-TV Toledo, Ohio, Bill 
Michaels, vp and managing director 
of WJBK-TV Detroit; Lionel F. 
Baxter, vp and national radio di- 
rector; and Hugh P. Rusk, vp and 
publisher of company’s  wholly- 
owned subsidiary, Miami Beach Sun 
Publishing Co. 








Citron and Robert H. Ellsworth pro- 
moted to studio services manager, 
studio effects and properties supervisor, 
and administrative assistant to scenic 
service manager, respectively, at ABC- 
TV. Mr. Eschelbacher formerly was 
studio effects and properties supervisor, 
Mr. Citron, administrative assistant to 
scenic services manager and Mr. Ells- 
worth, studio supervisor. 


Dave McCracken, senior film edi- 
tor at WNAC-TV Boston, promoted to 
film department commercial manager. 


John B. Buckstaff, broadcasting di- 
rector at Illinois Institute of Technol- 
ogy in Chicago, to U. of Chicago’s 
radio-tv office as assistant director of 
educational broadcasting. 


John O. Downey, formerly program 
manager of KDKA Pittsburgh, to 
WCAU-TV Philadelphia as program 
director, effective May 1. 


William N. Early, formerly trial at- 
torney with FTC and recently on active 
duty with office of Judge Advocate 
General of U.S. Air Force, joins staff 
of Washington law firm of McKenna 
& Wilkinson. 


George R. Oliviere, formerly sales 
manager of WOL Washington, to 
WTTG (TV), that city, as account 
executive. 


Sam Holman, formerly production 
manager of KQV Pittsburgh, to WLS 
Chicago in similar capacity. 


Don Edwards transfers from 
WBCM Bay City, Mich., to WBCM- 





FM. Dean Carver joins WBCM as 
continuity director. 


Don Gilman, formerly with KSWI 


Beautiful); ). 
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MULTIPLEX RECEIVERS 


Better sound sells FM on main carrier 
and subs. Better sales result with 
carefully engineered and reliable re- 
ceiving equipment. At Continental 
rigid quality control and extreme man- 
ufacturing care guarantees you and 
your listeners the finest reception . 
whatever your requirements. 


Lease (without down payment) and 
Lease Purchase Plans available. 


Write or call 


CONTINENTAL MANUFACTURING, INC. (N 


1612 California Street - Omaha, Nebr. 
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Council Bluffs, lowa, to KOIL Omaha, 
Neb., as account executive. 


Mark Evans, formerly announcer- 
air personality at WTOP-AM-TV 
Washington named vp of public affairs 
for Metropolitan Broadcasting Corp., 
N. Y. 


Dan Millikin joins WCKY Cincin- 
nati as account executive. 


Alice Johnson joins sales staff of 
WCAE Pittsburgh. 


Richard P. Levy, formerly account 
executive with WCAU-TV Philadelphia, 
joins Edward Petry & Co., N.Y. as tv 
account executive. 


John G. Sherwin, formerly in 
Petersen Publishing Co.’s New York 
office, joins N.Y. tv sales staff of The 
Katz Agency, Inc., station rep. 


Elena Nelson, assistant publicity 
manager for WPIX (TV) New York, 
named manager of publicity. 


Tom Bigir, formerly air personality 
with KSEO Durant, Okla., joins Gila 
Broadcasting Network as news direc- 
tor. Jerry Stephens, formerly air per- 
sonality with KOMA Oklahoma City, 
named network production and music 
director. Gila network includes: KGLU 
Stafford, KCKY Coolidge, KZOW 
Globe, KCLF Clifton and KVNC Wins- 
low, all Arizona. 


John Bowden, formerly news edi- 
tor-disc jockey for WFMD Frederick, 
to WBAL-FM Baltimore, both Mary- 
land, as announcer. 


Jack Beck, CBS news director for 
KNX Hollywood and CBS Pacific 
Radio Network since 1946, named 
staff producer on CBS Reports for 
CBS-TV. Mr. Beck will continue to 
provide west coast coverage for CBS 
News, and handle production assign- 
ments for Small World series. 


John Chancellor named NBC News 
correspondent in Moscow. Mr. Chan- 
cellor’s current assignment is in Lon- 
don. 


Ken Croes, program director of 
KERO-TV Bakersfield, Calif., named 
newscaster. 


Susan Morrison joins staff of 
WDRC Hartford, Conn., as member 
of commercial department. 


Fred Hessler, veteran sportcaster 
in west coast area, joins KMPC Los 
Angeles for morning sports show and 
as broadcaster of UCLA football 
games. 


Carl Edberg named engineering su- 
pervisor of WWTV (TV) Cadillac, 
Mich. Randy Martin, formerly of 
CKSO-TV Sudbury, Ont., joins WWTV 
as announcer. 
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Ed Bang, formerly sports writer for 
The Cleveland News for more than 50 
years, joins WDOK, that city, as eve- 
ning sports personality. 


Bob Fuller, formerly with WMEX 
Boston, to WJAB Portland, Me., as air 
personality, succeeding Jim Sands, 
now with WSLS Roanoke, Va. 


Bob Dahigren, formerly air person- 
ality with WCAO Baltimore, to WIP 
Philadelphia in similar capacity. 


Stan Scott, formerly air personality 
with WSAI Cincinnati, to WING Day- 
ton, both Ohio, in similar capacity. 


Jerry Mason, formerly disc jockey 
with WQXI Atlanta, Ga., to WHB 
Kansas City in similar capacity. 


Programming 


Jerry Franken, 
formerly executive di- 
rector of advertising 
and publicity for 
NTA New York, 
named executive di- 
rector of advertising, 
publicity and promo- 
tion of National The- 
atres & Television 


Mr. FRANKEN 


with responsibility for all activities in 
these areas for company and subsidi- 





Shulman named 


Lee Shulman of KING-TV 
has been elected as president of 
the board of governors of the 
new Seattle (Wash.) Chapter of 
the National Academy of Televi- 
sion Arts & Sciences. Other offi- 
cers elected: (all stations are 
Seattle) Larry Field, KIRO-TV, 
vp in charge of operations; Bill 
Vandermay, KOMO-TV, vp of 
programs; Al Amundsen, free- 
lancer, secretary; and Al Hunter, 
KING-TV, treasurer. Remainder 
of the 22 member pro tem 
board, which will serve until a 
permanent board is elected in 
July, includes: Stan Boreson, 
KING-TV; Chris Wedes, KIRO- 
TV; Herb Robinson, KOMO- 
TV; Ron Forsell, KIRO-TV; 
Bill Hubbach, KOMO-TV; Tom 
Blosi, Botsford, Constantine & 
Gardner; Bob Hurd, Cole & 
Weber; Bob Ferguson, KING- 
TV; Cy Flory, KIRO-TV; Chris- 
topher Spier, KING-TV; Jerry 
Tolle, Miller, Mackay, Hoeck & 
Hartung; Bob Dinsmore, KOMO- 
TV; Bob Laing, KING-TV; Tom 
Carson, KIRO-TV; Ted Simp- 
son, KING-TV; Lyle Goltz, 
KIRO-TV and Bob Witmer, 
KIRO-TV. 

























aries. Fay S. Reeder, formerly pr di. § ty filr 
rector for theatres only, is now d:rector tures 
of advertising, publicity and promotion 

for NT&T. Martin Roberts, directo § © 
of promotion for NTA, named direc. § 2° 
tor of advertising and promotion, tel. § W#!! 4 
vision. Pete Latsis, formerly assistan § M8° 
director of advertising and publicity, Ed 
theatres, promoted to director of ad. form 
vertising and publicity, theatres. Dean partn 






Hyskell, who was formerly in adver. 









or 

tising and publicity, theatres, promoted a 
to west coast director of tv - publicity, Fr 
succeeding Alfred E.J. Stern, appoint. on fF 
ed western director of publicity for to pl 
Cinemiracle Pictures Corp., NT&T sub- unit 
sidiary. Piers 
editc 





Gilbert Haimsohn appointed pro. 
duction supervisor of Magna Film Pro. 
ductions, Watertown, Mass. 





Eq 






Rudy Larriva, formerly with UPA 
Pictures as director of “Mr. Magoo” 
cartoons, joins Format Films, Los 
Angeles, as director of new series. 








Stephen Muffatti, formerly direc- 
tor of tv commercials and industrial 
films for Transfilm Inc., N.Y., ap 
pointed director of commercials for 
Terrytoons, division of CBS Films, 
there. 














cisi 








Robert Seidelman, 
director of sales syn- 


































































































dication for Screen 

Gems, New York, me 

promoted to vp in 

charge of  syndica- T 

tion. He joined 

Screen Gems in 1957 u 

when SG _ absorbed , 

Hygo Tv Films and Mr. SEIMDELMAN vi 

Unity Tv where he was vp and sales b 

manager. Charles W. Fries, executive ) 

production manager, also named vp. 

He will be responsible for supervision pe 

of physical production and administra i” 

tion of all departments involved in | 

production operations. ; 
Desi Arnaz and David Susskind, le 

representing west and east coasts, It 

spectively, named producers of 12th B 





Annual Emmy Awards. 











Hal Hudson, formerly 
executive vp, creator 
and producer of Zane 
Grey Theatre, resigns. 
He is in negotiations 
for long-term deal 
with Paramount fot 
production of several 
series scheduled fot 
1960-61 season. 




























































Mr. HuDsoNn 














Ralph M. Brozan, formerly of New 
York law firm of Brozan and Ho/iman, 
joins Paul Hand Productions, that city, 
producers of closed circuit tv shows, 
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tv films and non-theatrical motion pic- 
tures as account executive. 


George Atkins signs writing con- 
tract with UPA Pictures Inc. where he 
will develop original stories for “Mister 
Magoo” series. 


Ed Uecke named director of newly- 
formed developmental engineering de- 
partment at Capitol Records Inc., Hol- 
lywood, Calif. 


Frank Pierson, associate producer 
on Have Gun, Will Travel, promoted 
to producer. Howard Joslin, formerly 
unit manager on series, succeeds Mr. 
Pierson. Peter Ballas named story 
editor. 


Equipment & Eng’ring 


Russell J. Tink- 
ham, founder and 
formerly president of 
Magnecord Inc. and 
previously executive 
of Ampex  Corp., 
forms Vega _ Elec- 
tronics Corp., Cuper- 
tino, Calif. Vega will 
concentrate activities 
in electro-acoustical and__ electro- 
mechanical fields with emphasis on pre- 
cision and digital analogue magnetic 
recording equipment. Other staff per- 


Mr. TINKHAM 





Third service, on uhf, 
urged for Britain 


A third television service for Britain’s 
viewers on the uhf band has been urged 
by Gerald Beadle, tv director of BBC. 

Mr. Beadle, addressing the Incor- 
porated Advertising Managers’ Assn., 
said that a third tv channel is needed 
“to give a perfect service both for BBC 
and ITA [Independent Television Au- 
thority] to England and Northern Ire- 
land.” 

The channels allocated to Great 
Britain, Mr. Beadle emphasized, are 
under international agreement and are 
for two services. 

BBC’s_ television service covers 
98.5% of the population, Mr. Beadle 
said. ITA’s covers 92%. 


Nielsen in Canada 


The Canadian branch of the A.C. 
Nielsen Co. has started putting together 
a Nielsen Broadcast Index in 15 major 
markets there. 

George W. Ralph, vice president and 
broadcast division manager of Nielsen 
Canada, said the initial 15-market rating 
Coverage, an extension of the Neilsen 
Service Index in this country, would ac- 
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sonnel: Walter C. Hironimus, formerly 
chief engineer of Wilcox-Gay, to vp 
and chief engineer; C. Arthur Foy, 
Robert Z. Langevin, Francis A. Dicus, 
Ralph L. Brown, Roger S. French and 
William E. Magnie, all formerly with 
Ampex Corp. 


Marvin C. Lewis, commercial prod- 
uct planner for Raytheon Co., Wal- 
tham, Mass., promoted to manager of 
commercial marketing research. 


J. Gordon Edge appointed market- 
ing manager of radio noise filters and 
feed-thru-capacitators for Cornell Dub- 
lier Corp. He will headquarter in New 
Bedford, Mass. 


Norman W. Dakin, formerly with 
Philco Corp., appointed regional sales 
manager of Admiral Sales Corp. His 
territory includes Cleveland, Youngs- 
town and Toledo, all Ohio, and Fort 
Wayne, Ind. 


Glen E. Schafer appointed sales 
manager in midwest area for Motorola’s 
Semiconductor Products Div. He will 
supervise division sales in Michigan, 
Ohio, West Virginia and Pennsylvania. 


William S. Marks Jr., formerly as- 
sistant to the vp of research, Radiation 
Inc., Orlando, Fla., appointed con- 
sultant on military communications- 


INTERNATIONAL 





count for 80% of Canada’s tv homes. 
The service eventually will be expanded 
to the whole country. 

The markets: Calgary, Edmonton, 
Hamilton, Halifax, Kingston, London, 
Montreal, Ottawa, Quebec City, Regina, 
Sherbrook, Toronto, Vancouver, Wind- 
sor and Winnipeg. Reports on four of 
the markets—Montreal, Toronto, Van- 
couver and Winnipeg—will begin this 
summer. The others will start in the fall. 


Overseas station rep 
makes staff changes 


Intercontinental Services Ltd., New 
York, overseas radio-tv station rep firm, 
has realigned its executive staff. Also 
announced was the establishment of an 
associate company, International Serv- 
ices Ltd., with offices in Beirut, Bang- 
kok, Hong Kong, Manila, Tokyo and 
Mexico City. ISL also recently opened 
new headquarters offices at 20 E. 46th 
St., New York. 

In executive changes Harry M. En- 
gel Jr. moves up to president and gen- 
eral manager of ISL succeeding Steph- 
en A. Mann, who resigned to become 
sales manager of ABC International, 
a newly-formed division of the Amer- 
ican Broadcasting Co. Other ISL of- 
ficers are Walter Staskow, executive 





electronics at 
Chicago. 


International 


Terry Kielty, assistant manager of 
CFRA Ottawa, Ont., named manager 
succeeding Tom Foley who died in an 
automobile accident at Toronto last 
month. George Gowling, commercial 
manager of CFRA, named secretary- 
treasurer and director. 


Zenith Radio Corp., 


Gordon Forsyth, formerly of Young 
& Rubicam Ltd., and Foster Adv. Ltd., 
both Toronto, to radio-tv production 
manager of Paul, Phelan & Perry Ltd. 
(advertising agency), that city. 


Robert Lapthorne appointed by 
Fremantle International, N.Y., to serv- 
ice company’s tv accounts in Australia. 


Allied Fields 


Nat Welch, formerly vp sales of 
ORR Industries, Opelika, Ala., manu- 
facturer of magnetic tape, resigns to 
form own company, Nat Welch, Busi- 
ness Development, which will deal in 
management and financing services. 


Barbara Wilkens, formerly pub- 
licity director of WNTA-TV New 
York, named promotion director of 
Talent Publicity Assoc., N.Y., radio-tv 
and entertainment pr firm. 





Leif Ericson made things 
happen in Norway...and 
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vice president; Jeanette F. Sytsma, vice 
president and treasurer, and John P. 
Barton, who joins the company as vice 
president and sales manager. He was 
formerly manager of KUAM-AM-TV 
Guam. Mr. Engel is president of the 
Guam stations. 

The new associate company’s activi- 
ties, Mr. Engel said, include “consulting 
in the management, program, sales, and 
technical facets of the radio-tv busi- 
ness.” International Services, he stated, 
is negotiating for station licenses, “gen- 
erally with local participation,” in va- 
rious markets. (Uganda, Egypt, Malaya, 
and others). The company is also pre- 
pared to assemble and distribute low- 
cost tv receivers. 


Canadian radio-tv 
get 25% of ad revenue 


Canadian radio stations last year 
took in $26.9 million in national ad- 
vertising, a gain of 29% in five years, 
according to a report made for the 
Canadian Assn. of Broadcasters by the 
Toronto management consultant firm 
of Wood, Gordon & Co. The report 
was presented at the CAB annual meet- 
ing in March. Radio accounted for 
11.4% of the total advertising in Can- 
ada last year, 10.5% of the national 
advertising. 

Television accounted for about $32 
million or 13.6% of all Canadian ad- 
vertising last year, up from 1.7% in 
1953, while national advertising on tv 


FANFARE 





Station promotion 
study released 


The average tv station allocates about 
3.6% of its annual gross revenues to 
general promotion, exclusive of salaries. 
And audience promotion is by far the 
greatest activity at stations, averaging 
2.2% of gross revenues. 

These are some of the findings which 
emerge from a tv promotion-publicity- 
merchandising survey released by 
Broadcasters’ Promotion Assn. It’s part 
of an overall radio-tv promotion study 
conducted by its special projects com- 
mittee under John Hurlbut, WFBM- 
AM-TV-FM Indianapolis. The results 





increased from 3.5% in 1953 to 20.8% 
last year. 

The report pointed out that 75% of 
all national radio advertising went to 
41 stations, 23% of the total. More 
than 75% of all national television ad- 
vertising went to 14 stations, 35% of 
the total in operation. 


Israeli commercial tv 


The Israeli government radio has 
inaugurated spot advertising. With 
Israeli Cabinet approval, the spot an- 
nouncements will be given a six months’ 
trial run. The present system calls for 
40 spot commercials a day of 15-second 
duration. More than half of the adver. 
tising time for the next six months js 
already sold. 





were announced by BPA President 
Gene Godt, KYW-TV Cleveland. The 
study covered last October-November. 


Approximately 92% of all tv sta- 
tions have fulltime promotion depart- 
ments, while 72% of all outlets main- 
tain fulltime departments. Newspapers 
get about 38.5% and trade books 
25.3% of promotion budgets in tv, 


while the figures run 23.8% and 
19.4%, respectively, in radio pro- 
motion. 


The study also breaks down stations 
by area set count groups, am affilia- 
tions, departmental setups, number of 
personnel and other factors, including 
station budgeting practices. 


May is ‘Radio Month’ 


Promotion material for use by radio 
stations in celebrating National Radio 
Month in May has been distributed 
by NAB. The observance is centered 
around the theme, “Radio, the Heart 
Beat of Main Street.” 

New jingles created by Faillace Pro- 
ductions, New York, have been re- 
corded by 19 top singers and mv- 
sicians. They were pressed by Gotham 
Recording Corp., New York, on 33% 
rpm 12-inch discs. These discs include 
30-second and 10-second vocal-instru- 
mental versions of jingles plus a 60- 
second all-instrumental cut for use by 





Eye Catcher ® A window display on 
New York’s Park Ave. just north of 
Grand Central, is designed to catch 
the commuting advertising executive. 





The animated, 12-foot display at 250 
Park Ave. (branch of the Marine 
Midland Trust Co.) was set up by 
Peters, Griffin, Woodward, station 





representation firm. Theme of the 
display is “America’s most popular 
news programs and newscasters are 
local.” 


A silhouetted map of the U. S. 
shows PGW-represented radio and 
tv stations against a background 
photomural of typical local news 
events. A 17-inch screen in the cen- 
ter of the map has a rear projection 
unit that shows slides of the station’s 
call letters, their top newscasters and 
news stories currently being covered. 
The slides change automatically 
every six seconds, creating in five 
minutes a national cross section of 
important news stories in the local 
markets. 


Each station is cooperating in the 
promotion furnishing newsfilm shot 
each day. Some 60 stations (radio 
and tv) are represented. The display 
is in movement 8 a. m.-7 p. m. each 
day. After a short stay in New York. 
the display will be “bicycled” for 











showings in all nine cities where 
PGW has offices. | 
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Listening for grandsons ® Folks 
around in 1994 will get a radio-eye 
view of Ft. Wayne, Ind., by simply 
digging up a sealed time capsule. 
Buried by WOWO, that city, the 
capsule contains a transistor radio, 
phonograph records, tape recordings 
of prominent radio voices, color 
slides of Ft. Wayne churches, a 
weathercast tape, and over 200 other 
items which should be of interest to 
Hoosier heirs. 

The permanently-sealed, stainless 
steel “bomb” was buried March 31 
on the grounds of the Ft. Wayne 
historical museum. A plaque will be 
hung in the museum to remind fu- 
ture radio fans that it is to be opened 
Oct. 22, 1994—the 200th anniver- 
sary of the city. 

WOWO general manager Ed Wal- 
lis used a golden shovel to hollow 
out the burying ground for the cap- 
sule. The event was a highlight in 
the station’s 35th anniversary cele- 
bration. 








stations under their own promotional 
announcements or mixed with other 
program material. 

The NAB promotional kit includes 
fact sheets about radio, sample news 
releases, newspaper mat, speech text for 
local use by broadcasters; proclamation 
to be signed by mayors or city man- 
agers; tips for local promotions and 
programs, and order forms for a pro- 
motional film and additional speech 
texts. 


Oscar’s record 


The $700,000 that the motion picture 
business put out for the tv-radio 
Oscar show may have ruined the na- 
tional box office for a night, but already 
compensating millions are flowing in. 
Moviemen estimate they more than 
doubled their investment in hoopla sur- 
rounding the two-nation simulcast, with 
television and radio carrying a fair 
Share of the publicity here and in 
Canada. 

The audience, acting on the movies’ 
own advice, stayed away in droves from 
theatres April 4 and gave the show a 
historic rating. Arbitron’s seven-city 
service recorded a thumping 51 aver- 
age for the nearly 22 hours (including 
the preceding 10-10:30 p.m. Oscar in- 
terview show sponsored by Procter & 
Gamble). The Arbitron all-time high 
compares with last year’s seven-city Os- 
car rating of 47.3, which was the old 
Arbitron record. (Weekly Arbitron 
highs average in the twenties and low 
thirties.) Trendex’ 30-city service re- 
corded an 83.6 average minute audi- 
ence iuned for the first half hour of 
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the award show and 71 for the 10-11 
hour. (Trendex telephoners don’t take 
ratings after 11 p.m. in the various 
time zones.) 

Box office lines were forming the day 
after the NBC radio-tv show. Metro- 
Goldwyn-Mayer was talking about a 
possible unprecedented gross of $100 
million internationally for “Ben Hur,” 
which took I1 Oscars. The British en- 
try, “Room At The Top,” may make 
another half million in this country 
after leading lady Simone Signoret’s 
Oscar and its best-picture nomination. 
The exposure probably will increase the 
fortunes of “Black Orpheus” by 50% 
in bookings after its “best foreign lan- 
guage film” designation. 

The Motion Picture Assn. of Amer- 
ica says the promotion got twice the 
play of last year’s. Exhibitors, who 
chipped in on the bill, did yeoman work 
to keep their customers at home. NBC 
also is credited by the association with 
a “magnificent job” of promotion. The 
association is satisfied that the success 
in the Hollywood mammoth tradition 
grew out of a unified effort, conducted 
“as if all nine major studios got to- 
gether on one picture.” 

Committees and subcommittees of 
MPAA and exhibitor organizations saw 
that Oscar got maximum exploitation 
in every conceivable medium from tele- 
phone and mail meter to outdoor, car 
card and halls of Congress. Among tele- 
vision and radio stations, non-partisan 
cooperation was obtained from network 
affiliates and independents alike. Sta- 
tions programmed announcements and 
shows. Record companies joined in to 
promote old award songs as well as this 


year’s nominees. The MPAA disc- 
jockey kit containing discs of nominated 
songs went to 1,000 d.j.’s this year, 
more than triple last year’s list. NBC 
got special recognition from the spon- 
sor for a record number of plants in all 
media. One windfall was especially 
noted by MPAA. WCBS-TV pro- 
grammed films starring old Oscar win- 
ners the week leading up to the NBC- 
TV show this year. 

In the 30-second mid-show break 
(185 stations lined up by Donahue & 
Coe at a cost of $36,000) Olivia De 
Havilland chided viewers, “Why aren’t 
you at the movies?” The immediate 
answer is obvious but bullish movie- 
men are confident viewers have taken 
the suggestion for theatre-going days to 
come. 


‘Color Day’ success 


A complete telecast day given over 
to color on April 10 by KMTV (TV) 
Omaha (BROADCASTING, April 11) was 
hailed by RCA distributors as “a per- 
fect promotion.” 

KMTV (TV) programmed all day in 
color, carrying 10 hours of local and 
seven hours of network shows without 
a break. Joining in the extensive pro- 
motion was an RCA distributor, Sidles 
Co.; 50 dealers in lowa and Nebraska 
and Omaha’s four leading realty firms. 

KMTV General Manager Owen Sad- 
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dier received a message of congratula- 
tions from Robert W. Sarnoff, NBC 
board chairman, John L. Burns, RCA 
president and other industry leaders. 

The station reported that from 250 
to 600 people visited the distributors’ 
stores during the promotion. 


Media men tosee game 


WRC-AM-FM-TV Washington will 
host a group of New York radio-tv 
media executives at the opening game 
of the Washington Senators today 
(April 18.) The game will highlight the 
day’s program for the media buyers of 
New York’s leading agencies and mem- 
bers of NBC’s Spot Sales organization 
who are scheduled to fly in this morn- 
ing for a conference with department 
heads and inspection of station facilities 
of WRC. 

After the morning business meeting 
a luncheon buffet will precede the sea- 
son opener. Tom Paro, WRC-TV sales 
director, Joseph Goodfellow, manager 
of WRC-AM-FM, and Richard H. 
Close, vice-president of NBC National 
Spot Sales, will host. 


WPIX puts it in a book 


WPIX (TV) New York ‘has produced 
a handsomely-printed book presenting 
the theme “WPIX is the independent 
station with network programming, 
audiences and advertising.” The book 
is attractively packaged in a box, has 
color photographs as well as black-and- 
white and is 11 inches high by 14 inches 
long. 
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__Elopes 
__Dies 
Gets Married 
Has Guests 
—Goes Away 
_Has a Party 
Has a Baby 
__Has a Fire 
—Is il | 
__Has an Operation 
_Has an Accident 
_Buys a Home 
_Wins a Prize 
Receives an Award 
__ Builds a House 
__Makes a Speech 
__Holds a Meeting 
Or Takes Part In Any | 
Other Unusual Event 


THAT’S NEWS 
WE WANT IT 
Telephone Plaza 3-4461 


RADIO STATION KFRO 


1370 ON YOUR DIAL | 
CURTIS BUILDING 
LONGVIEW, TEXAS 





























KFRO Wants to Know ® Blotter | 
mailing piece of KFRO Longview, | 
Tex., serves as a handy reminder 
to recipients that station wants 
tips on all useable news. 








Examples are given of its program- 
ming by types, with pictures from what 
the station considers the outstanding 
programs representing these types. 





FOR THE RECORD 





Scenes from WPIX-produced public 
service programs and educational ty 
are also reproduced. The second sep. 
tion reports on a Neilsen survey giving 
the profile of the average family that 
watches the station (age, income brack. 
et, occupation, etc.) The book en:s 
with a list of WPIX’s national adver. 
tisers. 

Many illustrations in color are ip. 
cluded in addition to the photographs, 


@ Drumbeats 


Premium plaque ® The Texas Co, 
(Texaco), N.Y., and its agency, Cun. 
ningham & Walsh, same city, have re. 
ceived a bronze plaque from the Prem- 
ium Industry Club in the consumer and 
retailer traffic building premium cate. 
gory for the best such promotion of 
1959. The citation was presented at 
the National Premium Buyers Expogsi- 
tion in Chicago for Texaco’s toy tank 
truck promotion (for auto check up in 
the fall season Texaco offered at $3.50 
a Buddy “L” truck which retails at 
$7.95). The promotion appeared on 
commercials in Texaco’s Huntley-Brink- 
ley news shows (NBC-TV) and in spot 
TV in 85 markets as well as in dealer 
radio sponsorships. In addition, pro- 
motion appeared in other media. 


‘Trim’ format ® WAUX Waukesha, 
Wis., sent 340 Milwaukee area barbers 
letters suggesting that the station’s re- 
laxed musical programming would help 
hold customers still. The promotion 
was part of the station’s “Music for 
People” program. 





Station Authorizations, Applications 
As Compiled by BROADCASTING 
April 7 through April 13. Includes data on new stations, changes in 
existing stations, ownership changes, hearing cases, rules & standards 
changes and routine roundup. 


Abbreviations: 
DA—directional antenna. c onstruction 
permit. ERP—effective radia power. vhf 


—very high frequency. uhf—ultra high fre- 
quency. ant.—antenna. aur.—aural. vis.— 
visual. kw— kilowatts. w—watts. mc—mega- 
cycles. D—day. N—night. LS—local sunset. 


EDWIN TORNBERG 
& COMPANY, INC. 


NEGOTIATORS FOR THE PURCHASE AND 
SALE OF RADIO AND TELEVISION STATIONS 


EVALUATIONS 
FINANCIAL ADVISERS 





mod.—modification. trans.—transmitter, unl. 
—unlimited hours. kc—kilocycles. SCA— 
subsidiary communications authorization. 
SSA—special service authorization.—STA— 
special temporary authorization. SH—speci- 
fied hours. *—educational. Ann. Announced. 


New Tv Stations 


ACTIONS BY FCC 


Grand Island, Neb.—Grand Island Tele- 
casting Co. Granted vhf ch. 11 (198-204 mc); 
ERP 0.275 kw vis., 0.162 kw aur.; ant. height 
above average terrain 204 ft., above ground 
229 ft. Estimated construction cost $26,000, 
first year operating cost $38,000, revenue 
$43,000. P.O. address 5570 Dallas, Tex. Stu- 
dio-trans. location Grand Island. Geo- 
graphic coordinates 40° 55’ 24” N. Lat., 98° 
20’ 36” W. Long. Trans. Electron, ant. Pro- 
delin. Applicant is Electron Corp., Dallas, 
applicant for tv permits in Reno, Nev. (see 
below) and Douglas, Ariz. Ann. April 13. 

Santa Fe, N.M.—Santa Fe Telecasting Co. 
Granted vhf ch. 11 (198-204 mc); ERP 0.347 
kw vis., 0.174 kw aur.; ant. height above 
average terrain 4 ft., above ground 159 ft. 
Estimated construction cost $31,000, fi 
year operating cost $65,000, revenue $74,000. 
P.O. address 931 Society for Savings Bldg. 
Cleveland, Ohio. Studio-trans. location 
Corner of Washington and Water Sts., Santa 
Fe. Geographic coordinates 35° 41’ 17” N. 
Lat., 105° 56’ 23” W. Long. Trans. Electron, 
ant. Prodelin. Sole owner is Harrison M. 
Fuerst who has interests in KVOR Colorado 
Springs, Colo.; KPAS Banning and KTUR 
Turlock, both California. Ann. Apri! 13. 

APPLICATION 

Eau Claire, Wis.—Central Bestg. Co. ubf 
ch. 25 (536-542 mc); ERP 223.9 kw vis., 112 
kw aur.; ant. height above average terrain 
436 ft., above ground 489 ft. Estimated con- 
struction cost $146,500, first year operating 
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“Granted 1570 ke, 1 kw D. P.O 





cost $60,000, revenue $30,000. P.O. address 
415 South Hastings Way, Eau Claire, Wis. 
Studio location Eau Claire, Wis. Trans. loca- 
tion Town of Washington, Eau Claire, Wis., 
415 S. Hastings Way. be py coordi- 
nates 44° 47’ 58” N. Lat., 91° 27’ 59” W. Long. 
Trans. RCA TTU12A, ant. RCA TFU 24DL. 
Legal counsel Scharfeld and Baron, Wash- 
ington, D.C. Consulting engineer T.O. Jor- 
genson. Principals include Morgan and Eliz- 
abeth Murphy, 54.6%, and others, licensees 
of WEAU-AM-FM-TV Eau Claire. Ann. 
Mar. 28. 


Existing Tv Stations 


ACTION BY FCC 
KCND-TV Pembina, N.D.—Granted mod. 
of cp to change ERP from 21 kw aur. and 
10.5 kw vis. to 13.6 dbk (23 kw) vis. and 
10.6 dbk (11.5 kw) aur., increase ant. height 
from 340 to 1,400 ft., and change type trans. 
and ant. Ann. April 13. 


CALL LETTERS ASSIGNED 


*WXGA-TV Waycross, Ga.—Georgia State 
Board of Education. Changed from WEGS- 


VWEGA-TV Savannah, Ga.—Georgia State 
Board of Education. Changed from WXGA- 


TV. 
WFEN-TV Clearwater, Fla.—West Coast 


Telecasting Corp. 
wKWCS-TV Ogden, Utah—Weber County 
School District. 


Tv Translator Stations 


ACTIONS BY FCC 


Windom Area Television Inc., Windom, 
Minn.—Granted cps for three new tv trans- 
lator stations on chs. 70, 77 and 83 to trans- 
late programs of WCCO-TV (ch. 4), KSTP- 
TV (ch. 5), both Minneapolis, and KELO- 
TV (ch. 11) Sioux Falls, S.D., respectively. 
Ann. April 13. ; 

Miami Translator System, Miami, Tex.— 
Granted cps for three new tv translator 
stations on chs. 72, 78 and 82 to translate 
programs of Amarillo stations KGNC-TV 
(ch, 4), KVII (ch. 7) and KFDA-TV (ch. 
10), respectively. Ann. April 13. 


New Am Stations 


ACTIONS BY FCC 


Sarasota, Fla.—Radio Sarasota Co. Grant- 
ed 1220 kc, 1 kw D. P.O. address 912 W. 
Wesley Rd., Atlanta, Ga. Estimated con- 
struction cost $19,060, first year operating 
cost $48,000, revenue $60,000. Equal partners 
are J. Lee Friedman, advertising agency 
and boys camp interests, Paul Jones, real- 
tor, and Harry LeBrun, vice pres. WLWA 
Atlanta. Mr. Friedman and Mr. Jones own 
WWOK. Charlotte, N.C. Ann. April 13. 

Clayton, Ga. — Blue Ridge Becstg. Co. 
. address Box 
443, Seneca, S.C. Estimated construction 
cost $12,940, first year operating cost $31,440, 
revenue $30,000. Applicants are Mr. and 
Mrs. J.A. Gallimore who also own: 60% of 
WLFA Lafayette, Ga.; and 90% of WSSC 
Sumter; 50% of WBHC Hampton; 60% of 
WBAW Barnwell, and 52% of WABV Abbe- 
ville, all South Carolina. Ann. April 13. 

Griffin, Ga.—Gladys McCommon Johnson. 
Granted 1410 kc, 1 kw D. P.O. address 2954 
Crestline Dr., Macon, Ga. Estimated con- 
Struction cost $18,735, first year operating 
cost $39,000, revenue $51,000. Mrs. Johnson, 
sole owner, is housewife. Ann. April 8. 

Traverse City, Mich—D.C. Summerford. 
Granted 1310 kc, 1 kw D. P.O. address 306 
Lincoln Hill Dr., Battle Creek, Mich. Esti- 
mated construction cost $20,881, first year 
operating cost $52,000, revenue $57,000. Mr. 
Summerford, sole owner, is stockholder in 
WTMT Louisville, Ky. Ann. April 8. 

Wilmer E. Huffman, Pratt, Kan.; Francis 
C. Morgan Jr., Larned, Kan.; Pier San Inc., 
Larned, .Kan.—Designated for consolidated 
hearing applications for new am stations to 
operate on 1290 kc. Mr. Morgan and Pier 
San with 500 w D, and Mr. Huffman with 

w-N, 5 kw-LS, DA-2 (BP-12021, 12749, 
12750); made KSOK Arkansas City, Ark., 
party to proceeding. Comr. Bartley con- 
curred in part but favored including mul- 
tiple ownership issue. Ann. April 13. 

Brandywine Bestg. Co., Media, Pa.; Boy- 
ertown Bestg. Co., Boyertown, Pa.; Dinkson 


WNJR 


Ist in new york 
dec. negro pulse 


BASED'ON U.S. CENSUS) 
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Corp., Hammonton, N.J.— Designated for 
consolidated hearing applications for new 
daytime am stations to operate on 690 kc; 
made WADS Ansonia, Conn.; WCBM Balti- 
more, Md.; WOR New York City, and 
WNNT Warsaw, Va., parties to proceeding. 
Waived sec. 1.354 (h) (1) of rules with re- 
spect to minor a — in Boy- 
ertown application; denied Brandywine re- 
quest to give Boyertown new file number. 
Ann. April 13. 


APPLICATIONS 


San Fernando, Calif—Sun State Bestg. 
System 1210 kc, 10 kw D. P.O. address 13273 
Ventura Blvd., North Hollywood, Calif. Es- 
timated construction cost $47,300, first year 
operatin cost $80,000, revenue $150,000. 
Principa include Donald H. Blanchard, 
61.37%, Richard H. Burton, 11.4%, and oth- 
ers. Mr. Blanchard is attorney_with interest 
in electrical contracting firm. Mr. Burton is 
his law associate. Ann. April 11. 

New Milford, Conn.—George F. O’Brien 
940 kc, 1 kw D. P.O. address 20 Robinson 
Ave., Danbury, Conn, Estimated construc- 
tion cost $38,130, first year operating cost 
$60,000, revenue $60,000. Applicant is in in- 
surance. Ann. Mar. 31. 

Louisville, Ky. — Mainliner Bestrs. 1500 
ke, 10 kw D. P.O. address 155 Montgomery 
St., San Francisco, Calif. Estimated con- 
struction cost $105,000, first year operating 
cost $120,000, revenue 50,000. Principals 
are John M. Bryan and Reid W. Dennis, 
equal partners. Mr. Bryan is in hardware 
and real estate. Mr. Reid is in insurance. 
Ann. April 4. 

Lancaster, S.C.—Palmetto Bestg. System 
1560 ke, 1 kw D. P.O. address Lancaster, 
S.C. Estimated construction cost $13,530, 
first re operating cost $30,000, revenue 
$36,000. Principals include B.L. Phillips Jr., 
Michael C. Turner and John D. Martin, 
3314% each, Messrs. Phillips and Turner are 
employes of WIST Charlotte, N.C. Mr. Mar- 
tin is employe of WLCM Lancaster, S.C. 
Ann. April 13. 

Summerville, S.C.— Radio Summerville 
Inc. 980 kc, 500 w D. P.O. address Summer- 
ville, S.C. Estimated construction cost $18,- 
631, first year operating cost $25,720, reve- 
nue $36,000. Principals include N.H. Hamil- 
ton, 50%, Norman M. Mathews, 25%, and 
others. Mr..Hamilton is attorney. Mr. Math- 
ews is stockholder and manager, WDIX 
Orangeburg, S.C. Ann. April 7 


Existing Am Stations 


ACTIONS BY FCC 


KART Jerome, Idaho— Granted change 
from unl. to D, with specified hours, con- 
tinuing operation on 1400 kc, 250 w. Ann. 
April 8. 

WZIP Covington, Ky.—Granted applica- 
tion to change station and main studio 
location to Cincinnati, Ohio. Ann. April 13. 

KWNO Winona, Minn.—Granted change 
in operation on 1230 kc from 250 w unl., to 
1 kw-LS, DA-D, with continued nighttime 
operation with 250 w; engineering condi- 
tions. Ann. April 13. 

KARR Great Falls, Mont.—Granted in- 

crease of daytime power from 250 w to 1 
,kw, continuing operation on 1400 kc, 250 
w-N; engineering condition. Ann. April 8. 
, KATL Miles City, Mont.— Granted in- 
crease of daytime power from 250 w to 1 
kw, continuing operation on 1340 kc, 250 
'w-N. Ann. April 8. 
{ KVCK Wolf Point, Mont.— Granted in- 
;crease of daytime power from 250 w to 1 
| kw, continuing operation on 1450 kc, 250 

w-N; remote control permitted. Ann. April 


KELK Elko, Nev.—Granted increase of 
daytime power from 250 w to 1 kw, con- 
ne eae on 1240 ke, 250 w-N. 
Ann. April 8. 

KGRT Las Cruces, N.M.—Granted in- 
crease of power from 1 kw to 5 kw, con- 
—— ee on 570 ke D. Ann. April 8. 


Massena, N.Y.; WITWN St. Johns- 
bury, Vt.; WDCR Hanover, N.H.; WIRY 
Plattsburg, N.¥Y.— Designated for consoli- 


dated hearing applications to increase day~ 
time power from 250 w to 1 kw, continuin 
operation on 1340 kc, 250 w-N, WIRY wi 
DA-D. Ann. April 13. 0 

WSLB Ogdensburgy N.Y.— Granted in- 
crease of daytime power from 250 w to 1 
kw, continuing operation on 1400 kc, 250 
w-N; Ng cnt J condition. Ann. April 13. 

WEOK* Poughkeepsie, N.Y.—Granted in- 
crease of power from 1 kw to 5 kw, with 
DA, continuing daytime operation on_ 1390 
ke; engineering conditions. Ann. April 13. 

WGUS North Augusta, S.C. — Granted 
change of facilities from 1600 kc, 500 w D, 
to 1380 kc, 1 kw D; remote control permit- 
ted. Ann. April 13. 

WDXN*¥ Clarksville, Tenn.— Granted in- 
crease of power from 250 w to 1 kw, con- 
tinuing operation on 540 kc D; remote con- 
trol permitted; engineering condition. 
Comr.. Bartley dissented. Ann. April 13. 
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Microphone . 
only $82°8 


This RCA Miniature Dy- 
namie Microphone is as 
inconspicuous as modern 
microphone design can make 
it! Just 2%” long, it weighs 
but 2.3 ounces. And, in 
spite of its compactness, 
the BK-6B is a durable, 
high-quality microphone. 
Try it for remotes! You'll 
find it excellent for inter- 
views, panel shows and 
sports. It’s a great value 
at $82.50! 


Order your BK-6B now! Write 
to RCA, Dept. FC-22, Building 
15-1, Camden, N. J. Whatever 
your broadcast equipment needs, 
see RCA FIRST! 


RADIO CORPORATION 
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KVLF Alpine, Tex. crx ge of 
daytime power from 250 w 1 kw, con- 


rmitted. Ann. April 8." 
Designa 


» Tex.— ted for hear- 

lication to inc e wer 

from w to 1 kw, contin operation 
on 1490 kc, 250 w-N; mad ville, 


. Ann. April 13. 
KZO Muleshee, Tex.—Granted applica- 
tion to location to Farwell, continu- 


change 
operation on 1570 kc, 250 w D; engi- 
Bay condition. Ann. 


and waiver of sec. 3.41 of 
4 kw-trans., type accepted for 1 and 5 kw. 
Is being advised that, insofar as it seeks 
in power from 1 kw to 5 


i on multiple ownership issue. Comr. 
Lee . part and dissented in part. 
Ann. A 13. 

wTo Staunton, Va.—Granted increase 


of daytime power from 250 w to 1 kw, con- 
tinuing o tion on 1240 ke, 250 w-N; re- 
mote contro 5 Dermsed: engineering condi- 
tion. Ann. April 1 

WHSM yk, Wis.—Granted change 
on 910 ke from 1 kw D to 5 kw _ en- 
gineering conditions. Ann. April 8 


APPLICATIONS 
WCNX Middletown, 1 —Cp to increase 
ee from 500 w 1 kw and make 
| in trans, pi (1150ke). Ann. 


A 

WsoE Ward Ridge, Fla.—Cp to change 
Sequeney Lig | 1570 ke to 1530 kc; increase 
— TAG 1 kw; install new 

ans. _ Ap 1 

WAAT Trenton, N.J.— Cp to change 
hours of operation from D to unl., using 
power of 5 kw; install DA and new trans. 
and change ant.-trans. location seameent 
b agg Ke ' at 3.28 [c] of rules) (1300 kc). 


N.C.—Cp to change 
—T — ry to a7 using 
power of N-5 kw; D (increase pow 
er from 1 kw) ) install DA N&D (DA-2); in- 
stall new trans (1260kc). Ann. April 7 


CALL LETTERS ASSIGNED 
KZOW Globe, Ariz.—Gila Bestg. Co. 
ed from KWJB. 
Phoenix, Ariz.—Camelback Bestg. 
Inc. Changed from KONI. 
WYSL Amherst, N.Y.—McLendon Corp. 
Cc from WINE. 
wD Delaware, Ohio—Somerset Bestg. 


Co. 
KWLD Liberty, aoe —Liberty Bestg. Co. 
Gm ed from 
G iahewens. ” Wash.—_KHFA Inc. 
Gaael from KHFA 


hours of o 


New Fm Stations 


ACTIONS BY FCC 


Auburn, Calif.— Donnelly C. Reeves. 
Granted 101.1 mc, 4.6 kw D. P.O. address 
P.O. Box 950, Auburn, Calif. Estimated con- 
set 9s 000 cost $11,650, first year operating 
cost $6, revenue $6,000. Aaa also 
owns ART Auburn. Ann. 1 13. 

Aurora, Ill.—Russell G. Salter. Granted 
95.9 mc, 1 kw. P.O. address 914 S. Catherine 
Ave., yg Ill. Estimated construction 
cost $36,650 = yees operating cost $20,000, 
revenue $28,000. pplicant is sole owner of 
WBEL Beloit, Wis. Ann. April 8. 

Elgin, Ul.—Elgin Bestg. Co. Granted 94.3 
me, 1 kw. P.O. address 156 Division St., 

Ill. Estimated construction cost $9,- 
. Co. is iicensee of 

Elgin. pplicant fm will duplicate WRMN 

Pp ming. . April 13. 
d, Ind.—House of Sound Inc. 
Granted 96.1 mc, 32 kw. P.O. address Greens 
ae Ind. Estimated construction cost $33,- 
first 00 Pr operating cost $26,000, reve- 
4 Principal applicants are Rich- 
ard and Jacqueline A. W 
operate radio-tv retail sto 

Grand Rapids, Mi 
Corp. Granted 94.5 mc, 36.96 kw. P.O. ad- 
dress pote S 31 & James St., Holland, Mich 

ioe ting ay $30,000, 20,006, first 

opera revenue 
Principals include Bernard Brookema, 
50.9% — others. Mr. Brookema is 50% 
quae of WJBL Holland, Mich. Ann. April 


Hess-Hawkins Co., St. sania, Mo.—Mod- 
ified cp for new fm station sta- 
tion location to East St. ‘a. =~ no 

in facilities. Ann. Ap 

Rochester, N.Y.—State 
ed 100.5 mc, 5.08 
= Ave. ee Roch Estimated 
12,040. * Applicants are 
Frank w. Miller r. and Lee W. Miller, 
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50% Dh gy = W. Miller Jr. is in publish- 


Ann, April 13. 

aa. City, N.C. ~- Tri-City Bestg. Co. 
Granted 105.3 mc, rod ', P.O. address P.O 
Box 280, Forest Ci N.C. Estimated con- 
struction cost $8,7  _fist year opesating 

cost $4,200, revenue ” $8,000 Princi —_ are 
— T. Becknell and A. “Hager velace, 
= ogy 4 owners of WAGY Forest 

City, Mar. 4. 


Paul J. Molnar, Ohio Music Corp., Cleve- 
land, Ohio — Des ted for consolidated 
hearing applications for new class B fm 
stations to operate on 93.1 —_ Ann. a ril 8. 

Taliesin Bestg. * oxae Do tt & 
Son, Baw 3 Nselignated for con- 
solidated hearing yo for new class 
B stations to operate on 95.5 mc. Ann. 
April 13. 

South Boston, Va.— Halifax Bestg. Co. 
Granted 97.5 -~e 2.4 kw. P.O. address Box 
490, South Boston, Va. Estimated construc- 
tion cost $10, 712, frst year operatin —_ 
$3,000, revenue $5.000 . Applicant is Jo 
Cole ee wre dat owner of WHLF So uth 

Chase City, both Vir- 
ginia. — PR as ril 8. 


Milwaukee, Wis.—Beacon Electronics Inc. 
Granted 102.1 mc, 38.9 kw. P.O. address 715 
N. Milwaukee St., woo Wis. Esti- 
mated construction cost $20,450. 
operating cost $35,000, revenue $40,000 Prin- 
cipals include Paul T. Foran, 30.42% and 
Robert G. Bickel, 14.07%, and others. Both 
Messrs. Foran and Bickel are attorneys. 
Ann. April 13 


APPLICATIONS 


Huntsville, ye Bestg. Co. 92.9 
me, 3.071 kw. P.O. address % Mitchell Je- 
rome mee. 2409 9th Ave., Huntsville, 
Ala. timated construction cost $12,750, 


first frst year operating cost $18,000, revenue 


hi ae | are Austin Hughey, 55%, 

and Mitchell J. “Hughey, 45%. Austin 

Mite h itehelt "Hu employe of chemical corporation. 
che 


ey is in advertising. Ann. 


Fla.—Fm Bestg. Co. of Florida. 
99.1 me, "17.7 kw. ro. address 215 Buchanan 
ie Amarillo, Tex. Estimated construction 
cost $24,128, first veer ¢ rating cost $32,120, 
revenue 800. cipals are J. Ernest 
seus J, Bw. yo and Jimmie A. 
ail, 25% each. Mr. Stroud is in real estate. 
Mr Moore is in engineers services. Mr. Nail 
is in land surveys. “—. ea 11. 
Tampa, Fila.— Co. of Florida. 
102.5 me, 8.9 aw, i. ran ress 215 Buchanan 
St., Amarillo 


Estimated eo 
cost $23,428, test year operating cost 


im . oS wl neipals are J. Ernest 
troud B.W. Moore and Jimmie A. 
ail, 25% bm each. Mr. Stroud is in real estate. 


Ma aa engineering services. Mr. 
Nail ie in land surveys. Ann. April 11. 
Mass.—Harvey Sheldon. 105.3 mc, 
1.032 kw. P.O. address 441 Farmington Ave., 
Hartford, Conn. Estimated Sonera cost 
$23,200, first 0g x ~y i cost $18,450, 
revenue 000. Ppl icant employe of 
WMAS sbrinchela: @ss. Ann. April 11. 


Existing Fm Stations 


ACTIONS BY FCC 
WJHL-FM Johnson City, Tenn.—Waived 
sec. 3.204 i of rules a Set use of 250 
w ame, d reduced from 9.6 kw to 


800 A.B. uing operation on 100.7 mc; 
~ hel ght i ft. Ann. April 8. 


Evanston, Ill.—Granted SCA 
mi... nt i: functional music operation on 


multiplex Ann. April 8. 

KAFE (FM) ‘Oakland, Calif.—Granted cp 
to move station b, san Francisco and to 
increase 1.71 = to 100 kw, ant. 
height from 1,080 ¢ ft. to 1,120 ft., continuing 
—. on 98.1 mc; remote control per- 
mitted; engineering condition. Ann. April 8. 


CALL LETTERS ASSIGNED 
eran Phoenix, Ariz—KTAR Bestg. 


KCHV-FM Geena. Calif.—Coachella 
Valley mins 
ou ) Los Altos, Calif.—William J. 


KATY. ( (FM) Woodland, Calif.—Interstate 
(FM) Atlanta, Ga.—Joel S. Kauf- 
mann. 
LA ae Richmond, Ind.—Richmond 
‘oO 
CB-FM Chicago. tll. ae _< Chicago. 
WYSL-FM Amh +. cLendon 
OWEYO-FM Boy 
__ Sauwae Pa -—Boyertown 
“a ‘Jenkintown, Pa.—William L. Fox. 
KTBC-FM Austin, Tex.—LBJ Co. 
gung.v. (FM) Provo, Utah—Brigham 


Yi 
(FM) Seattle, Wash.—Internation- 
al al Music Inc. 





WTMB-FM Tomah, Wis.—Tomah- Maus. 
ton Bestg. Co. 

WTTN- Watertown, Wis.—Watertown 
Radio Inc. 


Ownership Changes 


ACTIONS BY FCC 


WTCB Flomaton, Ala.—Granted trnsfer 
of pee (50%) control from Andrew j, 

and Dot C. Lee to Carl E. Jones; considera- 
tion 35.500 . Ann. April 13. 

KSFE Needles, Calif.— Granted assi; 
ment of license to SHS Bestg. Corp. it 
Shuirman, president); consideration $35,000 
with option to purchase land and buildings, 
Ann. April 

WSUG Clewiston, vi —Granted assign- 
ment of cp to William H. Finch; corisidera- 
tion $47,500. Ann. April 13. 

WBIL Leesburg 
ment of license to Th 
consideration $75,000. Mr. Cassel owns 
WATS Sa and has interest in 


yr. Pa., 

WCHA- FM Chambersburg, Pa.; WBRK 
Berwick, Pa.; WGGG Gainesville, Fla., and 
tv station WTVE Elmira, N.Y. (off air), 
Ann, April 13. 


WRIM Pahokee, Fla.—Granted assignment 
of license to Jack Mann, Robert R. Pauley, 
Richard S. Jackson and Peter waves, d/b 
as WRIM Co.; consideration $45,000. Mr. 
Mann is licensee of WTY 
Ann. April 8. 


WCOA Pensacola, Fla.—Granted assign- 
ment of licenses to WCOA Radio Inc. (Jus- 
tin Miller, president; T.K. Cassel, treasurer, 
has interest in station WGGG Gainesville. 
Fla.); consideration $350,000. Ann. April 13. 

WELE South Daytona, Fla.—Granted ac- 
quisition of positive control by R.K. Shivers 
(now 44 owner) through purchase of addi- 
tional third interest from James S. Beattie 
for $5,700. Ann. April 13. 

KULA Honolulu, Hawaii—Granted assign- 
ment of license to KULA Bestg. Corp. 
(Charles Stuart III, president); considera- 
tion $500,000 plus employment of Jack A, 
Burnett, sole stockholder of assignor, as 
full-time one a 5 years at ,000 a 
year. Ann. April 1 


KWNT 1. nedbaeg Iowa—Granted trans- 
fer of control from Alex J. Clark, Howard 
Dorsey and Harry Alpirn to Lynne W. and 
Frank H. Babcock Jr.; consideration $30,000. 
Comr. Lee dissented. Ann. April 13. 

KXGI Fort Madison, Iowa—Granted as- 
signment of license to Talley Bestg. Co. 
(Hayward L. ash} — — owner of 
bak ee Litchfield, I }; msideration $109,- 


Fla.— Granted assign- 
Thompson K. Cassel; 


s Marianna, Fla, 


300 plus $8,200 not to scene for 10 years . 


within 50 miles of Fort Madison. Ann. 
April 8. 

WTCW Whitesburg, Ky.—Granted (1) ac- 

uisition of negative control by Ernest 

‘ubb (now 45% owner) through purchase 
os additional 5% interest from Charles E. 

Mosley for $2,500, and (2) transfer of Mr. 

Tubb’s 50% interest to Donald F. Cros- 
thwait for $25,000. Ann. April 13. 

KBTN Neosho, Mo.—Granted assignment 
of license to Galen O. Gilbert and W.R. 
Bentley, d/b as Radio Station KBTN; con- 
sideration $59,500. Ann. April 13. 


WEZJ Williamsburg, Ky.—Granted _- 
fer of control from H.T. Parrott, R.D. In- 
gram and J.W. Pickett to L.A. Buck; con- 


sideration $20,000 for 75% interest. Ann. 
April 13. 


WKCB, WKCQ (FM) Berlin, N.H.—Grant- 
ed (1) renewal of licenses and (2) assign- 
ment of licenses to Berlin Bestg. Co. (John 
J. and Elizabeth M. Bowman); considera- 
tion $157,500. Ann. April 8. 


KTMC McAlester, Okla.—Granted acqui- 
sition of positive control by Robert W. 
Baggett (now 39% owner) through purchase 
of additional 22% stock —_ Rita P. ae 
ish; consideration $8,459. Ann. April 8 


—- Baker, Ore.—Granted acquisition 
Mn control (99%) by Barbara L 
Loc ood under provisions of will of her 
mother, Ruth H. Jacobs, deceased; no mon- 
etary consideration. Ann, April 13. 


WTRO Dyersburg, Tenn.—Granted gusiges 
ment of license to McQueen and Co. (D 
Mitchell Self, [at meee ag i other stock- 
ga have WSUH Oxford, 
WLAY Muscle Shoals and WJBB 
Haley ille, —_ Alabama; consideration 
$70,000. Ann. April 13. 


WHBT Harriman, Tenn.—Granted (1) ac- 
uisition of negative control by Ernest 
bb (now “F. owner) thro urchase 
of additional 5 


aes es J. Cros- 
thwait for $5,000. Ann. April 1 
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WHA? Hopewell, Va.— Granted assign- 
ment of license to Eastern Bestg. Corp. 
(Roger A. Neuhoff, president, owns stations 

Danville, WCHV and CCV-FM 
Charlottesville, all Virginia); consideration 
$65,000. Ann. 1 13. 

WNRV Narrows-Pearisburg, Va.—Granted 
assignment of licenses from H.J. Romanus 
to E.D. and Megan H. McWilliams (interests 
in WNAK Nanticoke, Pa.); consideraiton 
$72,500. Ann. April 13. 


APPLICATIONS 


KVNA Flagstaff, Ariz.—Seeks transfer of 
control of Frontier Tv Co. from John L. 
Hogg, 28%, George R. Cook, Glenn Snyder, 
John Williams and James Ross, 18% each, 
to Albertson Bestg. com for $70,000. Pur- 
chasers are Roy L. ertson, 73%, and 
others, licensee of WBNY-AM-FM Buffalo, 
KNOT Prescott, Ariz. Ann. April 13. 

KFMM Tucson, Ariz.—Seeks assignment 
of license from Copper State Bestg. Corp. 
to Lee Little Radio for $45,000. Purchaser 
is Lee Little, former owner of KTUC Tuc- 
son. Ann. April 13. 

KSAN San Francisco, Calif.—Seeks trans- 
fer of control of Golden Gate Bestg. Corp. 
from S.H. Patterson, 60%, and Norwood J. 
and Gloria Dawn Patterson, 40%, to S.H. 
Patterson, 3315%, and Norwood J. and 
Gloria Dawn Patterson, 6635%, for liquida- 
tion of $15,592 debt owed to Norwood J. 
and Gloria Dawn Paiterson by S.H. Pat- 
terson. Ann. April 11. ; 

WSTN St. Augustine, Fla.—Seeks assign- 
ment of license from Harold W. Critchlow 
to D & R Bestg. Corp. for $82,000. Purchaser 
is Leonard Desson, 95%, retail poultry 
farmer. Ann. April 6. ; 

WKXY Sarasota, Fla.—Seeks assignment 
of license of Sarasota Bestg. Co. from part- 
nership to corporation; no financial con- 
sideration involved. Ann. Mar. 25. 

WMBD-AM-FM-TV Peoria, Ill.—Seeks as- 
signment of licenses from WMBD Inc. to 
Midwest Tv Inc. for $135,000. Principals in- 
clude “as C. Meyer, 24.9%, Clara R. 
Meyer, 1%, and others. Illinois Bcstg. 
Co., subsidiary of Lindsay-Schaub News- 
papers Inc., owns 20% of Midwest Tv. Lind- 
say-Schaub is 27% owned by Frank M. 
Lindsay and family, stockholder in WGEM- 
AM-FM-TV uincy, Ill. Illinois aay: is 
licensee of WSOY-AM-FM Decatur, - 
AM-FM Olney, WSEI (FM) Effingham, all 
Illinois. Midwest Tv is licensee of WCIA 


(TV) Champaign, Ill. Mr. Meyer, attorney, 
- "2 other broadcast interests. Ann. 
ril 11. 


LGA Algona, Iowa—Seeks assignment of 
license from Kossuth County Bestg. Co. to 
KLGA Inc. for $80,000. Principals are Rob- 
ert Behling, Har Snyder and Robert Wil- 
son, 3343% each. Mr. Behling is employe of 
KHUB Fremont, Neb. Mr. Snyder is 50% 
owner of KHUB. Mr. Wilson is — ee 
of KLEM Le Mars, Iowa. Ann. April 13. 

KLOU Lake Charles, La.—Seeks assign- 
ment of license from Gulf Bestg. Co. to 
Albert D. Johnson for $142,500. Mr. Johnson 
was formerly general manager of KENS- 
AM-TV_ San ntonio, Tex., and former 
stockholder in KOY-TV Phoenix and 
KVOY Yuma, Ariz. Ann. April 7. 

WONG Oneida, N.Y.— Seeks transfer of 
control of Madison County Bestg. Corp. 
from John J. Geiger, sole owner, to John 
J. Geiger, 50%, and Richard W. and Irenitta 
M. Mills, 50%, in exchange for Mr. Mills’ 
services as general manager of the station. 
Mr. Mills was formerly employe of WFTL 
Ft. Lauderdale, Fla. Ann. April 7. 

WHRV Ann Arbor, Mich.—Seeks transfer 
of control of Zanesville Publishing Co. from 
Clay Littick, 87.5%, Arthur Littick, 3.3%, 
and William Littick, 9.2%, to Clay Littick 
and Arthur Littick, 47.5% each, William 
Littick, 5%, by issuance to Arthur Littick 
640 shares of authorized but unissued com- 
mon voting stock for $96,000 of company’s 
convertible debentures held by him. Trans- 
fer of control includes TAP-AM-TV 
Parkersburg, W.Va... and WHIZ-AM-TV 
Zanesville, Ohio. Ann. April 11. 

WDAL Meridian, Miss.—Seeks assignment 
of license from Southwestern Bestg. Co. of 
Miss. to R.E. Hook & Assoc. for $65,000. 
Principals include R.E. Hook, Lucille Hook, 
30% each, and others. R.E. Hook & Assoc. 
have interests in WMAG Forest, WDOB 
Canton, WELZ Belzoni, all emmiee oe a 
WRAG Carrollton, Ala.; WRUS Russellville, 
- and WKIZ Key West, Fla. Ann. April 


KBOM Bismarck - Mandan, N.D.— Seeks 
transfer of control of Mandan Radio Assn. 
Inc. from Charles E. Kempel, 79.30%, to 
ome 4 headed by Richard C. Johnson, 26.3%, 

plicant reports no financial consideration. 

rr. a will retain 8.7% interest in 
Station. Mr. Johnson is manager of KBOM. 
Ann. April 13. 

WPKO Waverly, Ohio—Seeks assignment 
of license from Hi-Kinco Bestrs. to Ohio 
Quests Inc. for $40,000. Principal stockhold- 
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er, Kenneth Mapes, 74%, is ir greenhouse 
business. Ann. April 8. 
WHIZ-AM-TV Zanesville, Ohio — Seeks 
transfer of control of Zanesville Publishing 
Co., which controls Southeastern Ohio Tv 
System (licensee of applicant) from Clay 
ittick, 87.5%, Arthur Littick, 3.3%, W 
ittick, 9.2%, to Clay Littick and Arthur 
ittick, 47.5%, William Littick, 5%, by is- 
suance to Arthur Littick 640 shares of 
authorized but unissued common voting 
stock for $96,000 of company’s convertible 
debentures held by him. Transfer of con- 
trol includes WTAP-AM-FM Parkersburg, 
W.Va., and WHRV Ann Arbor, Mich. Ann. 


April 11. 

KFMJ Tulsa, Okla.—Seeks assignment of 
license from Fred Jones Bestg. Co. to Tulsa 
Great Empire Radio Inc. for $160,000. Prin- 
cipals are Bernice L. Lynch, 72%, and F.F. 
Mike Lynch, 28%. Great Empire is licensee 
of KBYE Oklahoma City, Okla. Ann. April 


WEKR Fayetteville, Tenn.—Seeks invol- 
untary assignment of license of Fayetteviile 
Bestg. Co. from John R. Crowder, 50%, 
James P. Clark and James W. Tate, 25% 
each, to G. Paul Crowder and Irene C. 
Norman, executors of the estate of John 
R. Crowder, 50%, Messrs. Clark and Tate, 
25% each. Ann. April 11. 

WJHK Johnson City, Tenn.—Seeks as- 
signment of license from WJHL Ince. to Tri- 
Cities Bestg. Inc. for ,000. Principals 
are James C. Wilson, 57%, and Josephine 
D ilson, 43%. Mr. Wilson, in retai =. 
= a og was formerly stockholder in WOPI 

riston, Tenn. and manager of WFLO 
Farmville, Va. Ann. April 7. 

KAZZ Austin, Tex.—Seeks transfer of 
control of Audioland Bestg. Co. from Larry 

herrin, 90%, to J.E. Moore Jr., 90%. No 
financial consideration involved. Mr. Moore 
is president of Audioland Bestg. Co. Ann. 
April 11. 

WBCI Williamsburg, Va.—Seeks transfer 
of control of Williamsburg Bestg. Co. from 
Mary Cobb and Richard §S. Cobb, equal 
partners, to Mary Cobb and Richard S. 

obb, 25% each, and Allaun Corp., 50%, 
for $45,221. Purchaser group is headed by 
William E. Allaun, attorney. Ann. April 7. 

KAGT Anacortes, Wash.—Seeks assign- 
ment of license from Fidalgo Bestg. Inc. to 
KAGT Inc. for $52,500. Principals are Angus 
W. Lehnoff and G. Robert M. Stacey, equal 

artners. Mr. Lehnoff is employe of KNBX 

irkland, Wash. Mr. Stacey is employe of 
KAGT Anacortes and KARI Blaine, both 
Washington. Ann. April 11. 

WTAP-AM-TV Parkerburg, W. Va.—Seeks 
transfer of control of Zanesville Publish- 
ing Co. from Clay Littick, 87.5%, Arthur 
Littick, 3.3%, and William Littick, 9.2%, to 
Clay Littick and Arthur Littick, 47.5% each, 
William Littick, 5%, by issuance to Arthur 
Littick 640 shares of authorized but unis- 
sued common voting stock for $96,000 of 
company’s convertible debentures held by 
him. Transfer of control includes WHIZ- 
AM-TV Zanesville, Ohio, and WHRV Ann 
Arbor, Mich. Ann. April 11. 


Hearing Cases , 


FINAL DECISIONS 


w By order, commission granted petition 
by Maryland Bestg. Co. and deleted air 
hazard issue in connection with its applica- 
tion to increase daytime power of station 
WITH Baltimore, Md., which is in consoli- 
dated hearing. Ann. April 8. 

a By memorandum opinion and order, 
commission denied petition by Donald W. 
Huff to suspend Dec. 22, 1959 initial deci- 
sion and reopen the record for further 
evidence in proceeding on Mr. Huff’s ap- 
plication and that of uitable Publishing 
Co. for new am stations to operate on 1440 
ke, 500 w, DA, D, in Lansdale, Pa. A Feb. 
10, 1960 order made effective immediately 
the initial decision and granted Equitable 
application and denied Huff. Ann. April 8. 

sw By memorandum opinion and order, 
commission terminated proceedings and 
dismissed applications of Owensboro on the 
Air Inc., and Owensboro Publishing Co. for 
new tv stations to operate on ch. 9 in Hat- 
field, Ind. (Feb. 26, 1957 report and order 
deleted ch. 9 from Hatfield and shifted it 
to Evansville for educational use, leavin 
Hatfield without channel assignment. 
Ann. April 8. 

w By order, commission made effective 
immediately March 10 initial decision and 
| agen pplication of George T. Hernreich 

or new tv station to operate on ch. 8 in 
Jonesboro, Ark. Ann. April 8. 

gw By decision, commission granted appli- 
cation of Louis Adelman for new am sta- 
tion to operate on 1300 kc, 1 kw, DA, D, in 
Hazleton, Pa., and denied application of 
Guinan Realty Co. for same facilities in 
Mt. Carmel, Pa. Chairman Ford absent: 
Comr. Cross dissented. Nov. 10, 1958 initial 
decision looked toward grant of Guinan ap- 
se and denial of Adelman. Ann. 
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By order, commission, on petition by 
s£. oodman, severed from consolidated 
preoeaties and made effective immediately 

eb. 9 initial decision insofar as granting 
Goodman application for new am station to 
operate on ke, 250 w, DA, D, in Bassett, 
Va. (Application of Cumberland ne | 
Co. to increase power of station WLS 
Pikeville, Ky., remains in hearing status.) 
Ann. April 8. . 

Ls By order, commission made effective 
Feb. 1 initial decision and granted applica- 
tion of Fayetteville Bcestg. Co., to change 
facilities of station KHOG Fayetteville, 
Ark., from 1450 kc, 250 w, unl., to 1440 kc, 
1 kw, D. Ann. April 8. 

ge By order, commissio: anted applica- 
tion of Radio New Smyrna Inc. for new am 
station to operate on 1550 kc, 250 w, D, in 
New Smyrna Beach, Fla. Ann. April 8. 

gw By decision, commission granted appli- 
cation of Radio Dinuba Co. to change facil- 
ities of station KRDU Dinuba, Calif., from 
1240 ke, 250 w, unl., to 1130 kc, 1 kw, DA, 
unl, and denied applications of Air Waves 
Inc., to change facilities of station KONG 
Visalia, Calif., from 1400 kc, 250 w, unl., to 
1130 ke, 1 kw, unl., and Enterprise 
Bestg. Co. for new am station to operate 
on 1150 ke, 1 kw, DA, D, in Fresno. Chair- 
man Ford dissented; Comr. Bartley dis- 
sented with statement. Jan. 16, 1959 initial 
decision looked toward this action. Ann. 
April 13. 

a By decision, commission granted appli- 
cation of Bridgeport Bcstg. Co. to increase 
ower of station WICC Bridgeport, Conn., 
rom 1 kw-D, w-N, to 5 kw-D, 1 kw-N, 
and install new DA with same pattern for 
day and night operation, continuing on 
600 kc. Comr. Hyde not participating. Dec. 
2, 1958 initial decision looked toward deny- 
ing application. Ann. April 13. 

gs By memorandum opinion and order, 
commission denied petition by Mt. Vernon 
Radio and Tv Co. (WMIX-AM-FM), Mt. 
Vernon, Ill, for rulemaking to assign ch. 
13 to Mt. Vernon. Ann. April 13 


INITIAL DECISIONS 


ie Moostes Examiner Thomas H. Donahue 
issued initial decision looking toward (1) 
cass —- by Audiocasting of Texas 
ne., for leave to amend its application to 
reflect merger agreement with Horace K. 
Jackson Sr.; (2) granting amended appli- 
cation of Audiocasting for new am station 
to operate on 1580 kc, 500 w-N, 1 kw-D, DA 
in Waco, Tex., and (3) dismissing without 
prejudice application of Jackson for new 
station on same frequency with 250 w, D, 
in Gatesville, Tex. Ann. April 7. 
OTHER ACTIONS 

ge By report and order, commission re- 
instated sec. 3.66 (c) (4) of its am broad- 
cast rules relating to remote control author- 
izations for Conelrad service. Section was 
adopted April 25, 1958 but was stayed on 
July 29, 1959 for reconsideration on petition 
of International Brotherhood of Electrical 
Workers, This proceeding is now termi- 
nated. Ann. April 8. 

a On petition by NAB, commission on 
April 8 extended from April 11 to June 13 
time for filing comments in rulemaking 
proceeding to establish transmission stand- 
ards for Conelrad attention signal, and 
from April 25 to June 27 for replies. Ann. 
April 8. 

gw By notice of proposed rulemaking, 
commission invites comments to proposal 
- ae Tv Bestg. —p. ( , ch, 
32, Greenfield, WWLP, ch. , Springfield, 
an OR-TV, . 13, Worcester, Mass.) 
to delete ch. 37 from Clymer, N.Y., and 


assign it to Syracuse. Syracuse is now as- 
signed chs. 3 (WSYR-TV), 8 (WHEN-TV) 
and *43 (educational station WHTV (TVj 
not on air). Ann. April 8. | 

gs By memorandum opinion and order, 
commission denied petition by Sierra Bestg. 
Co. tu sever and grant its application for 
increased power of station KBET Reno, 
Nev., which is in consolidated proceeding. 
Ann. April 8 

ge By notice of proposed rulemaking, 
commission invites comments to petition by 
United Electronics Laboratories Inc., to add 
ch. 32 to Louisville, Ky., in addition to 
present assignments of chs. 3 (WAVE-TV), 
ll (WHAS-TV), *15 (educational station 
WFPK-TV), 21 (WEZI not operating), 41 
(WTAM-TV not operating), and 51 (two 
applications pending). Change would re- 
quire deleting ch. from Richmond, Ind., 
and Oak Ridge, Tenn., and _ substituting 
chs. 71 and 79, respectively; deleting ch. 25 
from Madison, Ind., and substituting ch. 
77; and deleting ch. 71 from Muncie, Ind., 
and substituting ch. 83. Ann. April 8 

gs By memorandum opinion and order, 
commission granted petition by Kansas 
Bestrs. Inc., and added comparative cov- 
erage issue in consolidated proceeding on 
its application and Salina Radio Inc., for 
new am stations to operate on 910 kc, 500 
w, D, in Salina, Kan. Ann. April 13. 

ew By memorandum opinion and order, 
granted petitions by KOA Denver, Colo., 
and WJW Cleveland, Ohio, to extent of 
denying request by Woodward Becstg. Co. 
for waiver of sec. 1.351 (c) of rules and to 
process its application for new am station 
to operate on 850 kc, 5 kw, DA-2, unl., in 
Wyandotte, Mich. Ann. April 13. 

e By memorandum opinion and order, 
granted protest by WSTV Inc., licensee of 
WBOY-TV (ch. 12) Clarksburg, W.Va., to 
extent of postponing Feb. 17 grant of ap- 
plication for relinquishment of ositive 
control of WJPB- Inc., permittee of 
WJPB-TV (ch. 5) Weston, W.Va., by J.P 
Beacom through sale of stock to Thomas P. 
Johnson and George W. Eby pending de- 
termination after hearing. Ann. April 13. 

a By memorandum opinion and_ order, 
commission granted motion by National 
Bestg. Co. (WRCV), Philadelphia, Pa., to 
extent of enlarging “interference” issues 
in poompeteng on application of Sunbury 
Bestg. Corp. to change facilities of station 
WKOK Sunbury, Pa., from 1240 kc, 250 w, 
unl., to 1070 ke, 1 kw-N, 10 kw-LS, DA-2. 
Comr. Lee concurred, with statement. Ann. 
April 13. 

= By memorandum opinion and order, 
commission (1) granted petition by Blue 
Island Community Bestg. Co., Blue Island, 
Ill., and severed its application and those 
of Elmwood Park Bestg. Corp., and Evelyn 
R. Chauvin Schoonfield, Elmwood Park, 
Ill., for new fm stations to operate on 105.9 
me, from consolidated proceeding with ap- 

lications of News-Sun Bestg. Co., Wau- 

egan, Ill., and Hi-Fi Bestg. Co., Chicago, 

Ill., for new fm stations on 106.7 mc, and 
retained the severed applications in separate 
consolidated hearing, and (2) granted peti- 
tion by Blue Island to extent of adding 
issues. Ann. April 13. 

a By memorandum opinion and order, 
commission, on petition by United Bestg. 
Co., severed from consolidated proceeding 
and retained in hearing status its applica- 
tion for new am station to operate on 1570 
ke, 500 w, DA, D, in Beverly, Mass., and 
made WPEP Taunton, Mass., party to latter 
proceeding. Ann. April 13. 

= By memorandum opinion and order, 
commission denied petition by Capitol 
Bestg. Co., East Lansing, Mich., to expedite 


Interested in buying or selling Radio and TV Properties? 


When your business is transacted through 


the David Jaret Corp., yeu ere assured of 
reliability and expert service backed by eur 
37 years of reputable brokerage. 
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Asks rulemaking 


WHP-TV Harrisburg, Pa., has 
requested rulemaking proceedings 
to amend the tv tables of assign- 
ments. The ch. 55 facility asked 
the FCC to assign ch. 21 to Har- 
risburg. WHP-TV said that its 
local competitor, WTPA (TV) 
operates on ch. 27 and the com- 
mission has consistently recog- 
nized the technological difference 
between the upper and lower uhf 
channels, which affect the attitude 
of the television broadcasting in- 
dustry. 











final decision on its application and that of 
W.A. Pomeroy, Tawas City-East Tawas, 
Mich., for new am stations by directing 
that exceptions to initial decision be pro- 
cessed out of their normal order; also de- 
nied, for untimely filing, Capitol’s request 
that it be afforded opportunity to partici- 
pate in oral argument. Ann. April 13. 

= By memorandum opinion and _ order, 
commission..(1) granted petition by KGMO 
Radio-Television Inc. (KGMO), Cape Gi- 
rardeau, Mo., and enlarged issues in con- 
solidated am proceeding with respect to 
application of Gertrude Baker for new 
station in Poplar Bluff, Mo., and (2) grant- 
ed request to file and accepted further op- 
position by Gertrude Baker to KGMO peti- 
tion. Ann, April 13 

sw By memorandum -opinion and ‘order, 
commission, on petition by Broadcast Bu- 
reau, vacated and set aside Oct. 7, 1959 
memorandum opinion and order, severed 
and granted application of Buckley-Jaeger 
Bestg. Corp. for new class B fm _ station to 
operate on 94.1 me (in lieu of. 98.9 mc as 
granted Oct. 7, 1959) in Providence, R.I, 
and retained application of WHDH Inc., to 
change operation of station WHDH-FM 
Boston, Mass., from 20 kw to 3.25 kw ERP 
and ant. height from 455 ft. to 979 ft., con- 
tinuing operation on 94.5 mc in _ hearing 
status pending resolution of problem un- 
related to hearing issues. Ann. April 13. 

ew By memorandum opinion and order, 
commission, on petition by American Bestg. 
Stations Inc., severed from _ consolidated 
proceeding its application to increase pow- 
er of station KWMT Fort odge, Iowa, 
from 1 kw to 5 kw, continuing operation 
on 540 ke, DA, D, and retained in separate 
hearing on issues applicable to it. Ann. 
April 13. 


Routine Roundup 


ACTIONS ON MOTIONS 
By Chief Hearing Examiner 
James D. Cunningham 


gw Continued oral argument from April 8 
to 9:15 a.m., April 12 on petition of KOW- 
Boy Bestg. Co. (KOWB) Laramie, Wyo., for 
leave to intervene in proceeding on am 
applications of Laramie Bdcstrs. Laramie, 
et al. Action April 6. 

w Scheduled hearing for June 6 in pro- 
ceeding on am applications of WTTT Inc. 
(WTTT) Arlington, Fla., et al. Action April 


2. 

eg In light of opposition by Harlan Mur- 
relle and Assocs. to petition of Radio Toms 
River for dismissal without prejudice of its 
application for new am station in Toms 
River, N.J., reconsidered and affirmed ruling 
released April 5 granting Radio Toms River 
petition and dismissing without tee 
its application which was involved in con- 
solidated hearing. Murrelle is in that con- 
solidated proceeding. Action April 7. | 

@ Continued oral argument from Ages 12 
to 9:15 a.m., April 18 on petition by KOW- 
Boy Bestg. Co. (KOWB) Laramie, Wyo., for 
leave to interview in proceeding on am ap- 
plications of Laramie Bestrs., Laramie, et 
al. Action April 11. 

sw Granted petition by Florence Bestg. Co., 
Inc., to extent that it seeks dismissal of its 
ee for new am station in Browns- 
ille, Tenn., which is in consolidated pro- 
ceeding; dismissed application with preju- 
dice. Action April 11. 


By Hearing Examiner J.D. Bond 
g Confirming order made on record of 
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|PROFESSIONAL CARDS 








JANSKY & BAILEY INC. 

Snocutive, Offices ME. 8-5411 
DeSales St., N. W. 

ph aad ee 


1339 Wiscensin Ave., N. 
Washingten, D. C. F Scere! 34000 
Member AFCCE 


JAMES C. McNARY 
Consulting Engineer 
Natienal Press Bidg., 

Wash. 4, D. C. 

Telephone District 7-1205 

Member AFCCE 


—Established 1926— 


PAUL GODLEY CO. 
Upper Montclair, N. J. 
Pilgrim 6-3000 
Laberateries, Great Notch, N. J. 
Member AFCCE 


GEORGE C DAVIS 
CONSULTING ENGINEERS 
RADIO & TELEVISION 
527 Munsey Bldg. 
STerling 3-0111 
Washingten 4, D. C. 
Member AFCCE 











Commercial Radie Equip. Ce. 
Everett L. Dillerd, Gen. Mer. 


eee BLDG. he: 7-1319 
WASHINGTON, D. C. 


P.O. on 7637 ae 5302 
KANSAS CITY, MO. 


Member AFCCE 


A. D. Ring & Associates 


30 Years’ Experience in Radio 
Engineering 


1710 H St., N.W. Republic 7-2347 
WASHINGTON 6, D. C. 


Member AFCCE 


GAUTNEY & JONES 
CONSULTING RADIO ENGINEERS 
1052 Warner Bidg. National 8-7757 
Washingten 4, D. C. 
Member AFCCE 


Munsey Building 


Lohnes & Culver 


District 7-8215 
Washingten 4, D. C. 


Member AFCCE 














RUSSELL P. MAY 
711 14th St.,N.W. Sheraton Bidg. 
Washington 5, B.C. REpublic 7-3984 
Member AFCCE 


L. H. Carr & Associates 


Consulting 
Radie & Television 
Engineers 
Washington 6, D. C. Fert Evans 
1060 Conn. Ave. Leesburg, Va. 
Member AFCCE 





KEAR & KENNEDY 

1302 18th St., N. W. Hudsen 3-9000 

WASHINGTON 6, D. C. 
Member AFCCE 


A. EARL CULLUM, JR. 
CONSULTING ENGINEERS 
INWOOD POST OFFICE 
DALLAS 9, TEXAS 
Fleetwood 7-8447 


Member AFCCE 














GUY C. HUTCHESON 

P.O. Box 32 CRestview 4-8721 
1100 W. Abram 

ARLINGTON, TEXAS 


SILLIMAN, MOFFET & 
ROHRER 
1405 G St., N. W. 
Republic 7-6646 
Washington 5, BD. C. 
Member AFCCE 


LYNNE C. SMEBY 
CONSULTING ENGINEER 
AM-FM-TV 
7615 LYNN DRIVE 
WASHINGTON 15, D. C. 
Oliver 2-8520 


GEO. P. ADAIR ENG. CO. 
CONSULTING ENGINEERS 
Radio-Television 
Communications-Electronics 
= St., N. W. 
Washington, D. C. 
Executive 3-1230 Executive 3-5851 
Member AFCCE * 











WALTER F. KEAN 
CONSULTING RADIO ENGINEERS 


Associates 
George M. Skiom, Rebert A. Jones 
19 E. Quincy St. Hickory 7-2401 
Riverside, Ili. 
(A Chicage suburb) 


HAMMETT & EDISON 
CONSULTING RADIO ENGINEERS 
Box 68, International Airport 
San Francisco 28, California 
Diamend 2-5206 


JOHN B. HEFFELFINGER 
8401 Cherry St. Hiland 4-7610 


KANSAS CITY, MISSOURI 


JULES COHEN 


Consulting Electronic Engineer 
617 Albee Bidg. Executive 3-4616 
1426 G St., N. W. 
Washington 5, D. C. 
Member AFCCE 








CARL E. SMITH 
CONSULTING RADIO ENGINEERS 
8200 Snewville Read 
Brecksville, Ohie 
(a Cleveland Suburb) 

Tel: JAckson 6-4386 P. O. Box 82 


Member AFCCE 


J. G. ROUNTREE 
CONSULTING ENGINEER 
P.O. Box 9044 
Austin 17, Texas 
Glendale 2-3073 


VIR N. JAMES 
SPECIALTY 
DIRECTIONAL ANTENNAS 
1316 $. Kearney Skyline 6-1603 
Denver 22, Celerade 


JOHN H. MULLANEY 
Censulting Radio Engineers 


2000 P St., N. W. 
Washington 6, D. C. 
Celumbia 5-4666 


Member AFCCE 











A. E. Towne Assocs., Inc. 


TELEVISION and RADIO 
ENGINEERING CONSULTANTS 


420 Taylor St. 
San Francisco 2, Calif. 


PR. 5-3100 


PETE JOHNSON 


Censulting am-fm-tv Engineers 

Applications—Field Engineering 
Svite 681 Kenawha Hotel Bidg. 
Charleston, W.Va. Dickens 2-6281 








MERL SAXON 
CONSULTING RADIO ENGINEER 
622 Hoskins Street 

Lufkin, Texas 
NEptune 4-4242 NEptune 4-9658 








NUGENT SHARP 
Consulting Radio Engineer 
809-11 Warner Building 
Washington 4, D.C. 
District 7-4443 


Associate Member 
Institute ef Radio Engineers 

















Service Directory 











M. R. KARIG & ASSOCS. 

BROADCAST CONSULTANTS 

Engineering Applications 

Management Programming 
Sales 

Glens Falls, N.Y. 

Glens Falls 2-3575 Hudson Falls 4-6780 





JOHN H. BATTISON 
AND ASSOCIATES 
Consulting Engineers AM-FM 
SPECIALTY TV 


209A LaSalle Building 
1028 Connecticut Ave., N.W. 
Washington 6, ¢. 
-0458 











PRECISION FREQUENCY 
MEASUREMENTS 


AM-FM-TV 
COMMERCIAL RADIO 
MONITORING CO. 


103 S. Market St., 
Lee’s Summit, Mo. 








Phone Kansas City, BR. 1-2338 





CAMBRIDGE CRYSTALS 
PRECISION FREQUENCY 
MEASURING SERVICE 

SPECIALISTS FOR AM-FM-TV 


445 Concent Ave. a 
Cambridge 38 
Phone TRowbridge 6-2810 


CAPITOL RADIO 
ENGINEERING INSTITUTE 


Curricula 
3224 1éth St., N. W. 
Washington 10, D. C. 








Practical 
pom gt | nom 


me, study Vand. roe spec- 
ity cow 











Tv 
Sad contdemes 





FREQUENCY 
MEASUREMENT 
AM-FM-TV 


WLAK Electronics Service, Inc. 
P.O. Box 1211, Lakeland, Florida 
Mutual 2-3145 3-3819 
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ON AIR 
Lic, 
AM 3,405 63 
FM 646 70 
TV 472 55 


Licensed (all on air) 

CPs on air (new stations) 

CPs not on air (new stations) 

Total authorized stations 

Applications for new stations (not In hearing) 
Applications for new stations (in hearing) 
Total applications for new stations 
Applications for major changes (not In hearing) 
Applications for major changes (in hearing) 
Total applications for major changes 

Licenses deletéd 

CPs deleted 





licenses. 


longer in operation and one 





SUMMARY OF COMMERCIAL BROADCASTING 
Compiled by BROADCASTING through April 13 


OPERATING TELEVISION STATIONS 
Compiled by BROADCASTING through April 13 


VHF 
Commercial 449 
Non-commercial 33 


COMMERCIAL STATION BOXSCORE 
As reported by FCC through March 31, 1960 


1 There are, in addition, ten tv stations which are no longer on the air, but retain their 


* There are, in addition, 38 tv cp-holders which were on the air at one time but are no 
which has not started operation. 


cp TOTAL APPLICATIONS 
Not on air For new stations 
79 830 
180 107 
105 119 


UHF TV 
77 526 
11 44 


AM FM TV 
3,406 648 472' 
59 51 = 
81 152 97 
3,546 867 672 
609 77 49 
214 38 70 
823 115 119 
686 40 32 
194 19 
880 49 51 
0 0 0 

0 a 8 








ing, continued further hearin, 

to gun . Be in t. cooting on SPN lication af 

gn 1: Fidelity aoe Inc. (KP. Redding, 
ry Action April 


Closed record tha roceeding on am 
a a of John K. (Wet _ donq 
ass rt Bestg. Co. ), 
potty ennessee, and M . et ae proposed 
findings of fact and conclusions of law may 
be filed within 30 days from release date 
of this order (April 7) and reuty pleadin, 
within 15 days thereafter. Action April 

Granted tition by Broadcast Bureau 
amt cutended’ trom April 11 through April 
18 time to file proposed findings and con- 
clusions in pegeccding on application of 

OOD Bestg. Inc., to change facilities of 

WOOD-TV Grand Rapids, Mich. Action 
April 11. 

gw Pursuant to agreements reached at April 
11 nprehearing ‘conference, scheduled certain 
procedural ps which shall govern pro- 
ceeding on am applications of John Clemon 
Greene Jr., Winchester, Va., et al; sched- 
uled hearing for July 12. Action April 11. 


By Hearing Examiner Basil P. Cooper 


# Goamtea » amar tPEOA Des by —— Wilson 
Fm Bes eles, and 
Freddot ia KITT) pan \ Diego. th ae 
fornia, and continued e ow Le 

scheduled for April a 
mission has a on joint ~-e... tor re- 
consideration and Bay without wr 
of their fm applications. Action April 8 


By Hearing Examiner Charles J. Frederick 





Granted tition wy Broadcast Bureau 

extend from rch 31 to April 7 
time for replies to petition by am 
C. Forre wiBW Topeka, in 


= opinion and order a Feb. 9, — 
ng issues in consolidated p: yoy 
ieetionn of Fredericksburg Bestg. Corp 
A) re, and extended 
Pa for Ld 
replies to all . posi ak sf. April 5 
Denied ion by palzesete Tv Co. 


(KVOA-TV) and Old eblo Bestg. Co 
(KOLD-TV) Tucson, Ariz., quash tak: 
= bs tions by protestant, Tucson Tv 
proceedings on applications to 
e facilities of of KVOA- and KOLD- 
ction April 6. 


* Hearing Examiner Millard F. French 
a Granted motion by Suburban Bestg. Co., 
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for continuance - Bree peeing conference 
from April 8 to roceeding on 
its app aa. a. ‘that Bs amden Bestg. 
Co., for fm facilities in Mount Kisco, N.Y., 
and Newark, N.J. Action April 7. 


By Hearing Examiner Walther W. Guenther 


w On own motion, scheduled prehearing 
conference for 2 p=. April 19 in proceed- 
ing on am a cations of Rogue Valle 
Bestrs. Inc. IN) Ashland, Ore., et al. 
Action ion 7 


By Hearing Examiner Annie Neal Huntting 


w Granted petition by Broadcast Bureau 
and extended from April 5 to April 12 time 
for filing proposed findings of fact and con- 
clusions and from April 26 to May 3 for 
filing reply findings of fact and conclusions 
in proceeding on application of Telemusic 
Co., for new fm station in San Bernardino, 
Calif. Action April 5. 


a Granted petiton by Cal-Coast Bestrs. 
for leave to amend = S ge for new 
am station in Santa Maria, Calif., to reflect 
change in transmitter site and increase in 
expected operating costs of station for the 
first year. Action April 8. 


Se Denied petition by Storz Bestg. Co. 
(KOMA) Oklahoma City, Okla., for leave 
to amend its am application and rejected 
——— which Roy a gd 
en, ng pro and make changes in 

poe ae cost of Fn nek mage and plans for 
financing same; plication is consolidated 
with am a lica ons of Shelby County 
Roo Co., elbyville, Ind., et al. Action 
April 8. 


By Hearing Examiner H. Gifford Irion 


gw Granted petition by Heart of America 
Bestrs. Inc., for leave to amend its applica- 
tion to change principal city from Kansas 
City. ‘ae to Fairway, ms., reduce p 
pores ¢ wer of KUDL from 1 Pies 
o 500 on amend da: e pattern to reduce 
interference to pen a. eeenons at Iola, 
Iowa ,. both 
—_— S and 
ttern to af- 
C Brantford, 
Ont., Huron, Mich. and KWK 
St. Louis; ——— amendment. A pplica 
aon is in consolidated hearing. Action. ‘April 


to 

KCIM, and amend ni, —e 
ford presen, to = 
WTTH Port 





@ Continuei hearing from April 11 to 
May 2 in proceeding on a of 
Sam H. Bennion ond? James Wallentine 





for new tv stations to operate on ch. !0 in 
Pocatello, Idaho. Action April 11. 

a Scheduled oral argument for 3:30 o.m, 
April 18 on petition by Des Plains-Arii 
ton Bestg. Co., for leave to amend its a, op 
cation for new am station, Des Plains. Il], 
which is in consolidated proceedings. Ac- 
tion April 11 


Granted petition by Rollins Bestg. Inc, 
(WBEE) Harvey, Ill., for leave to amend 
is am application to "su ply requested sup- 
plemental information. Action April 11 


By Hearing Examiner David I. Seseshell 


a Granted B may by Sapulpa Bestg. Co, 
and extended to May 9 date for exchange 
of engineering exhibits in final form and 
exchange of non-engineering exhibits, con- 
tinued prehearing conference from April 
28 to May 31, and continued hearing from 
May 10 to June 6 in proceeding on Sapulpa’s 
application for new am station in Sapulpa, 
Okla., which is in consolidated hearing. 
Action April 6. 
ge At request of es Bestg. Corp., 
party respondent, scheduled oral argument 
for April 8, 2 p.m., on request by Suburban 
Bestrs. fox leave to amend its application 
= wt fm station in Elizabeth, N.J. Action 
pril 6. 


By Hearing Examiner Forest L. McClenning 


a Granted request by South Florida 
Amusement Co., and extended from April 
15 to May 2 time for filing proposed findin 
of fact and conclusions in Perrine-South 
Fla., tv ch. 6 proceeding. Action April 


g On own motion, continued without date 
hearing scheduled for April 12 in proceeding 
on applicaton of Laird Bestg. Co. for new 
am station in Cedar Rapids, Iowa. Action 
April 7. 

a Scheduled April 27 to file ie! findings 

Beate Ge on application of Suburban 
Bes VIP) Mount Kisco, N.Y. Ac- 
tion © rill 


By Hearing Examiner Herbert Sharfman 


gw Scheduled oral argument for April 7 on 
petiton by Mid-America Bestrs. Inc. (KOBY) 
an Francisco, Calif., for leave to amend its 
am application. Action April 5; in accord- 
ance with statement at oral argument, con- 
tinued hearing (scheduled for April 13) 
pending setting of new date following — 
of additional measurements in proceeding 
on applications of Mid-America Bestrs. Inc. 
(KOBY) and ae L. Lippert, Fresno, 
Calif. Action April 7. 
—_ oral . —y of counsel for Wabash 
ba ey Bestg. Corp. (WTHI- Terre Haute, 
and without objection by Livesay 
a Co., and Broadcast Bureau, extended 
— April 7 to April 14 time to file replies 
22 Grepeees findings of fact and conclusions 
erre Haute, Ind., tv ch. 10 proceeding. 
Action April 6. 


By Hearing Examiner Elizabeth C. Smith 


gw Granted petition by Radio Muscle 
Shoals Inc. (WOWL,) Florence, Ala., and ex- 
tended from March 30 to April 11 time to 
exchange final engineerng exhibits in pro- 
at on its am application et al. Action 


m Received in evidence exhibit no. 4 of 
HR Electronics Inc., Greenville, exhibit 
no. 3 of Reisenweaver-Communications, 
Winston-Salem, exhibit no. 5 of North Caro- 
lina Electronics Inc. -+- Raleigh, all North 
Carolina, and exhibit no. 3 of WYTI Inc. 
Vinton, Va., in proceeding on their am ap- 
plications et al., and closed record. Action 
April 7 

gw Granted petition by Mesotenst Bureau 
and extended to April 22 time to file pro- 
findings and conclusions and to May 

to file 3 findings in proceeding on ap- 
plication of Bay Area Electronic Assoc. for 
new am station in Santa Rosa, Calif.; dis- 
missed as moot petition by respondent Santa 
Clara Bestg. Co. also requesting extension 


of time to file proposed findings. Action 
April 11. 


BROADCAST ACTIONS 
By Broadcast Bureau 
Actions of April 8 


WOWY Clewiston, Fla.—Granted mod. of 
cp to change ant. -trans, location and studio 
soaatnon, and make changes in ground sys- 
em 

WKRZ Oil City, Pa.—Granted nn 
to remain on air for period beginning A 
9 and ending April while station WAI 
Grove City, Pa., remains silent. 

w Following stations were granted =< 
sions of completion dates as shown: KCBS 
San Francisco, if. to April 25, ‘without 
prejudice to ‘such action as commission 
may deem warranted as result of its final 
determinations with respect to: (1) conclu- 
sions and recommendations set forth in re- 
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port of network study staff; (2) related 
studies and inquiries now being considered 
or conducted by commission, and (3) pend- 
ing anti-trust matters; WGTE-TV Toledo, 
Ohio to Oct. 27. 


Actions of April 7 


KPRS Kansas City, Mo.—Granted assign- 
ment of licenses to KPRS Bestg. Corp. 

KFBB-AM-TV Great Falls, Mont.—Grant- 
ed assignment of licenses to KFBB Bestg. 
Corp. 

WOPI-AM-FM Bristol, Tenn. — Granted 
assignment of licenses to Pioneer Bestg. 
Corp. ‘i 

WSVA-AM-FM-TV Harrisonburg, Va.— 
Granted assignment of licenses to Shenan- 
doah Valley Bestg. Inc. (A Delaware Corp.) 

KRIB Mason City, Iowa—Granted trans- 
fer of control from William F. Johns Jr., 
et al., to Franklin Bestg. Co. 

KXRQ (FM) Sacramento, Calif.—Granted 
ep to increase ERP to 35 kw and install 
new trans. 

WFYI Mineola, N.Y.—Granted mod. of cp 
to make changes in DA pattern. 

KOA Denver, Colo.—Granted mod. of cp 
to change type trans. 

KSIW Woodward, Okla.—Granted exten- 
sion of authority to sign-off at 7 p.m., ex- 
cept for special events, for period begin- 
ning April 9 and ending July 9. 

KDWC (FM) West Covina, Calif.—Grant- 
ed authority to remain silent for period 
ending June 7; conditions. 

KRAK-FM Stockton, Calif—Granted au- 
thority to remain silent for period April 1 
through June 1; conditions. 

KALV Alva, Okla.—Granted extension of 
authority to July 1 to sign-off at 7 p.m. 

KAAB Hot Springs, Ark.—Granted au- 
thority to sign-off daily at 8:05 p.m. for 
period ending May 29, except for special 
events. 

KRSC Othello, Wash.—Granted extension 
of authority to July 20 to operate specified 
hours except for special events. 

WSAJ Grove City, Pa.—Granted author- 
ity to remain silent for period beginning 
April 9 and ending April 20. 


Actions of April 6 


*KQED (TV) San _ Francisco, Calif.— 
Granted license covering changes in non- 
commercial educational tv station; ERP 
vis. 187.26 kw. 

K70BO Williams, Ariz.—Granted mod. of 
ep to change type trans., ERP to 44.17 w; 
type ant. and changes in ant. sytem of tv 
translator station. 

WPID Piedmont, Ala.—Granted authority 
to sign-off at 6:30 p.m. for period June 1 
through July 31. 

KNIM Maryville, Mo.—Granted authority 
to sign-off at 6 p.m., CST, for period 
through Aug. 31, except for special events 
when station may operate to licensed sign- 
off time. 

KBRX O’Neill, Neb.—Granted authority 
to sign-off at 6:30 p.m., CST, for period 
ending Sept. 30. 

KASI Ames, Iowa—Granted authority to 
sign-off at 7 p.m., CST, for period May 1 
through Aug. 31. 

WPEO Peoria, Ill.—Granted authority to 
sign-off at 7 p.m., CST, for period May 1 
through Aug. 31. 

WMBA Ambridge, Pa.—Granted authority 
a ww at 6 p.m., EST, for period ending 

pt. 30. 


WPIT Pittsburgh, Pa.—Granted authori 
2 i at 6 p.m., for period throug 
pt. 


Actions of April 5 


_KACY Port Hueneme, Calif.—Granted as- 
Signment of license to KACY Inc. 

WLOV (FM) Cranston, R.I.—Granted li- 
cense for fm station and change type trans.; 
ant. 216 ft. 

WMAS Springfield, Mass.—Granted li- 
cense for alternate main trans. 

WMAQ, KNBC Chicago, Ill. and San 
Francisco, Calif.— Granted cps to install 
new ty trans. for WMAQ and KNBC; 
and install new trans. as aux, trans. (main 
trans. location) for WMAQ; without prej- 

ce to such action as commission may 
deem warranted as result of its final de- 
terminations with respect to: (1) conclu- 
sions and recommendations set forth in 
Teport of network study staff; (2) related 
Studies and inquiries now being considered 
or conducted by commission, and (3) pend- 
ing anti-trust matters. 
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WNOW York, Pa.—Granted cp to install 
alternate main trans. 

bodys 3 Jacksonville, Fla.—Granted cp to 
make changes in ant. system (move ant. 
same site) and make changes in ground 
system. 

WICK Scranton, Pa.—Granted cp to in- 
stall new type trans. ‘ 

WOW Omaha, Neb.—Granted cp to install 
new trans. at present trans. location to be 
used as aux. trans. 

KVI Seattle, Wash.—Granted cp to install 
new trans. at presert trans. location as aux. 
trans.; remote control permitted. 

WRBS (FM) Itimore, Md. — Granted 
mod. of cp to change trans. and main stu- 
dio location; type trans.; decrease ant. 
height to 225 ft., and make changes in ant. 
system. 

WELY Ely, Minn.—Granted mod. of cp 
to change type trans. to be used day and 
nighttime. 

KSFO San Francisco, Calif. — Granted 
mod. of cp to change type trans.; condition. 

KAPE San Antonio, Tex.—Gran mod. 
of cp to make changes in ant. system. 

KGDN Edmonds, Wash.—Granted mod. of 
cp to change type trans. and make changes 
in ant. system; remote control permitted. 

WCMF (FM) Rochester, N.Y.— Granted 
mod. of cp to change type trans. and make 
change in trans. equipment. 

KTKT Tucson, Ariz.— Granted mod. of 
ep to change type trans. (nighttime trans. 


only). 
WRBS (FM) Baltimore, Md.—Granted ex- 
tension of completion date to June 30. 


Actions of April 4 


WCBY Cheboygan, Mich.— Granted as- 
signment of license to Straits Bestg. Co. 

WKLK Cloquet, Minn.—Granted cp to in- 
stall new trans. 

WELS Fredericksburg, Va.—Granted mod. 
of cp to change type trans. 

WMIC St. Helen, Mich.—Granted mod. of 
ep to change type trans.; condition. 


g Following stations were granted exten- 
sions of completion dates as shown: KLGN 
Logan, Utah to Sept. 22; WAPC Riverhead, 


N.Y. to Sept. 15, without prejudice to what- 
ever further action commission may deem 
necessa as result of: (a) any action by 
United States Court of A » D.C. Cir- 
cuit, In re Interstate Bcstg. Co. v. FCC, and 
and (b) proceedings on objections by RCA 
Communications Inc., to construction of 
radio station WAPC at presently author- 
mag be site; *WGTV (TV) Athens, Ga. 
o July 1. 


WPGW Portland, Ind.—Granted authority 
to sign-off at 6 p.m., CST, for period end- 
ing Aug. 31, except for special events when 
station may operate to licensed sign-off 
time. 

KASL Newcastle, Wyo.—Granted author- 
ity to operate specified hours for period 
ending July 1 


Actions of April 1 


WPLY Plymouth, Wis.—Granted author- 
ity to sign-off at 6 p.m. for period April 1 
through Sept. 30, except for special events 
when station may operate to licensed sign- 
off time. 

WPRS Paris, Ill—Granted authority to 
seine at 6 p.m. for period ending Aug. 


KZIX Fort Collins, 
thority to sign-off at 
through Sept. 30. 

KMAN Manhattan, Kan.—Granted author- 
ity to sign-off at 6:30 p.m. for period end- 
ing Aug. 31, except for special events when 
station may operate to licensed sign-off 
time. 

WKAI Macomb, Ill.—Granted change of 
remote control authority. 


PETITIONS FOR RULEMAKING 


Penn Traffic Co., Johnstown, Pa. — Re- 
quests allocation of additional vhf channel 
to Johnstown-Altoona, Pa., by utilizing one 
of three following methods: (1) Add ch. 3 
at separation of approximately 130 miles 
from WSVA-TV Harrisonburg, Va.; (2) add 
ch. 8, deleting it from Lancaster, Pa., and 
assigning it to both Johnstown-Altoona and 


Colo.—Granted au- 
p.m. for period 


(Continued on page 117) 
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CLASSIFIED ADVERTISEMENTS 


(Payable in advance. Checks and money orders only.) (FINAL DEADLINE—Monday preceding publication date.) 


e@ SITUATIONS WANTED 20¢ per word—$2.00 minimum e HELP WANTED 25¢ per word—$2.00 minimum. 
@ DISPLAY ads $20.00 per inch—STATIONS FOR SALE advertising require display space. 


e@ All other classifications 30¢ per word—$4.00 minimum. 


@ No charge for blind box number. Send replies to Broadcasting, 1735 DeSales St., N.W., Washington 6, D.C. 


Appticaxts: If transcriptions or bulk packages submitted, $1.00 charge for mailing (Forward remittance separately, please). All transcriptions, photos, 
etc., sent to box numbers are sent at owner’s risk. BroapcasTING expressly repudiates any liability or responsibility for their custody or return, 











Help Wanted—(Cont’d) 





Help Wanted—Management 





Announcers 


Help Wanted—(Cont’d) 





Announcers 





Wanted: Radio station manager. ist license 
Comnepee but not required. Advancement 

opportunity. Salary and commission. Radio 
Station KVOU, Uvalde, Texas. 


Wanted, manager strong on sales. Begin- 
construction on WEMD, Eastern Mary- 
land, i  menopely market. Retail sales $45,- 
Write resume, references, salary ex- 

sree when available, to WE 3855 
rth ‘30th St., Arlington, Virginia. 


Sales 


You do very well financially in radio sales 
and have been selling fulltime for at least 
3 years. You want to move to Florida and 
really live 12 months out of the year. This 
is your chance. Your potential in this south 
Florida coastal metropolitan market is ex- 
— with opportunity to advance to sales 
er or general manager of one of the 
- an in the chain. Give references and 
in the first letter. Box 283S, BROAD- 

CASTI NG. 


Excellent opportunity for good 
Number one te + major O 
ket, $6,000 plus wi 
5628, BROADCASTIN 


St. Louis-top independent. Top money and 
future for salesman who loves to sell. Box 
5638S, BROADCASTING 














roducer. 
Oo mar- 
quuluple company. Box 





We want a topflight announcer, tues 
mind, company man, congenial. Good p 
duction, ght shows. Join Florida’s a 
metro. Mkt. team, send tape and personal 
Bon No tap then must have personal audi- 

s can be returned. Address to 
Box 943S, BROADCASTING. 





Top morning man for #1 audience rated 5 
kw independent. Major New England mar- 
ket. Excellent salary. Merit raises. Resume/ 
tape. Box 9868S, BROADCASTING. 


Wanted: Intelligent, experienced announcer. 
Growing Ohio station needs morning man. 
Must be cheerful but not garrulous. Salary 
commensurate with experience. Send tape 
and resume to Box 139A, BROADCASTING. 


Sportsman—play-by-play for local high 
school and college. Also act as asst. news 
director and some dj work. Medium size 
station. Box 153A, BROADCASTING. 


Announcer with Ist phone. Excellent oppor- 
tunity! Can start at once. Box 167A, 
BROADCASTING. 


Good opportunity for experienced staff an- 
nouncer capable of handling traffic and 
some programming. $75.00 weekly. Sales ex- 
pocenee helpful for future a vancement. 

rolina small market group. Write Box 
TBA. BROADCASTIN G. 

















$100-$150 weekly ae plus commis- 
sion and bonus plan for aggressive = 

r salesman. Top station bboy 
D.C. market. Box 867P, BROADCAS 


Are you ready to step up in sales work. Here 
Se opportunity. Texas. Box 880S, BROAD- 








Salesman wanted Florida east coast top in- 
dependent. Send details Box 940S, BROAD- 
CASTING. 





anted, aggressive man for radio time sales. 
Se Minnesota market. Some ex- 
pomence preferred. Box 991S, BROADCAST- 





| ~ oy calls: Experienced radio salesman. 
Sala and commission. Write full details 
first letter to Box 127A, BROADCASTING. 


Wanted: Salesman-sports announcer. Mair: 
ob sales, but must call football and baske?- 

, base plus commission, good potential 
for man who likes to sell. Send tape, photo 
and resume to KOLT, Scottsbluff, Nebraska. 


1,000 watt, independent, full-time operation 
expanding sales staff. Guarantee against 
15% commission. Right man can grow with 








this or a. Send detailed information 
on bac pone. revious sales experience 
jaw = pho S, Colorado Springs, Colo- 
rado. 





Announcers 


South Florida. Metro market. Need fast 
A lively swinging dj. Rush tape, re- 
sume. Box 2848S, BROADCASTING. 


Modern number one format station in one 
of ten largest markets auditioning fast- 
ced, live-wire announcers. fe station 








eading chain offers big y, bi rtu- 
A nd tape to Box $e4P. BROAL AST- 





bar a <* married staff announcer. 
Send r xas. Network station. Box 
879S, BROADCASTING. 





FM announcer wanted for quality music 
station New England outlet for QXR 
Network. Sala 0-75 weekly with good 
possibility of additional fees for extra work 
on a A = station. Send tape, resume, photo. 
Box 94 SBROA ADCASTING. 


Wanted . . . broadcast-minded Negro per- 
sonauty ‘for’ swingin’ all night show. Mid- 

a em station, run own board. 
Sen d Is and tape at once. Box 
174A, BROADCASTI NG. 


Wanted: Announcer with first phone. Must 
be experienced. P.O. Box 497, Trenton, 
Missouri. 





Announcer-newsman. Must be experienced, 
able to gather, edit, and announce locaj 
news. Some tv work. New addition to staff, 
Send tape, photo and request to Ed Huot, 
WTRC, Elkhart, Indiana. 





pe morning man. 1 kw better music 
timer near Buffalo. Immediate opening, 
slery requirements first letter, tape, re- 
me to WMNS, Olean, New York. 





gy © for young saies minded man 
o can also work board part-time. Illi- 
nots kilowatt daytimer. Send all informa- 
tion including tape and sala expected 
to Manager, WMOK, Metropolis, Illinois. 





Immediate opening for experienced morning 
man. Combo operation using latest equip- 
ment. Send f back fe at experience and 
tape: Manager, WRTA, Altoona, Pennsy]l- 
vania. 





Announcer—for +" -staff. Experienced. Re- 

laxed good music format. Work days. Bene- 

- Ree ae and resume to Ed Huot, 
art, Indiana, NBC. 





Technical 


Experienced engineer—East coast (some 
east) station. 5 kw daytimer remote con’ 

15 to 20 hours announcing; will train. Good 
salary. Box 686S, BROADCASTING. 








1st class ticket and ist class voice, gets Ist 
class salary at one of Florida’s finest inde- 
ee | modern radio—3 years #1. Send 

and resume Box 944S, BROADCAST- 
ING. No tapes can be returned. 





Deep voiced announcer, some experience 

necessary, with ability to broadcast football 

and bas etball, run board. Opening May 

first. Send tape, snapshot, salary require- 

ments to Mason Dixon, General Manager, 
, Fort Morgan, Colorado. 





KING, Seattle, has immediate opening for 


es pepe jockey. If our 

ability is limited to time and temp., don’t 

apply. Send full resume, tape, picture, ref- 

erences first letter to Bill Clark, KING 

oe 320 Aurora Ave., Seattle 9, Wash- 
n. 





Good nighttime announcer with first class 
license needed. Only midwesterners should 
apply, oP Opening is immediate. Write or call 

Semee Brooks, KOTE, Fergus 
Falls, = 4. 





Announcers with first class ticket. 
resume and tape to KSBW Radio, 
651, Salinas, California 


Send 
P. O. Box 





Combo 





with first ticket. No 

maintenance necessary. Adult format with 

yy on _ news. Send resume, tape and 

= x ao Fin Packard, KTRC, Box 1715, 
n e, N.M. 





Wanted: Announcer with first class Gon, 
=e” not necessary. WAMD, Aber- 
een 





We are expanding our staff. Need three ex- 
perienced announcers immediately. Good 
salary, yy working conditions. Send 
all details in first letter. Do not apply, un- 
less experienced. WHNC AM & Hen- 
derson, N.C. 





Newsman-announcer wanted immediately 
Hay} — Heller, WIMA, Radio Station, 
a hio. 


Engineer, radio and television . . . trans- 
mitter and studio, small low power televi- 
sion operation, and 5 kw broadcast station. 
Mostly engineering and automation opera- 
tion, very little required. 

NY-TV, 231 So. Franklin St. 
Juneau, Alaska. 





One first or second class engineer. No expe 
rience necessary. Write Garfield Ricketts, 
WVOX, New Rochelle, N.Y 





Production-Programming, Others 





Continuity. Ey preparation of pro- 
duction spots. Must be able to write crea- 
tive and selling copy. Permanent position, 
salary open. Ohio am, fm, tv. Detail past 
experience, references, salary expected and 
enclose samples of work and small photo. 
Confidential. Box 129A, BROADCASTING. 





Experienced copywriter in one of the in- 
dustry’s fastest growing chains. Excellent 
ee for advancement. Send com- 
Ee te resume and sample copy with first 
etter. Box 158A, BROADCASTING. 





Need news director. Must gather, edit and 

report. Station equipped with mobile news 

unit. Send audition, snapshot, resume and 

cert a requirement to rogram Director, 
Kearney, Nebraska. 





5,000 watt California radio station needs 
top-flight program director with first class 
ticket. Station has limited network sched- 
ule plus good listenable music. PD must 

good commercial copy, produce re- 
sult-getting —— and do two hour after- 
noon show nd all details, experience, 
references and tape cut at 742 rpm to Foy 
Willing, KSBW Radio, P.O. Box 1651, Sali- 
nas, alifornia. 
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Situations Wanted—(Cont’d) 





Situations Wanted—(Cont’d) 





Situations Wanted—Management 


Announcers 





Announcers 





Sales manager for metropolitan market 
station. Heavy on local, retail, regional, 
15 years outstanding radio time sales record 
as salesman_and sales manager. Excellent 
references. Box 3138S, BROADCASTING. 


eral manager. Sales background. Me- 
dium market stations. 13 years broadcast- 
ing. Box 926S, BROADCASTING. 


Wanted: Station in midwest to manage on 
reentage with option to buy, or will 

. Excellent references, all replies con- 
fidential. Write Box 947S, BROADCASTING. 


Ideal profitable small market management 
guaranteed. Young, honest family execu- 
tive. Box 116A, BROADCASTING. 


Silver and gold have I none . . . but nine 
years of radio experience offered for man- 
agement Florida or southern station. Cur- 
rently manager in seven station market. 
Box 144A, BROADCASTING. 


Manager or sales manager, radio or tv. 14 
years experience, past 6 years spent cover- 
ing 37 states in sales management for the 
top syndicated company. Want to trade “Air 
Travel Card” for permanent position with 
reliable organization. 37 years old, married 
14, 2 children. Sober, reliable and willing 
to work, will provide top business and 
personal trade references. If we can get 
eet you'll make a profit. Box 147A, 
BROADCASTING. 


Management midwest, chief engineer, farm 
director, sales and construction experience. 
Box 150A, BROADCASTING. 























Midwest sales manager top station, veteran, 
family, college, art toed opportunity. 
Box 159A, BROADCASTING. 


Experienced manager, all phases, 15 years 
successful background in medium and 
small markets. ot offering “pie-in-sky” 
riches but will promise healthy glow to 
your property after having reins few 
months. Strong forte is sales, plus sound 
knowledge of programming, with economy 
of operation. Loyal, aggressive, tactful, 
common sense. Prefer small or medium 
market offering growth potential. Accept 
reasonable salary with incentive. Family 
man. Excellent references. Available imme- 
diately. Box 170A, BROADCASTING. 


California resident. Capable, mature 
general manager California only. 
charge all departments including 
Twenty years experience. Box 
BROADCASTING. 








radio 

Full 
sales. 
177A, 





Manager—Family man, nine years radio. 
Announcing - programming - production - 
sports. Sales my forte. Prefer small popu- 
lation ten to twenty thousand. Salary plus 
commission. Option to invest preferred. 
Reply Box 843, Sterling, Colorado. 


Sales 


Radio sales/management: 99 and 44/100% 
salesmanship can be yours for the opening 
of the right door. Yes. I have management 
experience, but I prefer not to be chained 
to a desk—let me get out where I can bring 
home the bacon. Strong background in 
radio—local, national sales and rep experi- 
ence. Presently employed, but want a 
brighter future. Let’s uo together. You 
supply the incentive, I’ — the sales. 
Am not opposed to relocating, but most of 
my experience and contacts are in New 
York, therefore would prefer to stay. Top 
references from top people. Box 987S, 
BROADCASTING. 











Attention southern California! Experienced 
radio man _wants to join sales staff of 
Southern California station. Box 125A, 
BROADCASTING. 





Young man, 26, strong sales background, 
seeks permanent position as time salesman. 
Ambitious, reliable and sober. Prefer me- 
dium market. For resume, write Box 178A, 
BROADCASTING. 





Announcers 





Sports announcer play-by-play all sports. 
Plenty of experience. Box 636S, BROAD- 
CASTING. 





Young, versatile dj now employed. Copy, 
Promotion. Box 951S, BROADCASTING. 


Part time: Capable announcer desires week- 
end or fill-in work in metropolitan N.Y. 
area, Experience in sports, news, dj. Box 
958S, BROADCASTING. 


Beatnik-humorist air personality-salesman 
wants night or all night spot. Idea man 
wants to work for idea men. 312 years ex- 
perience. Presently employed in medium 
New England market. Strictly pro-voice 
with Jazzbo-Sahl style. Tapes etc., avail- 
able to creative, real-sell stations, no juke- 
boxes. Box 993S, BROADCASTING. 


Experienced dj, news, special productions. 
Adult, professional, creative, versatile. Box 
101A, BROADCASTING. 


Four years experience college football, bask- 
etball, baseball. Prefer sports. Will consider 
staff announcing. Available June first. Box 
105A, BROADCASTING. 














Announcer-newsman-six years experience, 
face voice, tape. Box 106A, BROADCAST- 





Attention southwest area. Staff announcer 
desires permanent location. Short on ex- 
perience, long on ambition. Can handle 
news, commercials, and dj shows, and also 
run my own board. Box 107A, BROAD- 
CASTING. 





Texas! 3 years experience in announcing, 
sales, programming, continuity and promo- 
tion. No top forty. 3rd ticket. Have car. 33, 
single. Excellent reference. Personal in- 
terview. Will contact. Box 110A, BROAD- 
CASTING. 





Male announcer, youn 
anything, anywhere. 
CASTING. 


talented. Consider 
ox 113A, BROAD- 





Experienced dj with first phone, looking for 
a station, no top 40, where you receive an 
occasional raise and a chance for advance- 
ment. Have family. Include all details in 
reply. thank you. Box 117A, BROADCAST- 





Announcer-salesman: Available April 25. At 
present replacing injured announcer at mid- 
west 50 kw. Sound morning man knows sales 
on both ends of mike. Complete informa- 
me on request. Box 118A, BROADCAST- 





25 years old, single, 2 years experience, Ay 
fer Tennessee. Box 119A, BROADCASTING. 





Female dj new, but A-1 air personality 
strong point copywriting. Box 120A, 
BROADCASTING. 





Bright sound: Want young-adult music sta- 
tion. Know music, can do news, produc- 
tion. Mature, bright, pleasant voice. Left 
home four months ago for major market 
loser; want winner. 27, single, 8 years. Box 
143A, BROADCASTING. 


Negro announcer; can handle news, com- 
mercials, disc jockey work; very strong on 
dj, reliable and willing to travel. Box 148A, 
BROADCASTING. 


Age 25, single, draft status 4-A, six months 
experience. Prefer Tennessee. Box 152A, 
BROADCASTING. 


Experienced announcer, dj (2 years experi- 
ence) interested in booth and on-camera 
announcing or radio-tv combination. Fam- 
ily man, mature. Wishes to relocate perma- 
nently. Box 154A, BROADCASTING. 














Veteran with no experience. Announcer or 
announcer-salesman, trained, college. Box 
157A, BROADCASTING. 


Experienced pd, dj, sports, news. 31, mar- 
ried, available now. Box 160A, BROAD- 
CASTING. 








Announcer-copywriter. Experienced adman. 
Broadcasting school. Master’s degree. Seek- 
ing opportunity, available now. Box 175A, 
BROADCASTING. 





Available immediately! Experienced in dj, 
news, sports, commercials and newscasting. 
7 years experience. College graduate, A.B 
degree in speech, desire adult programming 
station, network or strong independent. 
Relocate anywhere! Ray Bartlett, 1215 Har- 
vard Ave., Billings, Montana, CHerry 8-8438. 





Morning man—Professional, versatile. Avail- 
able now. 302 West Union St., Morganton, 
N.C. Telephone HE 7-4199. 





Morning man, experienced, dee voice. 
Available now. Versatile. P.O. ox 604, 
Monteagle, Tenn. 





Announcer, dj. California. Lite on experi- 
ence, pleasing personality and sound. Re- 
stricted license, want fill in for evenings and 
Saturdays and Sundays. Age 34. Write 10037 
Halbrent, Sepulveda, California. 





College grad, 24. Single, 3rd. Experienced 
announcing, copy, traffic, xmtr. Dale Bell, 
Fort Dodge, Kansas. 





Announcer available in June seeking perma- 
nent position with good station in south- 
west. First phone. Neel Eggleston, 907 
Speight, Apt. 3, Waco, Texas. 








Announcer-producer, creative, experienced. 
Good air salesman. Sober, stable family 
man. Prefer northeast. Box 122A, BROAD- 
CASTING. 





Top personality, 8 years experience all 
phases. Presently number one Pulse rated 
show in 7 station market. Seeking metro- 
politan market money. Consider pd or man- 


agership. Box 124A, BROADCASTING. 





Radio - television, announcer - newscaster- 

ersonality. 10 years experience, top 20 mar- 
Ket. Married, 32 years of age, reliable. Desire 
metro Florida market, but will consider any 
major market. Address all replies to Box 
128A, BROADCASTING. 





Happy adult morning personality-dj with 
“good morning” sound. 5 years. Now mak- 
ing $130 for 48 hours. May take less money 
for fewer hours. Box 131A, BROADCAST- 
ING. 





Announcer wants job. Run own board. Will 
travel. News. Commercials. Box 132A, 
BROADCASTING. 





Have ambition, need job. Young college 
grad, two years commercial experience, 
seeks format operation, preferably top 40. 
Available mid June. Box 135A, BROAD- 
CASTING. 





Baseball announcer. College graduate, vet- 
eran, married. First class broadcaster. Ref- 
erences, tape. Available June. Box 136A, 
BROADCASTING. 





First phone morning man. Experienced all 
hases. Minor maintenance. $100. Box 140A, 
BROADCASTING. 
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A er with executive ability desires 
to relocate due to management change. 
Four years experience. Presently pd, news, 
sports, dj, copy, production, some on-cam- 
era tv, some sales. B.A. degree. If you can 
use a young man with ideas and pay well, 
call me. ayne Farrar, WBCI, Williams- 
burg, Virginia. 





First phone! Five years experience in all 
phases of radio. Personal interview required. 
California only. $125.00 weekly. Midnight 
to dawn preferred. No r&r, r&b or c.w. 





Irv Geller, 3723 Lemon Avenue, Long 
Beach 7, California. GArfield 421-14. 
“Combo” engineer-announcer desires im- 


mediate employment. Earl Hill, 3104 Hud- 
nall, Apt. C, Dallas 35, Texas. 


Technical 


Florida first phone announcer available. $90 
minimum. Box 954S, BROADCASTING. 











First phone, 8 years experience am and fm, 
transmitter and studio. Tape and disc re- 
cording. Box 151A, BROADCASTING. 





Female with ist class license. 5 years ex- 
perience 5 kw. Weak on maintenance. Typ- 
ing ability. Prefer station directional anten- 
na in south. Box 169A, BROADCASTING. 





Chief engineer—experienced and qualified 
in construction, maintenance, directional, 
measurements. Box 171A, BROADCASTING. 





Chief or assistant. Nine vears radio, one tv. 
Toe McClain, 1306 McCann, Kokomo, 
Indiana. 
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Situations Wanted—(Cont’d) 


Help Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 





Technical 


Technical 


a 


Production-Programming, Oth:-rs 





Beginner engineer—First phone. Desire op- 
portunity to learn and advance. John Mc- 





tyre, 3309 Ridgeoak Drive, Dallas 34, 
Texas. 
Visually handicapped, 24, single, first phone, 
don’t drive. Experienced, desires transmit- 


ter work. perry Wills, 542 Carroll Avenue, 
San Antonio, Texas. 


Supervisory e eer wanted. 


eer with 
qualifications for supervisory duties with 
Pioneer basic major network station in 


upper south. Must have a first class radio- 
telephone license with experience on studio, 
VTE, and transmitter oqetvmest. Excellent 
working conditions wi holidays, vaca- 
tions, and insurance, Send full resume with 
picture to Box 974S, BROADCASTING. 





Production-Programming, Others 


Hard working news director-air personality. 
Wants to work! Experienced newscaster- 
editor-reporter-inte wer. Double as dee- 
jay. Nine years broadcasting experience. 
ournalism degree. Good references. All in- 
uiries car studied and replied. Box 
9665, BROADCAS G 








Colorful, experienced news director and 
newscaster, presently employed, seeks good 
market to display extraordinary wares. Box 
108A, BROADCASTING. 


c e r or qualified ex enc 

technician. Reply by letter giving complete 

qualifications, references, photograph and 
requirement to chief eer. 


TV studio engineers for design, test, and 
field engineering. = expanding pro- 
gressive company. All benefits, plus rapid 
advancement for qualified engineers. Foto- 
Video Laboratories Inc. CE. 9-6100, Cedar 
Grove, New Jersey. 


WTOC-TV, Savannah, Georgia, needs first 
lass perienced 








Production-Programming, Others 





I can cut any format in any size market. 
Program and news director experience. 
Young but mature and experienced in all 
hases. College grad. Start immediately. 
Box 115A, BROADCASTING. 





News director—Now in California metro- 
politan market, desires larger, more mature 
market, preferable California, but will con- 


sider promising tion elsewhere. Box 
121A, BROADCASTING. 





Help! FM stations: Current job set-up 
leaves me stymied from further progress in 
desired field. Seeking position in produc- 
tion, programming and continuity. n cre- 
ate shows around classics and other forms 
of adult music. Currently in am-radio with 
experience in all areas. Brochure of samples 





and detailed background available. ox 
126A, BROADCASTING. 
National award winning, radio-television 


news director desires change. Want to build 
top rated radio television news department. 
Hold many firsts in reporting. cellent 
references. Fifteen years experience. Per- 
sonal interview only. Married, desire per- 
menems position. Box 133A, BROADCAST- 





News director—Presently employed. Mar- 
ried-children. Looking for g newsworthy 
station where emphasis is on local cover- 
age. I am familiar with all phases. Have ex- 
cellent references and can deliver on and 

the air for the right station. No staff 
work please. I am a newsman. Box 146A, 
BROADCASTING. 





Ready to orbit! Highly developed air-talent 
unit susepes wi selfstarter, static-free 
sound, high-potential “PR” feature. When 
working at top ee A this compact unit 
assures maximum. station/client benefits. 
Characteristics: Female—unencumbered— 
seasoned “pro.” Available customary clear- 
ance. ency/PR inquiries invited. Box 
149A, BRO. TNG. 





Recent developments in our industry make 
an examination of your news and public 
service programming imperative? The first 
step in your examination is this ad. Young 
one man news bureau in top station in ma- 
jor market seeks chance to expand in radio 
or tv _or combination station. Box 164A, 
BROADCASTING. 


WHOA! Don’t go any farther! Here is a 
combo guaranteed to increase your listener- 
ship and sales. We are four idea men ca- 
pable of management, production and pro- 
gramming, continuity, sports play-by-play, 
excellent newscasting and news compilation, 
sales and promotion. If your station is sick, 
send for e four doctors with the right 
medicine. We have the talent, the abilfty. 
over thirt; P hogy combined experience, the 
desire an e drive to back up our claim 


as the best in the business. “Mak 
with us.” Ta milly sont 


pes and resume cheerfully sent 
gon your request. Box 165A, BROADCAST- 








TELEVISION 
Help Wanted—A ers 
Wanted: 


Ni 
station, top market. Send 
ta and picture. Box 











“reporter. Florida tv 
full details, sof 
946S, BROAD- 


Gal Friday for California tv station as as- 
sistant to program director. Must handle all 
details of program department including 
network clearances, schedules, A 
Should know traffic and be tactful. Send 
resume, references, photo, to Department 


PD, KSBW-TV, P.O. Box 1651, " 
California. — 





WFMY-TV Greensboro, N.C., needs televi- 
sion copywriter for commercial spot copy. 
Prefer television experience, but radio il 

considered. Forty-hour week, excellent 
working and living conditions. Group in- 


surance . Two person department. 
Give us full information about e rience 


and send samples of copy, along with photo- 
graph to Miss Pace, WrMy-TV. All ‘ppli- 
cants will receive reply. 


Floorman-A.D. Wanted, experienced man 
with some directing ability. Good oppor- 
tunity for advancement. Write Jim Lynagh, 
WTOL-TV, Toledo, Ohio. 


TELEVISION 
Situations Wanted—Management 


Is your station editorializing on newscasts? 

commercials before acceptance? 

be S.O.P. as industry matures. 

with corvictions 

can size up blunt, follow-thro' , suc- 

cessful commercial manager in 250, set 

pad seeking small market station manager- 

Oar sESond ehbratiot io atch Bos THE 

3 cter match. x . 
BROADCASTING. 

















General manager, am/tv. Capable: program- 
es 








ming, operations, sales. Immediate availa- 
bility. Box 100A, BROADCASTING. 

Sales 
Experienced ..salesman—Complete back- 
ground radio-tv. Seekin sales position 
offering rmanency. ill handle special 
events “On era”’ 


Prese: 
cmaneyed—iweire years broadcastin; ~d 
perience. Box 796S, BROADCASTING 

















Announcers 
Professional tv ann new ster. Top 
qualifications. $150 weekly plus talent. Box 
142A, BRO. ASTING. 
Technical 
Chief or supervisor, 12 years am-fm-tv, plan- 
construction, tenance, operations. 


4 years chief, 4 years supervisory experi- 
ence. Box 109A, BROADCASTING” 


Chief engineer available. 18 years experi- 
ence all phases of operation, planning, and 
construction both television and radio. Box 
134A, BROADCASTING. 








Chief engineer’s position desired—12 years 
experience am-fm-uhf-vhf, all phases, in- 

lation and maintenance. Sermer tv 
chief-RCA broadcast service field engineer. 


Married, Pretest northeast. Box 
BROADCASTING. 





Stop gambling on new employees. Duds and 

hot-shots never complete our comprehen- 

sive technical and production trainin ro- 

ae Intern Supervisor, Wis 
* ami. 


i 
Newsman. 15 year background, 8 
radio-tv news. x 925S, BROADCASTING 


Television weatherman-cartoonist. Man 9; 
—, talents. Experienced children’s per. 
sonality, announcer, director, newscaster, 
writer. Nine years broadcasting «= 
ence, College grad, journalism degree. 


Let 
me send you interesting resume. 
967S, BROADCASTING. = 


Producer - director - writer. Experienced, 
lert. Creative. Practical. Box 1024 
BROADCASTING. 


Continuity director-announcer wants to 
move up to major market in northeast, 
Eleven years solid radio-tv background in. 
cludes news, writing, on and off camera an- 
nouncing, directing, sales and management, 
Continuity, pe full resume. Box 112A, 
BROADCASTING. 


Experienced traffic director; 6 years tele. 
vision experience. Seeking position with 
established station. Also experienced in 
sales, promotion, film and_ programming, 
Accurate and dependable. Seeking perma- 
nent sition with future. Box 123A, 
BROADCASTING. 


Attention California, Arizona. Television 
news editor, 28, currently employed major 
northeast market. Must relocate for wife's 
health. Four years experience in writing, 
editing, reporting, expert news-film editor, 
(No on-camera experience.) Bachelor's, 
Master’s journalism degrees, SDX, veteran. 
Box 166A, BROADCASTING. 


Veteran news director. Wéatherman. Avia- 

tor. Publicity-promotion. Won’t drive car. 

Russ Brinkley, Box 1228, Harrisburg, Pa. 
FOR SALE 


Equipment 





i 





























For sale, Gates remote control. Cabinets in- 
cluded. Looks like new. One half original 
cost. Box 866S, BROADCASTING. 


For sale. Western Electric 1kw fm transmit- 
ter. Excellent condition. $2500. Also, West- 
ern Electric monitor 50. Box 103A, 
BROADCASTING. 








500 watt Collins transmitter. $1500. Stored in 
Iowa. Box 104A, BROADCASTING. 


TV antenna system, 300 ft. Ideco guyed 
tower and lighting, 3-bay superturnstile 
RCA 7-13 antenna, dual 34%” RCA teflon 
line, elbows, gas seals, inside elbows and 
dehydrator. Box 137A, BROADCASTING. 


FM transmitter, used Western Electric 10 
kw, presently operating. Will sell to best 
offer. Reply Box 138A, BROADCASTING. 


Magnecord-P75-BAX stereo recorder with 
amplifiers, original cost $1280, new condi- 
tion, sacrifice for $900. Box 145A, BROAD- 
CASTING. 














Complete fm equipment: GE 3 kw fm trans- 
mitter, GE frequency-modulation monitor, 
Collins 8-bay antenna, a a equipment. 
Gives ERP of 24 kw. $7750.00. Box 221, Leb- 
anon, Tennessee. 





Gates remote control—excellent condition, 


now use. $500.00 for quick sale. Radio 
Station KATE, Albert Lea, Minn. 


RCA type 300 three tower phase monitor; 
three antenna 0-8 ammeters. Reasonable. 
KFRO, Longview, Texas. 


Two DuMont Type TA-191A Cinecon fi 
scanner film projectors in exce 
condition and comple’ with two video 
Seaieud Locale, Sette ports and oaks, eae 

con Panels, spare an \ 
ment lists and costs. 2 Projectors 5363-8, 
.500—$5,000. 2 Ped 5337-A, 1,800. 
——z 4 2 local controls 5356-A, 2 audio 
amps -A, 2 power supply 5422-A, 2 exc. 
SST -GTOb, Snover Bue Sol a E00 S008 
. 2 power % -A, , 
i Remote Panel 5355-5, 32005200, Total 
.390. Please reply to E. Newton Wray, % 
TBS-TV, Shreveport, La. 











Presto 6N, console cabinet, ID head excel- 
lent condition. 00 fob. Luke Stripling 
KTLW, Texas City, Texas. 


Gates nite watch automatic programmer 
used four months. Buying station and does 
not fit format. Galen Gilbert, KTLQ, 
Tahlequah, Oklahoma. 
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FOR SALE 


WANTED TO BUY 


Help Wanted—(Cont’d) 








/ Equipment—(Cont’d) 





collins 21A 5 kw transmitter maintained in 

nal condition. Now available. Examine 
ier operating conditions. Excellent qual- 
Terms. Ad- 


ears old. Price 3 
rerad 15 Scenic High- 


Radio Station WIS 
way, Asheville, N.C. 





For sale equipment—Going under one roof 
_will sacrifice Gates remote control unit 
model RDC 10—complete with RF amplifier 
_five years old and in perfect condition— 
Price $750.00. W-PAP in Fernandina Beach, 
Florida. 
Why buy a used transmitter? Build your 
own 1000/250 watt transmitter. See Bauer 
ad, page 121, March 28 issue of Broadcast- 
ing. 








Two surplus tower li ioe, tas bon renee = 
oil filled, 400 watt, ree twelve 
thousand volt inerteen ae M ,&. sur- 
plus. Write Coad South Coolidge 
Avenue, Tampa, Florida. 





Commercial test, monitoring, terminal, mi- 
crowave, and assorted transmitting and 
saato equipment. Tubes and components 

K and sold. Electro-Find, 550 
ath Avenue, N.Y.C. 


Video monitors. Closed circuit and broad- 
cast, Foto-Video er ey Inc., Cedar 
Grove, New Jersey, CE 9-6 








0. NTA ee Ltd. Al Markim, 
1481 Broadway, LO 3-11 


Tv video monitors. 8 Mc., metal cabinets 
Gasting, at ae, 30 different models 8” 
thru 24”. Miratel, Inc., 1080 Dionne St., St. 
Paul, 


Teflon coaxial transmission line 15%”, 51 
ohm. Unused. Suitable for am, fm, vhf-tv, 
communication systems, and some micro- 
wave frequencies. RETMA flanges. Write: 
Sacramento Research Labs., 3421-58th Street, 
Sacramento 20, California. 


Super studio Zoomar lens, new condition. 
$4,900.0' 





bien 





Equipment—(Cont’d) 


Announcers 





DuMont acorn 500 watt hi-band, also have 
another gt a 5 kw DuMont amplifier 
hi-band. KI 

Juneau, Alaska. 


231 So. Franklin St., 





Any type or quantity of terminal monitor, 
rom f studio or microwave equipment in- 
cludin 
nue, 


= Electro-Find, 550 Fifth Ave- 





Need ae OE high-band television antenna, 
RCA type 6Al or quivaien, Write, 
stating age ps and price. Hammett 
& Edison, Consultin 


Radio Engineers, P.O. 





Pox 68, International Airport, San Francis- 
co 28, California. 
INSTRUCTIONS 





for our free 
School of —— 
Kansas City 9 


FCC first phone on a preparation by 
corres in esident classes. 

Gran Schools are located in Hollywood, 
Seattle, = — and Washington. Write 


nmdence or 


be em brochure. Grantham 
cs, ee Gillham Road, 
, Missouri 





FCC first phone license in six weeks. Guar- 
anteed instruction by master teacher. G.I. 
approved. Request brochure. 

License School, 
Texas. 


Elkins Radio 
2603 Inwood Road, Dallas, 





erences one rese 


Since 1946. The original course for FCC ist 
phone license, 5 to 6 weeks. Reservations 
a tag 


ling now for classes starti of 

4, June 29, August 31, October 

. January 4, 1961. For information, 1 ref-— 

—- write Willi B. 
rational Engineering 


School, 1150 West bi 
Se ool, 1150 West Olive Avenue, 
California. 





Be prepared. First phone in 6 weeks. Guar- 
anteed instructi 


ction. License 


Radio 
School of Atlanta. 1139 Spring St., N.W., 
Atlanta, Georgia. 








Microwave transmission line—Andrew = 

id 51.5 ohm, teflon insulated. Lar 
quantity, com lete with connectors, oe. 
hardware, cables and dehydrating equip- 
ment. New. Unused bargain. Sierra Western 
Electric Cable Company, 1401 Middle Har- 
bor Road, Oakland 20, California. 





fower erection, tower painting, coaxial line 
repairs, mechanical inspections, grounding 
ms, lightning rods, lightning protec- 

n systems. Financing | is desired. Slower 


a Co., Inc., 410-7th Ave., N.E., 
Glenburni . Day phone SO. 6 
ona’ ae phone SO. 1-1361. 


Wane or call collect. 
WANTED TO BUY 


Stations 











7 or cp wanted east or south, 100,000 
500,000 market population. Financially 
Sememainte y gf has exception- 
ally lucrative offer for right station. Con- 
fidential. Box 577S, BROADCASTING. 


Financially responsible broadcasters inter- 
ested in outright purchase of radio station 
on Atlantic or Gulf Coast area. Supp pply de- 
tails, billings, earni and —_—— acili- 
ties. Box 870S, BROADCAS 








Responsible broadcaster interested in leas- 
ing eastern states small market station. 
Purchase option desired. Box 114A, BROAD- 
CASTING. 





Will lease, or buy, all or part of your cp or 
your radio —- Confidential. Box 130A, 
ROADCASTING 





Will purchase daytime station in or near 
eastern or southwestern metropolitan area. 
Box Box 168A, BROADCASTING. 





Partnership wants to buy or lease with op- 
tion to -. a single station markets. Send 
fal p, partic rs to Box 172A, BROADCAST- 


——— 





Equipment 





Wanted to ered co-ax, rigid transmis- 
sion line. Send full information to Box 860S, 
ADCASTING 


Come and get it! Your FCC license, that is. 
Six weeks intensive training 
to pass examination. 
od, 510 16th St., Oakland, California. 


ualified you 
The Pathfinder Meth- 





Announcing, 
week intensive, practical wanes. Brand 
new console 
Elkins 


programming, etc. Twelve 
turntables, and the works. 
School of Broadcasting, 2603 Inwood 
Road, Dallas 35, Texa 





Yes, our graduates get good jobs as an- 
nouncers, writers, salesmen, chief engineers, 
managers, owners. 15 years experience 
training men who now work southern 
radio-tv. Lower prices, time payments, as- 
sured placement. Keegan Technical Insti- 
tute, 207 Madison, Memphis, Tennessee. 





Approved FCC operator’s license course of- 
fered Oy ie New York’s oldest broadcasting 
school. = ticket-getter given 
by FCC expe for those hesitant about 
crash courses. Register now for classes start- 
ing monthly. age 20 weeks 
weeks. Academ 





MISCELLANEOUS 





Production radio ee. ip jingles. Free 
audition tape. M-J oductions, $899 Tem 
pleton Road, Columbus, Ohio. 





RADIO 





Help Wanted—Announcers 


~~~ ANNOUNCERS~~~, 


LACK THAT PROFESSIONAL SOUND? AUDI- 
ee NOT A POLISHED . . . SHOW- 


i 
5 
CASE ( 
ADVANCED suormrees coaching with ¢ 
NEW YORK BROADCASTERS. Our tapes are ( 
Ask to hear p 

( 

( 

{ 

A 





Suh 


j 
, 
> 
job getters. 
. en us analyze present tape. NO CHARGE.” 
* Call... MR. KEITH .. . SU 7-6938. 
7 
) 
j 


NEW YORK SCHOOL OF ANNOUNCING & SPEECH 


160 West 73rd Street ***BY APPT. ONLY 
SU 7-6938 


New York 23, N.Y. 





CaP ddd dead add 
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BIG TIME! 


This 50,000 watt station in a 
major market is now looking 
for another BIG personality 
DJ. He'll be backed with BIG 
promotions and be on the num- 
ber one station in town! 

If you are a BIG TIME DJ, or 
ready for it, rush tape and re- 
sume to Radio Station KYW, 
815 Superior Avenue, Cleve- 
land 14, Ohio. Att: Bud 
Wendell. 











Sales 





SALES ENGINEERS 


Leading broadcast 
facturer accelerating expansion pro- 
gram. Looking for top-notch sales 
inded pro Is to travel and sell 


the following 


equipment manu- 





quality equipment in 
areas: 
Midwestern States 
Eastern States 
South Central States 


d high salaries, 
paid expenses and incentive program 
for increased sales. Full company bene- 
fits, too. 


TELEVISION SALES 


Also have opening for sales engineer 
to specialize in television sales head- 
quartering in home office. 

Please do not call as only written 
resumes can be accepted to permit 
careful evaluation. 

Send resume to Personnel Department, 
Gates Radio Company, Quincy, Illinois. 


These positi c 











Production-Programming, Others 








5000 WATT 
California Radio Station 


Needs top-flight program director with 
first class ticket. Station has limited net- 
work schedule plus good listenable 
music. PD must write good commercial 
copy, produce result-getting spots and 
do two hour afternoon show. Send all 
details, experience, references and tape 
cut at 7% rpm, to Foy Willing, KSBW 
Radio, P.O. Box 1651, Salinas, Cali- 
fornia. 




















RADIO 


Situations Wanted—(Cont’d) 


FOR SALE 





Situation Wanted—Sales 


Production-Programming, Others 


Equipment 








$280,000 (ann. vol.) SALESMEN 


top 
earning over $21,000 yearly. Available 
for management or sales with stock 
incentive preferred. Local-Regional-Na- 
tional sales experience. 


Box 156A, BROADCASTING 


Two of nation’s salesmen each 





Announcers 
















Young modern-format dj and newsman 
with number 1 station in million market 
area looking for better position in major 
market or with secondary market station 
needing a mews or program director. 
Earning $6,500 with A.B., M.S. 1st phone, 
and 6 years experience in radio announc- 
ing and tv directing. 


Box 111A, BROADCASTING 





4K %K IC 


















TOP FLIGHT NEWS SPECIALIST 


7 years radio and tv news and public 
affairs. Reporter-Writer-Editor-Broadcaster- 
News Director. Excellent voice and camera 
presence. Top coverage of local and world 
news. Frequent contributor of major stories 
to networks and wire services. HIGHEST 
INDUSTRY REFERENCES. Replies from top 
10 markets only please. 


Box 163A, BROADCASTING. 























WANTED TO BUY 














If you are located within 300 miles of 
Harrisonburg, Va. and do not program 
country music, write and make me a 
bulk price on your country library. Coun- 
try music is big biz in the Shenandoah 
Valley. If we can get together on a deal, 
Vll drive over and pick ‘em up—gives me 
an excuse to get away for a couple of 
ys. 
Phil Potter, Manager 


WSIG 
Mt. Jackson, Virginia 








eeeeeeeee 


AVAILABLE 
TOP RADIO-DJ PERSONALITY 
For Major Market 
Gets Highest Ratings 
Box 3196 Grand Central Station 
New York 17, N. Y. 


PwTTrtttiiig 





Production-Programming, Others 











STORZ—STORZ—STORZ 
rod roddy 
ex-storz executive 


now entertaining offers for air, man- 
9 2, or c lei g ig t. 
Phone WAlnut 4-9631, Ft. Worth, Texas. 


Box 176A, BROADCASTING 

















TELEVISION 





Situations Wanted 





Production-Programming, Others 





| 
| 
| 


TOP-FLIGHT PERSONALITIES (husband-wife 
team). Through fluke situation currently 
grounded rural area; want out. We're bet- 
ter than average, but willing to talk 
terms. Major market radio-tv, big-time 
Show Biz backgrounds. Mature, excellent 
teamwork, fine references, productive, ver- 
satile, cooperative. Have extremely strong 
family-type Children’s TV show appealing 
through oldsters. Pulls sponsors. 
Can work with/without film, cartoons. 
And/or intelligent, warm, entertaining 
adult radio/tv show appealing to buying 
public. Not afraid of competition or hard 
work. (Husband also experienced radio- 
tv announcer; can fill if desired.) Our 
show(s) or willing to work in with yours. 
Prefer East, but will consider any size- 
able market. Let us an asset to your 
operation. Available reasonable notice. 


BOX 9638, BROADCASTING 
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CLLISILISISISILLILILILITILILILILSSILLES LESS SL, 


I’VE HAD IT 


I am about to jump off the cliff into the 
sea of other industry. DON’T LET ME. 
This is the business I’ve known and loved 
for 8 years. Do you need a TV P 
Director-Production Manager-Traffic = 
ager-Producer-Director all in one? Then 
come to my rescue. 


Box 162A, BROADCASTING. 


ZZ LLLLLILILLLALLLLLLL 








aa 


Steel Micro-Wave Tower, 250 feet, self 
supporting, 6x25 foot platform at top, 
entirely fabricated from galvanized 
structural angle (painted), in excellent 
condition, similar to Blaw Knox type 
construction. 


Standing in Southem 


Maryland. Suitable for radio and 


point-to-point telephone. Inquiry and 


<——S OO 


prompt inspection invited. 


A & E EQUIPMENT CO. 
P.O. Box 902 
Alexandria, Virginia 


Phone—Temple 6-7019 

















STATIONS 





EXECUTIVE 


Available for investment manage- 
ment or management. Over 25 
years in radio and tv manage- 
ment, sales, national, local. 


Box 161A, 
BROADCASTING. 





FOR SALE 














Calif. Single 250w 65M terms 
Texas Single 250w 25M 7 dn. 
Miss. Single 250w 39M terms 
La. Single 500w 52M terms 
Miss. Single 250w 140M 10 yrs. 
Tenn. Single 1kw-D 55M cash 
Va. Single 250w 60M 29% dn. 
Ill. Single 500w 95M 29% dn. 
Va. Single 1kw-D 80M terms 
Calif Single 250w 68M 15 dn 
Calif. Small lkw-D 69M 29% dn 
W. Va. Small 250w 40M 10 dn 
Fla. Small 250w 55M 29% dn. 
Fla. Small 250w 85M 8 dn. 
N.Y Medium lkw-D 150M 29% dn. 
Ga. Metro 5kw 200M 29% dn. 
Va. Metro 250w 330M 25% dn. 
Ala. Metro lkw-D 175M terms 
N.C. Metro 500w 170M~=_siil yrs. 
Fla. Large 5Skw 185M 29% dn 
S.E. Maj-Sub lkw-D 150M low dn. 
South Major 250w 275M 29% dn. 
And Others 

PAUL H. 


CHAPMAN COMPANY 
INCORPORATED 
MECIA BROKERS 


Atlanta 
Chicago Please address: 
New York 1182 W. Peachtree 


San Francisco Atlanta 9, Ga. 


Southwest major market regional. In 
black. Real estate incl. at $225,000 
29%—Southern medium market re- 
gional. Nice profits. $87,500 29%— 
Texas single regional. Making money, 
$49,500 29%—Texas single fulltimer. 
In black. $49,500 29%—West Coast 
fulltime regional. Excellent profits, 
Dominate in entire area. $367,500— 
Rocky Mt. single regional. Money 
maker. $42,750. Terms. PATT Mc- 
DONALD CO., Box 9266, Austin, 
Texas. GL 3-8080. Or, Jack Koste, 60 


E. 42nd., N.Y. 17, N.Y. MU 2-4813. 











NORMAN, 8, NORMAN 


Brokers — Consultants — Approisers 


RADIO-TELEVISION: STATIONS 
Nation-Wide Service 
Experienced Broadcasters 
Confidential. Negotiations 


Security Bldg. Davenport, lowa 

















PIONEER 


ONSULTANTS 
ESTABLISHED 1946 
NEGOTIATIONS MANA\ 
APPRAISALS 
HOWARD S. FRAZIER, INC. 


1736 Wisconsin Ave., N.W. 
Washingten 7, D. C. 


THE FIRM OF TELE- 
VISION a” RADIO MANAGEMENT 


GEMENT 
FINANCING 








pa STATIONS FOR SALE 


SOUTHWEST. Fulltime on excellent 
frequency. Growing market. Doing 
$12,000 month. Asking $250,000 
with 29%. 
ROCKY MOUNTAIN SOUTHWEST. 
Daytimer. Doing $80,000 a year. 
Medium market. Asking $100,000 
with 29% down. 
NORTHWEST. Man and wife opera- 
tion. Doing $36,000 a year. Asking 
$50,000 with 29% down. 
SOUTHWEST. Large and growing 
market. Fulltime, established sta- 
tion. Doing $10,000 and more a 
month. Asking $275,000 with 29% 
down. 

Many Other Fine Properties 

Everywhere. 


JACK L. STOLL & ASSOCS. 


Suite 600-601 
6381 Hollywood Bivd. 
Los Angeles 28, Calif. 

HO. 4-7279 
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(Continued from page 111) 


philadelphia-Wilmington, and (3) add ch. 8 
with attendant changes in allocations to 
other cities as detailed below, which also 
make it possible to add second vhf chan- 
nel to Utica, N.Y., and third vhf channel 


racuse, N.Y 
to Sy Add Delete 
9- 


cuse, N.Y. ¢ 

hamton, Pg 4 = 

ington, Del. 1 
Taster. Pa. 12 8- 
Johnstown-Altoona, Pa. 8+ - 
Utica, N.Y 12- _ 


Ann. April 8. 

KXLF-TV Butte, Mont.; KXLJ-TV Hel- 
ena, Mont.— Requests (1) amendment of 
subsection 21.11 (which generally restricts 
granting of licenses b adding new sub- 
section (b), to read as follows (retaining all 
existing matter as subsection [a]): (b) Re- 
strictions on duplication of programming— 
Station license may not be granted for 
use of microwave frequency or frequencies 
for purpose of transmitting tv programs to 
any community ant. tv systems if, within 
period of thirty (30) days program or pro- 
grams so transmitted would duplicate one 
or more programs broadcast or scheduled 
to be broadcast by tv station which is pro- 
viding only available locally originated tv 
broadcast service in same area. (2) Amend- 
ment of sec. 21.26 to read as follows: Sec. 
21.26—Grants without hearing—(a) Where 
applicant for radio facilities is proper on its 
face and where it appears from examina- 
tion of application and supporting data that 
(1) applicant is legaily, technically, finan- 
cially and otherwise qualified; (2) grant of 
application would not cause harmful inter- 
ference to existing station or station for 
which construction permit is outstanding 
within its service area; (3) grant of appli- 
cation would not preclude grant of any 
pending applications; (4) grant of applica- 
tion would not adversely affect continued: 
operation or establishment of — avail- 
able tv station which provides locally orig- 
inated programs in applicant’s service area, 
and (5) grant of application would serve 
public interest, convenience or necessity, 
commission will grant application without 
hearing. Ann. April 8. 

WITV (TV) Fort Lauderdale, Fla.—Peti- 
tion to amend sec. 3.658 by adding following 
provison thereto: (i) —— of network 
programs. No license shall be granted to 
w station that broadcasts programs of more 
than one network if there is another tv sta- 
tion in same area ready and willing to af- 
filiate with and broadcast programs of sec- 
ond network. Denied memorandum 
opinion and order adopted March 30, 1960 
and released April 4, 1960. Ann. April 8. 


license Renewals 


Following stations were granted renewal 
of license: KIPA Hilo, Hawaii; KCPS (FM*) 
Tacoma, Wash.; WNKY Neon, Ky.; KELP 
El Paso, Tex.; KUTY Palmdaie, Calif.; 
KMJ-TV Fresno, Calif.; WNAC-TV, WRKO- 
FM Boston, Mass.; UE: Wenatchee, 
Wash.; WBCN (FM) Boston, Mass.; KONP 
Port Angeles, Wash.; WADK Newport, R.I. 


Westport, Conn.; WMNB North 
Adams, Mass.; WNEB Worcester, Mass.; 
WPCT Putnam, Conn.; WRKD Rockland, 
Me.; WSUB Groton, Conn.; WTAG Wor- 


cester, Mass.; WTSA Brattleboro, Vt.; WTSL 





Employment Service 








CAREER OPPORTUNITIES 
eeseniae Rotem Soe 
toll aoe 


BROADCAST CAREERS 
6230 Troost Ave. Kansas City 10, Mo. 
HI 4-2900 











STEP UP TO A BETTER 
JOB THE EASY WAY!! 
Many announcers and others have found 
that it pays to get your job through pro- 
fessional placement. 
TOP JOB PLACEMENTS 
IN THE SOUTHEAST 
Free registration — Conf. Service 
Professicnal Placement 


458 Peachtree Arcade 
JA 5-4841 Atlanta, Ga. 
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N.H.; WTSV_ Claremont 


Hanover, N.H.; 
WCRB-FM Mass.; WHAV-FM 
Haverhill, WLAD-FM Danb ’ 
Conn.; WLLH-FM Lowell, Mass.; WMAS- 
FM Springfield, Mass.; WPFM (FM) Provi- 
dence, R.I.; WPRO-FM Providence, R.I.; 
WTAG-FM Worcester, Mass.; C-FM 
Hartford, Conn.; TSV-FM Claremont, 
N.H.; *WBOR (FM) Brunswick, Me.; 
*WCFM (FM) Williamstown, Mass.; *WGBH- 
FM Boston, Mass.; WCAX-TV Burlington, 
Vt.; WCDC (TV) Adams, Mass.; WHCT (TV) 
Hartford, Conn.; JAR-TV Providence, 
R.I.; WWON-FM Woonsocket, R.I.; WMTW 
TV Poland Spring, Me.; WPRO-TV Provi- 
dence, R.I.; *WGBH-TV_ Boston, Mass.; 
KUBE Pendleton, Ore.; KIOA Des Moines, 


Iowa; KGRO Gresham, Ore.; KMCS (FM) 
Seattle, Wash.; V Carlsbad, N.M.; 
KRCW (FM) Santa Barbara, Calif.; KMO 
Tacoma, Wash.; KTAC Tacoma, Wash.; 


KRDG Redding, Calif.; KVOS Bellingham, 
Wash.; KAST Astoria, Ore.; KBKW 
deen, Wash.; KBYR Anchorage, 
KCVL Colville, Wash.; KEDO 

Wash.; KFRB Fairbanks, Alaska; 
Forest Grove, Ore.; KGW-AM-TV Portland, 
Ore.; KHVH Honolulu, Hawaii; KIKI Hono- 
lulu, Hawaii; KIMA-TV Yakima, Wash.; 
KMED Medford, Ore.; KOIN-AM-TV Port- 
land, Ore.; KPTV (TV) Portland, Ore.; 
KOOS Coos Bay, Ore.; KQEN Roseburg, 
Ore.; KRVM (FM) Eugene, Ore.; KTOH Li- 
hue, Hawaii; KUOH (FM) Honolulu, Hawaii. 


New FCC processing line announced 


Following applications are at top of 
am processing line and will be consid- 
ered by FCC beginning May 16, com- 
mission has announced. Any new 
applications or changes in current ap- 
plications that mav conflict with those 
that follow must be filed with FCC by 
close of business May 15, in order to be 
considered. 

Applications from the top of process- 
ing line: 

BP-12949—WNAU New Albany, Miss., a4 


Albany Bestg. Co. Has: 1470kc, 500w, 
Req: 1470kc, 500w, DA-N, unl. 
BP-12953—WOVE Welch, W.Va., Welch 
Bestrs., Inc. Has: 1340kc, 250w, Unl. Req: 
1340ke, 250w, 1kw-LS, unl. 
BP-12954—New, Eugene, Ore., Eugene 
Bestrs. Req: 1320kce, lkw, D. 
BP-1295¢—New, Nashville, Ga. Berrien 
Bestg. Co. Req: 1280kc, 500w, D. 
BP-12957—New, Terrytown, Neb., Terry 
Carpenter Inc. Req: 690kc, 1kw, D. 


BP-12958—WLSC Loris, S.C., Loris Bestg. 
Co. Has: 1570ke, 1kw, D. Req: 1480kc, lkw, 
D 


BP-12974—WDXB Chattanooga, 
French Inc. Has: 1490ke, 250w, Unl. 
1490ke, 250w, 1kw-LsS, unl. 

BP-12975—New, Clinchco, Va., Dickenson 
County Bestg. Corp. Req: 1430kc, lkw, D. 

BP-12916—WIKE Newport, Vt., Memph- 
remagog Bestg. Co. Has: 1480kc, 250w, unl. 
Req: 1490kce, 250w, 1kw-LS, Unl. 

BP-12977—WKDX Hamlet, N.C., Risden Al- 
len Lyon. Has: 1400ke, 250w, Unl. Req: 1250 
ke, 1kw, D. 

BMP-8491—WIOI New Boston, Ohio, WIOI 
Inc. Has CP: 1010ke, 500w, D. Req MP: 1010 
ke, lkw, D. 

BP-12989—KOZI Chelan, Wash., Lake Che- 
lan Bestg. Corp. Has: 1220kc, 1 kw, D. Req: 
1230ke, 250w, 1kw-LsS, unl. 

BP-12990—New, Gainesville, Fla., Southern 
Bestg. Co. of Marianna. Req: 1390kc, 5kw, 
D. 


Tenn., 
Req: 


BP-12991—WHCU Ithaca, N.Y., Cornell 
University. Has: 870kc, lkw, D. Req: 870kc, 
lkw, 5kw-LsS, D. — 

BP-12992—New, Medford, Ore., Medford 
Bestrs. Req: 860kc, lkw, D. 

BP-12993—KRNO San Bernardino, Calif., 
Western Empire Bestrs. Inc. Has: 1240kc, 
250w, unl. Req: 1240kc, 250w, 1lkw-LsS, unl. 

BP-12994—New, Barstow, Calif., Beam 
Bestg. Co. Req: 1310kc, 500w, D. 

BP-12995—WOMI Owensboro, Ky., Owens- 
boro Bestg. Co. Has: 1490kc, 250w, unl. Req: 
1490kc, 250w, 1 kw-LsS, unl. 

BP-12996—New, Newport Beach, Cali?., 
Yeakel Bestg. Co. Req: 1420kc, 5kw, DA, D. 

BP-12999—KUBA Yuba City, Calif., Peach- 


bowl Bestg. Inc. Has: 1600kc, , lkw-LsS, 
ea unl. Req: 1600kc, 5kw-LS, DA-N, 
unl. 


BP-13000—New, Blountstown, Fila., 
shine Radio Co.. Req: 1370kc, ikw, D 


Sun- 





BP-13001—KREW Sunnyside, Wash., Cole 
E. Wylie. Has: 1230kce, 250w, unl. Req: 1230 


ke, 250w, 1kw-LsS, unl. 

BP-13002—KTTR Rolla, Mo., “Show-Me” 
Bestg. Co. Has: 1490kc, 250w, unl. Req: 1490 
ke, 250w, 1kw-LsS, unl. 

BP-13004—New, Iuka, Miss., E.C. Holtsford. 
Req: 1270kc, 1lkw, D. 

BP-13005—New, Taos, N.M., Art Capitol 
Bestg. Co. Req: 1340kc, 250w, unl. 

BP-13006—WCMB Harrisburg, Pa., Ross- 
moyne Corp. Has: 1460kc, 5kw, DA-2, unl. 
Req: 1460kc, 5 kw, DA-N, unl. 

BP-13007—New, Winnsboro, S.C., Robert 
H. Epperson. Req: 980kc, 500w, D. 

BP-13008—New, Espanola, N.M., B and M 
Bestg. Inc. Req: 970kc, Ikw, D. 

BP-13008—New, North Wilkesboro, N.C., 
Stuart W. Epperson. Req: 1570kc, lkw, D. 

BP-13010—KABL Oakland, Calif., The Mc- 
Lendon Pacific Corp. Has: 960kc, 1 kw, unl. 
Req: 960kc, 5kw, DA-1, unl. 

BP-13013—KSUE Susanville, Calif., James 
E. McKahan. Has: 1240ke, 250w, unl. Req: 
1240ke, 250w, 1kw-LsS, unl. 

BP-13015—WSIR Winter Haven, Fla., Hun- 
dred Lakes Bestg. Corp. Has: 1490kc, 250w, 
unl. Req: 1490ke, 250w, Ikw-LS, unl. 

BP-13017—New, Brookfield, Conn., Eastern 
Bestg. Sys. Req: 940kc, lkw, D. 

BP-13018—New, Honolulu, Hawaii, Casey 
Bestg. Assoc. Req: 1090kce, 4kw, unl. 

_BP-13021—New, Blackshear, Ga., Dixie Ra- 
dio Inc. Req: 1310kce, lkw, D. 

BP-13022—New, St. George, S.C., Radio St. 
George. Req: 1300kc, 500w, D. 

_ BP-13023—WTOR Torrington, Conn., Tor- 
rington Bestg. Co. Has: 1490kc, 250w, unl. 
Req: 610kc, lkw, DA-2, unl. 

BP-13025—New, Millington, Tenn., Radio 
Millington, Inc. Req: 1380kce, 500w, D. 

BP-13026—New, Sonora, Tex., Ward Bestg. 
Co. Req: 1240kc, 250w, unl. 

BP-13027—WCOW Sparta, Wis., Sparta- 
Tomah Bestg. Co. Has: 1290kc, lkw, D. Req: 
1290ke, 5kw, D. 

BP-13028—New, Vancouver, Wash., Gordon 
A. Rogers. Req: 1550kc, 1kw, D. 

BP-13036—WRNB New Bern, N.C., Jefferay 

Bestg. Corp. Has: 1490kc, 250w, unl. Req: 
1490ke, 250w, 1kw-LsS, unl. es 

BP-13038—WMFD Wilmington, N.C., Dun- 
lea Bestg. Industries. Has: 630kc, Ikw, DA-2, 
unl. Req: 630kc, Ikw, 5kw-LS. DA-2, unl. 


Applications on which 309(b) letters 
have been issued: 


BP-12955—New, Hammonton, N.J., Dink- 
son Corp. Req: 690kc, 250w, D. 
BP-12981—New, Elkton, Md., Suburban 
Bestg. Corp. Req: 1550kc, 250w, DA, D. 
BP-129983—WMGA Moultrie, Ga., Radio 
Station WMGA. Has: 1400kc, 250w, unl. Req: 
1400kc, 250w, ikw-LsS, unl. 
_ BP-13003—WKEU Griffin, Ga., Radio Sta- 
tion WKEU. Has: 1450kc, 250w, unl. Req: 
1450ke, 250w, 1kw-LS, unl. 
BP-13014—WDUZ Green Bay, Wis., Green 
Bay Bestg. Co. Has: 1400kc, 250w, unl. Req: 
1400ke, 250w, 1kw-LS, unl. 
atk foe te es, Pa., Ken- 
ric cestg. Co. Has: c, 250w, 1. : 
1400ke, 250w, 1kw-LsS, unl. piece: 
BP-13031—New, Canandaigua, N.Y., Canan- 
daigua Bestg. Co. Req: 1550ke, 250w, D 





Comments asked 


The FCC has invited comments 
on a rulemaking proposal that 
would provide for the addition of 
ch. 7 to Lander, Wyo., in addi- 
tion to that city’s ch. 17 assign- 
ment. The commission stated that 
it feels the addition of ch. 7 is 
better than the proposal by Rocky 
Mountain Tele Stations, KTWO- 
TV (ch. 2) Casper, Wyo., to real- 
locate ch. 6 from Casper to Lan- 
der. 














HOW TO GET THE SHOW ON THE ROAD 


A leading TV film producer uses Greyhound Package Express to 
circulate a weekly TV film to local stations. Making enough prints 
to go around would be too costly. Greyhound "gets the show on the 
road" right on schedule and at the least cost! 


IT’S THERE IN HOURS Worm... AND COSTS YOU LESS! 


When getting it there in a hurry means business, you can a week...24 hours a day...weekends and holidays! And 
count on Greyhound Package Express! Your packages go you can send C.O.D., Collect, Prepaid—or open a charge 


anywhere Greyhound goes, by dependable Greyhound buses account. For information, call any Greyhound bus station, 
on their regular runs. That means you get service seven days or write Dept. 8D, 140 South Dearborn St., Chicago 3, Ill. 
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Norman 


Ever since the Magna Carta, Britons 
have been keen on civil liberties. And 
so when Norman Collins stumped the 
country campaigning for free television, 
he eventually won the day. 

Ironically, for a man who has spent 
his working life in modern communi- 
cations, Mr. Collins had to fall back 
on word of mouth when he decided to 
challenge the government broadcasting 
monopoly. At the outset, only one 
newspaper reported the issue, so it was 
up and down the isles for him “like 
Elmer Gantry,” preaching the gospel 
| wherever he could gather a congrega- 
tion. It took four years and the mis- 
sion culminated in one of the most pro- 
tracted parliamentary debates in recent 
times, drawing the crustiest peers out 
of backwood retreats. The Television 
Act got royal assent in June 1954 and 
Mr. Collins came by his unofficial des- 
ignation, father of commercial televi- 
sion in England. 

This was a milestone in one of sev- 
eral careers Norman Collins has pur- 
sued the past 30-some years (he is 52 
now). He works at the career of novel- 
ist simultaneously with whatever else 
he is doing. His television job the past 
4% years, deputy chairmanship of As- 
sociated TeleVision Ltd., takes him 
often around the world, but the manu- 
script goes with him, and he writes 
himself to sleep at night. 

Fast Start ® Norman Collins has 14 
novels and as many years in broad- 
casting behind him. Before joining the 
British Broadcasting Corp. in the for- 
ties, he had been active in newspapers 
and publishing. Educated at the William 
Ellis School in Hampstead, he started 
at age 19 with the Oxford University 
Press and at 20 became assistant liter- 
ary editor of the London Daily News. 
He stayed there three years, leaving for 
the publishing firm of Victor Gollancz 
Ltd., where he was deputy chairman 
seven years. 

Meanwhile the Collins byline was 
seen over free lance reviews, fiction 
and humor in the Observer, Manchester 
Guardian and Punch. His first book 
had been published when the author 
was 22. It was a history of the English 
novel, “The Facts of Fiction.” This 
has been followed by the novels, sev- 
eral of them best sellers on both sides 
of the Atlantic. “Bond Street Story” 
was published here last fall by Harper 
& Bros. Its predecessor was “Dulcimer 
Street,” retitled “London Belongs to 
Me” for the American trade. 

Mr. Collins’ broadcasting career got 
underway during the war. He directed 
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OUR RESPECTS TO... 


Collins 


the General Overseas Service and soon 
took over the Light Programme. He 
boosted its share of audience in 20 
months from 30% to 70% with in- 
novations in news, women’s program- 
ming and other areas. Mrs. Dale’s 
Diary is still running 12 years after 
he introduced it. 

Inside BBC Tv ® Mr. Collins became 
controller of BBC television. Disillu- 
sionment set in quickly. In two years 
he was convinced BBC was not taking 
television seriously and in 1950 cut 
loose to start his long campaign to 
break the government monopoly. 

Nowadays they say British broad- 
casters are all but embarrassed by tv 
riches. (ATV, which supplies around 
half of the independent programming, 
made more than $15 million profit 
before taxes last year.) But there were 
precarious days in the beginning. Before 
the Independent Television Authority 
was created, Mr. Collins financed his 
barnstorming with book royalties. 

Before ATV stockholders began col- 
lecting dividends, investors were look- 
ing for enough capital to get on the 
air. Mr. Collins, one observer reported, 
sold his insurance policies to invest 
$7,000, an investment now worth more 
than $1.5 million. The pioneer group 
(Pye interests, bankers and others) se- 
cured a seven-day franchise from ITA, 
serving the Midlands weekdays and 
London weekends, and joined forces 
with Incorporated Television Pro- 
gramme Co., whose main shareholders 
were theatre and talent interests (Prince 





NorMAN COLLINS 


Assaulted the BBC monopoly 


Littler, chairman of ATV; Val Parnell, 
managing director Lew Grade, deputy 
managing director, and others). 

ATV signed on Sept. 22, 1955, in 
London but was delayed five months 
getting on the air in the Midlands. 
Overhead was high and revenue slow 
getting started. New capital came into 
ATV when the London Daily Mirror, 
an early supporter of independent tv, 
joined the enterprise. 

Ramification ™ The group recouped 
losses the second year, then began to 
“ramify,” an operation in which Mr. 
Collins has been active around the 
world. ATV subsidiaries now include, 
besides Independent Television Corp. 
in the U.S., film and broadcast opera- 
tions in Australia, organizations in 
Canada, the Bahamas, Jamaica, Trini- 
dad, British Guiana, Bermuda and 
East Africa. Domestic subsidiaries in- 
clude Pye Recording Co., the British 
Muzak franchise and pay tv systems. 

Mr. Collins is working now to inter- 
nationalize television programming to 
an extent that “it will be so confound- 
edly and complicatedly international 
that no legislator, no lawyer, no actor, 
no writer, no trade union official will 
ever be able to decide whether it is 
American, Canadian, British, Australian 
or what have you.” 

Two More Campaigns ® The sea- 
soned battler has new crusades under- 
way. Having broken one monopoly, 
he’s denouncing the new system and 
demanding fully competitive tv. Mr. 
Collins also is plumping for private 
radio. His group, Independent Broad- 
casting Services, was organized to- 
ward this end in 1957. Since then 
more than 20 others have formed. 
They look for an official inquiry soon. 

Although he has been out of the 
studios for some time, Mr. Collins still 
will take on an occasional assignment. 
He produced the Prime Minister’s tele- 
vision appearance on election eve last 
fall, taping the program for play on 
both the independent channel and BBC. 
Regular executive duties include chair- 
manship of two bodies functioning un- 
der the ITA, one an association of pro- 
gram contractor firms and the other 
a common news organization. 

Mr. and Mrs. Collins (she was Sara 
Martin) have a cottage at Bedford- 
shire, 50 minutes from London. Their 
children are Anthea, 24, who is married 
to an economist, Z. Zeman; Delia, 15, 
and Roderick, 12. Roderick and his 
father are birdwatchers. Mr. Collins 
also likes tennis. He is chairman of 
the English Stage Society, a director 
of Watergate Productions and of the 
London Philharmonic Society, among 
other interests. And when he’s writing, 
the author escapes to other worlds al- 
together. 
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EDITORIALS 








Newspapers please copy 


UR LESSON for today is addressed to the publishers 

of newspapers and magazines that have chortled over 

the new rules for sponsor identification imposed upon broad- 
casting by the FCC. 


A good many publishers have been amused to watch 
broadcasters squirm under the commission’s March 16 
“interpretation” of Section 317 of the Communications 
Act. We’re sorry to spoil their fun, but we feel obliged— 
in the public interest, of course—to point out that the U.S. 
Post Office could hang the same absurd “sponsor identifi- 
cation” rules on publishers if it wanted to. 


If the law requires broadcasters to announce the source 
and conditions of acquisition of every piece of free pro- 
gramming or free program assistance that they get, the 
law also requires newspapers and magazines, to label as an 
“advertisement” every piece of editorial material that is 
furnished free by an outside source. 

Before we examine the ridiculous effects this would have 
on newspapers and magazines, let us pause for a moment 
of legal history. 

Section 317 of the Communications Act reads: 

All matter broadcast by any radio station for which 
service, money or any other valuable consideration is di- 
rectly or indirectly paid, or promised to or charged or 
accepted by the station so broadcasting, from any person, 
shall, at the time the same is so broadcast, be announced 
as paid for or furnished, as the case may be, by such 
person. 

There is a striking, and by no means accidental, similarity 
between that law and another governing the marking of 
advertising content in publications using second-class mail. 
The legislative history of the Communications Act shows 
that Section 317 was lifted, with only the necessary editorial 
changes, from Section 234 of Title 39 of the U.S. Code, 
the postal law. Section 234 reads: 

All editorial or other reading matter published in any 
such newspaper, magazine or periodical for the publica- 
tion of which money or other valuable consideration is 
paid, accepted or promised shall be plainly marked “ad- 
vertisement.” Any editor or publisher printing editorial 
or other reading matter for which compensation is paid, 
accepted or promised without so marking the same, shall 
upon conviction in any court having jurisdiction be fined 
not less than $50 nor more than $500. 

If the FCC’s interpretation of Section 317 is correct, we 
figure that the publisher of the New York Times owes the 
government several thousand dollars in fines for violations 
of the postal law in yesterday’s editions. 

To apply the FCC’s interpretation to Section 234 of the 
postal law would mean that every story based in whole or 
part upon material or assistance furnished the paper would 
have to be labelled an ad. 

The book review section should be called “advertising” 
throughout because books were given to the reviewers by 
publishers hoping for a review. 

So with theatre and movie reviews and sports stories 
written by writers who were given passes. 

But these are obvious “violations.” 

Under an application of the FCC’s concept, a newspaper 
reporter writing about a missile shoot would be writing an 
ad, not a story, if the Army gave him a free ride to the 
scene. 

The television columnist’s interview with a star would 
have to be branded commercial, no matter how objectively 
he wrote, if the star’s press agent bought the columnist 
lunch. 

If the FCC’s interpretation had been the rule of the time, 





SS 


all the battlefront coverage of World War II would haye 
had to be labelled advertising. In the present thinking of 
the FCC, military transportation to the front would haye 
constituted “valuable consideration.” 

Though our principal affection is directed toward radio 
and television, we are in the publishing business ourselves 
and therefore vulnerable to any crackdown in the posta 
law. Perhaps immodestly we pride ourselves on the origin. 
ality of our reporting, and our auditor will testify feelingly 
to the bills we pay for our own editorial coverage. Yet there 
is hardly a page in this or any issue of BROADCASTING that 
could escape the advertising label if Section 234 were inter. 
preted by the Post Office as Section 317 is now interpreted 
by the FCC. 

For example, this page, under that interpretation, ought 
to be headed “Advertisement” instead of “Editorials.” Our 
quotation of Section 317 was taken from an FCC public 
notice that was sent to us free, and a lawyer for whom we 
may some day be able to do a service gave us, at no charge, 
a copy of the postal law. 


Public service for profit 


E HAVE said many times that broadcasters do far 

more public service programming than they ever get 
credit for. Now we would like to urge the obvious: that they 
promote it as well as do it. ; 

As reported elsewhere in this issue, a significant body 
of agency executives and buyers—participants in an NBC 
Spot Sales Timebuyer Opinion Panel Study—contends that 
stations are missing a good bet in their approach to public 
service programming. In short, they could sell it if they 
tried. 

The astonishing fact is that few stations, according to 
the panelists, have ever tried to capitalize on public service 
by keeping agencies informed about it. Seven out of ten 
participants in the survey said they’d be more inclined to 
recommend a public service program to clients if they had 
qualitative information to support the decision. Even if the 
program itself doesn’t sell, the panelists stand 2 to 1 in 
the belief that a station which has a good public service 
image is a better buy, generally, than one which hasnt. 

Smart broadcasters will take the tip. They'll take pains 
to deliver quality-grade local public service programs—for 
quality is essential—and they'll be equally alert to see that 
the word get around to the proper places. If they stand to 
gain in profits as well as prestige, how can they lose? 
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Sid HX 


Drawn for BROADCASTING by Sid Hix 
“Well, how’s my favorite ‘disc jockey’ today?” 
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0K KPRC..WHAT’S SO SPECIAL ABOUT YOUR TV? 


All sorts of things. Mainly, the friendly things that happen on the KPRC-TV screen. 


FRIENDLY? And then some! Everybody in the KPRC-TV family knows just how to make 
television fun for you. Unexpected little pleasures pop up all along the way. Real color 
at station breaks. Your own personal merchandising. Many other welcome touches. 


IS IT FAST? RESULTFUL? Well, KPRC-TV cruises at a little more than 18 hours every 
day. And every hour produces high-flying sales. Availabilities free, too. And 
local participation announcements custom-contoured. 


WHEN CAN | GO? Anytime. Make reservations now and—Whoosh! Go! On the | nd 
KPRC-TV Ch. 2. See your Edward Petry man (professionals plan better 
Sales trips) or contact KPRC-TV, Royal Houston, Texas Television. 


<< 
FAVORITE OF A HALF A MILLION HOMES IN HARRIS, REFUGIO, ARANSAS, MATAGORDA, GALVESTON, CHAMBERS, JEFFERSON, ORANGE, HARDIN, LIBERTY, FORT BEND, 
WHARTON, JACKSON, VICTORIA, GOLIAD, DE WITT, LAVACA, COLORADO, AUSTIN, WALLER, MONTGOMERY, SAN JACINTO, POLK, ANGELINA, TYLER, JASPER, SABINE, 
SAN AUGUSTINE, TRINITY, WALKER, GRIMES, WASHINGTON, FAYETTE, BASTROP, LEE, BURLESON, BRAZOS, MADISON, HOUSTON, NACOGDOCHES, MILAM, ROBERTSON, 
LEON, ANDERSON AND FREESTONE COUNTIES. 


# KLM, ROYAL DUTCH AIRLINE 



























f) 


Y 


49 Ways to get owe 
the Mountains and.. 
into the 
PresPero.s 
wellieys of th 
intermountai 


oes 


A 





ee 





west wwhe:,e 
Q@i/2 million 


i/2 billion 
dohtears 


Nitvork 








WITH 49 STATIONS LOCATE 
WHERE PEOPLE LIVE... . LISTEW 
... AND BUY... CAN REAC 
THIS TOTAL MARK 





J 





















UTAH KIFI. idaho Falls KQTE............0... Missoula COLORADO I ciel Salida 
KALL..........Salt Lake City | KLIX sind «WR carcasessnsccatel Bozeman ee Sterling 
KLO Ogden KBAR................... Burley WYOMING as cseneneanenenenenees ron i ciestintaced La Junta 

Se ee Pueblo 
a amen MONTANA KLUK................Evanston KYSN....Colorado Springs NEBRASKA 
KOAL Price " ee Rock Springs KCRT................. Trinidad KNEB...... Scottsbluff 
KSVC Richfield “OMY ; +seeeesEiings KOVE..0 lander KLMRo 0... Lamar NEVADA 
KVEL Vernal KATL --Miles ey WOE......0.0d Casper KGIW............... Alamosa 
| aera Moab KPRK Hingston KPOW............ Powell, KRUN............Canon City KORK..... Las Vegas 
~ KOPR — KWYO.............. Sheridan KYOU..................Greeley ee Elko 

IDAHO KXLJ ..Helena KOWB................Laramie KDGO................ Durango NEW MEXICO 
KGEM : Boise KXLO Lewistown KFBC................Cheyenne KEXO...... Grand Junction 
KWIK Pocatello KMON ‘Great Falls = KRAL.......o ooo. Rawlins = KCOL..............Ft. Collins KENN.... Farmington 


ome, 












APRIL 25, 1960 THIRTY-FIVE CENTS 


BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 





IN THES ISSUE: - ‘ COMPLETE INDEX PAGE 7 














TEXAS TRIANGLE 


VA 























“you 


Ort <: 
C0) a 








“YOU ASKED FOR IT" IS FIRST IN ITS TIME PERIOD (Sunday 6 pm) AND THE-HIGHEST 
RATED SYNDICATED PROGRAM IN PORTLAND, OREGON. 


“YAFI” IS GETTING WHOPPING BIG RATINGS ALL OVER THE COUNTRY...SAN FRANCISCO 


has it first with a 19.4**(Thursday 7 pm). In 7 station LOS ANGELES, “YAFI" topped a major net- 
work and all independents with an 8.6* (Thursday: 7 pm). And in CHICAGO, “YAFI” is stripped 


Mon. thru Fri. at 4pm and posts a 6.4***. “YAFI" can be first in your market by writing or calling... 


BING CROSBY, Chairman 
915 N. LA BREA, HOLLYWOOD. OLdfield 6-6050 
& Offices in Atlanta + Dallas + Chicago - 
INTERNATIONAL, INC. 


KENYON BROWN, President 4 


- 230 PARK AVE., NEW YORK MuUrray Hill 9-65% 
Minneapolis + Distribution outside U. S., VIDEO-T 






*ARB, Jan.- Feb. ‘60 **Nielsen, Dec. ‘59 ***Nielsen, Feb. 








to Houston 


... is the growth that has been experienced over the last dozen 
years which makes it the most remarkable metropolitan area in 
America. Billions in building and population surge well past the 
two million mark attest to the past and present vitality — the 
future economic opportunity. 
Vital to Houston too is KTRK-TV, keeping pace with this 
growth as it offers ever-increasing quality of television service. 


KTRK-TV The Chronicle Station 
P. 0. Box 
YORK 36 


12, HOUSTON 1, TEXAS-ABC BASIC + HOUSTON CONSOLIDATED TELEVISION CO. + NATIONAL REPRESENTATIVES: GEO. P. HOLLINGBERY CO., 500 FIFTH AVENUE, NEW 
» N.Y, ¢ GENERAL MANAGER, WILLARD E. WALPRIDGE; COMMERCIAL MANAGER, BILL BENNETT 











WGeSAT-To 


the on-the-go market 





celta ae 





$684.903,000 auiomonve ears 


including filling stations, automotive supplies 

The people in this prosperous multi-city TV mar- 
ket are on the go, live better, spend better. This 
is truly a model-sales market. And, there’s a 
dramatic reason for this: WGAL-TV delivers an 
audience which is greater than the combined audi- 


ence of all other stations in its coverage area. 
(See ARB or Nielsen surveys.) 


y WGAL-TV 
Channel & 


Lancaster, Pa. 
NBC and CBS 








STEINMAN STATION 
Clair McCollough, Pres. 





316,000 WATTS 


Represertative: The MEEKER Company, inc. New York 


« Chicago + Los Angeles + San Francisco 
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Network regulation ® Licensing of 
networks, as proposed in pending legis- 
lation, is opposed by FCC but agency 
feels there should be closer scrutiny of 
network-affiliate relationships, particu- 
larly as to program clearance responsi- 
bilities. This is nub of policy decided 
in principle by commission last week 
and congressional committees will be 
so informed in required comments on 
HR 5042 and HR 11340. FCC looks 
askance upon direct network licensing. 
Question: Would syndicators, notably 
in tv film field, be construed as networks 
and thus subject to FCC jurisdiction? 


Interwoven in FCC’s consideration 
of network policy is responsibility of 
stations for their programming which 
cannot be delegated to _ originating 
source, such as occurs in network dis- 
tribution. If networks were licensed, 
presumably they would assume directly 
such responsibility without taking into 
account local programming require- 
ments, best known to local manage- 
ment. Under network monopoly rules, 
FCC assumes no direct jurisdiction over 
networks but gets at them through their 
owned-and-operated stations. New ap- 
proach probably would entail filing of 
vastly expanded data with commission 
on programming clearances. 


CBS schedule ® Late last week, CBS- 
TV resolved most of doubtful periods 
for next season’s nighttime schedule 
which now appears quite firm (BRoaApD- 
CASTING, April 18). Key programs in- 
volved in latest shift: Danger Man 
(Lever and Brown & Williamson likely 
sponsors) takes over Friday, 9:30-10 
when Westinghouse vacates after elec- 
tion day (Westinghouse will sponsor 
nine-week political coverage series). 60/ 
Park Ave. remains Thursday, 7:30-8:30 
and Checkmate, which had been con- 
sidered there, now penciled for Satur- 
day, 8:30-9:30. Checkmate knocks out 
Wanted, Dead or Alive that now moves 
to same time period. on Wednesday. 
Three shows formerly in doubt as to 
positioning are firmly slated as follows: 
Twilight Zone for Friday, 10-10:30, 
Ann Sothern Thursday, 9:30-10 and 
Dr. Kildare set for next half-hour. 


International switch ® It’s far from a 
deal at this stage, but there’s outside 
chance NBC may turn up with one or 
more foreign advertisers to sponsor both 
television and radio coverage of political 
Conventions and_ elections — which 
American advertisers so far have 
spurned. U.S. firm specializing in pub- 
lic relations-advertising consultation for 





foreign manufacturers has asked NBC 
if it would accept foreign sponsorship 
of American political events. Two com- 
panies were mentioned, one European 
and one Japanese (presumably Datsun 
autos). Network has approved principle, 
now awaits more details (see “Informa- 
tion Shows Go Begging,” page 31). 


Influence rules ® Controversial matter 
of ex parte contracts in FCC rulemaking 
will be one of subjects of special FCC 
meeting today (Monday). Before com- 
missioners will be proposal to provide 
system of rulemaking in two categories: 
(1) general subjects where ofi-the-record 
presentations will be permitted and wel- 
comed and (2) limited rulemaking, with 
consideration to be confined to matters 
on official record and ex parte presen- 
tations prohibited. Latter system would 
not exclude staffers from making pres- 
entations to commission and would be 
designated in those cases where it ap- 
pears interests of individual parties 
would be affected. At time of rule- 
making notice, procedure to be followed 
would also be announced. 


Live drama ® Latest Neilsen top 10 tv 
ratings (out today, April 25) contain 
at least one sleeper. Playhouse 90 made 
list April 3 for first time since show 
went on floating schedule in February. 
April 3 play, “Alas, Babylon,” based 
on Pat Frank’s nuclear war novel, 
topped Ed Sullivan’s average audience 
for prior week in same Sunday time 
beginning at 8 p.m. Playhouse 90 
marked up 29.6 average audience 
rating against Sullivan’s 26.3 week be- 
fore. Total audience rating for 90-min- 
ute war story was 39.7, third on list. 


Windfall at ABC-TV ® Pharmaceutical 
Inc’s. $15-16 million network tv budget 
next fall will go to ABC-TV. This is 
what advertiser has set via Parkson 
Adv., its agency: alternate hour of 
Lawrence Welk Show (advertiser will 
alternate with Dodge), alternate thirds 
of Islanders and Adventures in Para- 
dise, both hour-long, “undefined com- 
mitment” for Sunday afternoon in 
which Amateur Hour may be placed. 
In addition there'll be daytime shows. 


Expansion minded = Edgar B. Stern 
Jr., president and principal owner of 
WDSU-AM-FM-TV New Orleans and 
WAFB-TV Baton Rouge, is embarking 
upon expansion, looking toward acqui- 
sition of full quota of five vhf tv sta- 
tions (plus radio properties where 
available) with eventual public stock 
issue. Negotiations currently are in 


CLOSED CIRCUIT: 





progress for merger of WDSU Broad- 
casting Corp. with other established tv- 
radio operations. 


Mr. Stern, whose interests include 
holdings (and directorship) in Sears, 
Roebuck & Co., owns 67% of WDSU 
Corp., which in turn owns 68.7% of 
WAFB-TV, now operating uhf but 
which seeks vhf facility. Robert D. 
Swezey, former executive vice president 
and general manager of WDSU, owns 
20% of that corporation; A. Louis 
Read, general manager, 10%, and 
Lester E. Kabacoff, controller, 3%. 


War against CATV ® Harry C. Butch- 
er, president of KIVA-TV Yuma, Ariz., 
this week sets up headquarters in Wash- 
ington to press for legislation pending 
in both Senate and House designed to 
protect interests of existing small-mar- 
ket tv stations against incursions of 
community antenna systems. Hollis Sea- 
vey, former director of Clear Channel 
Broadcasting Service and _ recently 
identified with Regional Stations group, 
is Capt. Butcher’s chief of staff. 


Hill debut ® AB-PT President Leonard 
H. Goldenson will make his first ap- 
pearance before House Legislative 
Oversight Committee this week in con- 
nection with payoia inquiry involving 
ABC-TV’s star deejay Dick Clark. Mr. 
Goldenson is tentatively scheduled to 
testify on Friday, April 29. 


Regular schedule ® In departure from 
its use of tv specials in recent years, 
Westclox Div., General Time Corp., is 
understood to have signed for alternate 
sponsorship of regular series—Tab 
Hunter Show—next season on NBC- 
TV (Sun., 8:30-9 p.m.). Lorillard has 
already signed for other half. Agency 
for Westclox: BBDO, Chicago. 


Bicks tapped ® Any day now President 
Eisenhower is expected to nominate 32- 
year-old Robert A. Bicks as assistant 
attorney general in charge of Antitrust 
Division. Recommendation already has 
been made by Attorney General Wil- 
liam P. Rogers. Mr. Bicks, who has 
been particularly active in radio-tv 
area since he became acting assistant 
attorney general last May, will be- 
come youngest attorney ever to hold 
top trust-buster slot. 


Anahist ups spot ® Anahist, which 
starts big advertising push in fall, has 
already determined it will be back even 
stronger in spot tv this year. Warner- 
Lambert product spent $3.8 million in 
1959 spot. Ted Bates is agency. 
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WHIO-TV King Size Tower for 
a King Size Market! 


WHIO-TV Original Tower—523 feet 






Present WHIO-TV King-Size § 
Covering 41 counties of 3 states— J 
2,881,420 people } 


So triangular, so thin, so highly stacked! 


In television towers, it’s height that counts. And with 
men who know their TV towers best, it’s WHIO-TV. Try the 
King-Size Tower Test soon. Longer length protects your Advertising 
dollar—travels your television message farther. Longer length helps filter 
out irritating interference, too. And it covers Ohio’s third, the U.S. 33rd greatest 

market! Ask George P. Hollingbery representatives to tell you more about WHIO-TV. 





Associated with 
Dayton 
Ohio 


= 
WSB, WSB-TV, Atlanta, Georgia and 
WSOC, WSOC-TV, Charlotte, North Carolina Channel 
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WEEK IN BRIEF 


Sundry breeds of television haters ® There are lots of 
people who honestly hate television. And those who 
claim they do but don’t. And those who claim to love 
tv but secretly loathe it. Those who get paid for hating 
tv. And those who don’t give the slightest tiny freep 
one way or the other. Mark Lawrence, vice president 
and director of radio-tv, MacManus, John & Adams, 
New York, sorts them ali out in this week’s MONDAY 
Memo. But he feels adventuresome people who really 
care will gravitate to the business and keep it all worthwhile despite the 
haters. Page 26. 





Mr. LAWRENCE 


A network peradox ® It’s a tough sell for big-budget information pro- 
grams while advertisers stand in line to buy into entertainment shows. 
Page 31. 


Editors have troubles, too # American Society of Newspaper Editors 
finds obstacles confronting access to public news events and hears news- 
papers criticized for their failure to give the public enlightened news 
coverage. A BROADCASTING poll shows editors overwhelmingly opposed 
to more laws or regulations as solutions to broadcasting industry’s prob- 
lems. Page 48. 


Time sales rising ® Both radio and tv expect 1960 total radio revenues 
to pass 1959 figures with plenty to spare according to survey directed 
by Charles H. Tower, NAB economics manager. Page 50. 


Radio-tv take off in aircraft ® Business 
flying is becoming much more prevalent 
among today’s broadcasters: 157 stations 
fly 138 planes and 34 helicopers; 50 of 
these stations own their own aircraft. In an 
exclusive first-of-its-kind survey, BRoapb- 
CASTING learned just how much flying ra- 
dio-tv stations are doing these days, what 
they are using their aircraft for, how much it costs and what the operat- 
ing problems are. The results show how aircraft have become today’s new 
technical tool to save executive travel time, win prestige and new business 
and move station engineers, personalities and newsmen from here to there 
quickly. This SpEciAL REportT begins on Page 52. 





CBS meets with stockholders ® A management report on CBS’ state 
of affairs gets through to stockholders at annual meeting despite harrass- 
ment from a few. Page 77. 


Another owner for Mutual ® Radio network gets its sixth owner in 
three years as Minnesota Mining & Mfg. Co. relieves McCarthy-Fergu- 
son group. Page 81. 


Peabody awards ® CBS picks up 6, NBC receives 3 and ABC wins 1. 
Dr. Stanton is cited for his efforts on Sec. 315 amendment. Page 88. 


RCA’s color set report ® Glowing—the greatest quarterly upturn in 
the six-year history of color tv set sales reported by RCA, which an- 
nounces plans to double color tv production capacity. Page 93. 
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C. E. Hooper — Jan., Feb., March, 1960 


with 5000 WATTS 


leads Station Bin 
power by 20-1 


all of which ‘makes WILS 
the very best buy to serve and 
sell the Lansing markets’ 313,- 
000 residents > 


represented by Venard, Rintoul & McConnell 
‘ 
WILS is 
associated with W 8 L > T Vv 
NBC - CHANNEL 10 


ptudios in LANSING 
JACKSON BATTLE CREEK 


and WPON — Pontiac 


UMMER, 196 


Southern New England becomes home base for thousands of vacationers from every 


corner of the country from June.to September. These recreation seekers swell 
WPRO-TV’s audience like a high tide. 





Summer programming features the live and lively, with Red Sox baseball, the 
Olympic Games, the national nominating conventions, and live telecasts of the 
prize-winning plays in WPRO-TV’s playwriting contest. There'll be two hours of live 
fare every day for the small fry, and a great schedule of first run movies, day and night. 


Combine such potent programming with powerful and undiminished promotion, 
and your pay-off point is Channel 12. 


You'll find your prospects buying on Cape Cod, Martha’s Vineyard, Watch Hill, New- 


port or the Narragansett Bay area. You can be sure their TV sets are locked on 12, 
The Channel of the Choice. 


Call Gene Wilkin at PLantations 1-9776 or your Blair TV man, and make WPRO-TV 
the pay-off point for your sales. 


WPR* 


ma eh Alol-lalet-m Channel | 


Represented nationally by Blair-TV 


CAPITAL CITIES BROADCASTING rote} -1_m 
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LATE NEWSBREAKS ON THIS PAGE AND NEXT + DETAILED COVERAGE OF THE WEEK BEGINS ON PAGE 31 


PROGRAMS BIGGER OFFENDERS 


Tv commercials fare better, 4A panel finds 


Programs are much bigger offenders 
than commercials in opinion of people 
who find “objectional” material on tele- 
vision. That survey finding was reported 
to American Assn. of Advertising Agen- 
cies convention Friday (story page 36) 
in filmed panel program produced by 
CBS-TV. 

Panelist Paul I. Lyness of Gallup & 
Robinson, research firm, said 42% of 
viewers contacted in survey “could 
actually recall” objectionable material— 
and that only about 5% of criticisms 
were directed against commercials. 
Without going into details, Dr. Lyness 
said “the bedroom and the bathroom 
are causing most of the difficulty.” He 
thought it significant that “4 in 10 view- 


ers are conscious of bad taste .. . on 
television.” 
Researcher Elmo Roper, another 


panelist, thought it likely that people 
are less impressed by bad print ads be- 
cause they don’t see them. “Everybody 
doesn’t go through the newspaper look- 
ing for every ad,” he said, “but every- 
one who is going to watch television for 
an hour or two hours, or whatever, does 


see those ads.” For this reason he 
thought television’s standards of. ac- 
ceptability must be higher than print 
media’s. 

Mr. Roper also cited survey results 
to support contention “that restrained 
advertising” may be more effective than 
“exaggerated claims.” He said “we have 
research to show that the very restrained 
commercials of Standard Oil Co. on one 
of the television shows is producing a 
very markedly good effect.” 

Dr. Lyness felt that “the average 
commercial” does not create “a great 
deal of disfavor” as compared to favor- 
able reactions it produces. About 3% 
are unfavorable, 26% favorable, he an- 
nounced. 

Panel agreed that people are quick to 
spot phony or exaggerated ads. Film 
was introduced by James T. Aubrey Jr., 
CBS-TV network president, and moder- 
ated by Richard D. Heffner, director of 
special services for CBS-TV information 
service. Other panelists were William A. 
Lydgate of Earl Newsom & Co., public 
relations, and Pierre Martineau, Chi- 
cago Tribune. 





CBS plans to broaden 


its on-air editorials 


CBS will broadcast regularly sched- 
uled editorials on its radio and tv net- 
works later this year, President Frank 
E. Stanton of CBS Inc. revealed April 
22 at Washington convention of Ameri- 
can Society of Newspaper Editors (early 
story page 48). 

Dr. Stanton, in answer to query fol- 
lowing his prepared luncheon address, 
said network has carried 38 editorials 
this year on its 12 o&o stations and has 
found “mostly good” reaction though 
he is not yet satisfied with series. “It's 
a new field and we’re acting slowly.” 

In past CBS has broadcast occasional 
network editorials but they have been 
few in number. As to current o&o edi- 
torials, he said, “some have been on the 
soft side, but we’re coming along.” 

Dr. Stanton said in answer to an- 
other query that network is “moving in 
the direction of the magazine advertis- 
ing concept.” For many years, he ex- 
plained, sponsors have had no control 
whatever over news and public affairs 
program though they may have had in- 


fluence on entertainment side. 

‘Gradual Shift? ™ He said there is “a 
gradual shift” to magazine concept, in 
which advertisers buy intervals between 
program segments. “I had a chance to 
watch this formula on the ITA system 
in England,” he said. “Some of you 
might be interested to hear they had as 
many as 15 commercials back-to-back 
at 9 p.m., if you think they’re bad in 
this country.” 

Many stations apply magazine con- 
cept to feature films, he said, with ad- 
vertisers buying exposure in time 
breaks. He predicted there will be more 
of this type of operation as years go by. 

Replying to query by John S. Knight, 
head of Knight newspaper-broadcast in- 
terests, Dr. Stanton said network could 
make available to ASNE members 
transcripts of upcoming newspaper 
critique series in which network will do 
programs dealing with newspapers simi- 
lar to newspaper critiques on art, thea- 
tre, television and other topics. 

“There’s a feeling we’re trying to get 
even with newspaper in this series,” he 
said. ‘““Nothing of the kind. We will do 
a constructive job and currently are dry- 


running the program.” CBS did a simi- 
lar series on radio years ago, he said. 
Newspaper series, moving around seven 
cities in which network has o&o sta- 
tions, will start in New York. 


Boston ch. 5 case 
reargued at FCC 


Two luncheon meetings between for- 
mer FCC Chairman George C. Mc- 
Connaughey and Robert Choate, presi- 
dent of ch. 5 WHDH-TV Boston, 
played prominent role in Friday (April 
22) oral argument before FCC on sup- 
plemental initial decision upholding ch. 
5 grant. 

Arguing for Justice Dept., Dan Old- 
baum attacked Hearing Examiner Hor- 
ace Stern’s finding that Mr. Choate’s 
meetings, at his instigation, with Mr. 
McConnaughey were irrelevant (BROAD- 
CASTING, Sept. 28, 1959). Mr. Oldbaum 
said two principals were total strangers 
prior to ex parte meetings while WHDH 
was ch. 5 applicant and that they were 
“deliberately planned” by applicant. 
Justice attorney also hit as improper 
memorandum Mr. Choate attempted to 
give Mr. McConnaughey on then-pend- 
ing legislation in Congress regarding 
newspaper ownership (WHDH-TV is 
owned by Boston Herald-Traveler) of 
broadcast stations. 

He argued that commission “must re- 
verse the examiner” and set aside grant 
to Herald-Traveler. Mr. Oldbaum also 
hit as improper ex parte presentations 
made by Forrester Clark, president of 
losing applicant Massachusetts Bay Tele- 
casters. 

Defense View ® William Dempsey, 
counsel for WHDH-TV, countered that 
it is “just not true” that Mr. Choate’s 
only interest in seeing Mr. McCon- 
naughey was to discuss pending ch. 5 
contest. On newspaper memorandum, 
Mr. Dempsey said purpose was to cite 
legislative history behind newspaper 
ownership of tv stations. 

Speaking for commission general 
counsel, Associate General Counsel Ed 
Holtz noted that his office had taken 
position in proposed findings that both 
WHDH and Massachusetts Bay should 
be disqualified as well as Chairman 
McConnaughey’s vote. Judge Stern, he 
said, explained away conflicts in testi- 
mony as unimportant and due to vague- 
ness of memory. But, he said, FCC 
could end matter by setting aside grant 
and taking entirely new vote. 

Mr. Dempsey said Holtz views were 
not proper subject for oral argument. 
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He said FCC general counsel did not 
file exceptions to initial decision, but 
then urged FCC to “take cowardly 
position” and set aside grant. 

Other Views ® J. Joseph Maloney, 
counsel for third applicant, Greater 
Boston Tv Corp., stressed proposed find- 
ings of FCC and Justice that Mr. 
Choate’s activities were improper. He 
maintained that WHDH, and Massa- 
chusetts Bay both should be disquali- 
fied. 

Speaking for Massachusetts Bay, 
Lawrence Sullivan said that FCC can 
draw no conclusion except to disqualify 
WHODH because of Mr. Choate’s activi- 
ties, as well as vote for Herald-Traveler 
by Chairman McConnaughey. 


More ABC-TV sports 


ABC-TV reported Friday (April 22) 
it has obtained option until May 15 to 
purchase rights to 17 games next fall 
of newly-organized American profes- 
sional football league for $125,000 per 
contest. Spokesman said that if network 
obtains at least 60% sponsorship 
by May 15, it will exercise option. 
Negotiations on behalf of new profes- 
sional football group were handled by 
Music Corp. of America. 


Electronic vtr editor 


All-electronic editing machine for 
video tape, developed by subsidiary 
Paramount Television Productions at its 
KTLA (TV) Los Angeles, announced by 
Paul Raibourn, vice president of parent 
Paramount Pictures Corp. Dubbed 
“TVola,” complex unit incorporates 


four Hughes tv memory tubes with 200- 
transistor timing circuit to permit frame- 
by-frame editing. With price to depend 
upon installation, TVola will be mar- 
keted in about six months by Auto- 
metric Corp., another Paramount sub- 
sidiary. Other electronic vtr editors were 
announced during NAB convention 
(BROADCASTING, April 11). 


Clark request denied 


Request by ABC-TV disc jockey 
Dick Clark that he be lead-off witness 
tomorrow (Tuesday) when House Legis- 
lative Oversight Subcommittee resumes 
payola hearing, with emphasis on Mr. 
Clark’s activities, was turned down Fri- 
day (April 22) by subcommittee which 
decided that Mr. Clark would be called 
either second or third day. Subcommit- 
tee spokesman said group wanted to 
“build its case” with other witnesses 
first. Names of some 25-30 witnesses, 
most of whom have been subpoenaed, 
have not been released by subcommit- 
tee, headed by Rep. Oren Harris (D- 
Ark.). 


Graphic tv plans 


Graphic Pictures Inc., in move to re- 
vive Chicago as major tv production 
center, has bought $300,000 of RCA 
tv camera and vtr equipment for new 
studios in Chicago Daily News Bldg. 
Production of syndicated programs, 
duplicating facilities and other equip- 
ment brings investment to $500,000, ac- 
cording to Robert Estes, Graphic presi- 
dent. 
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@ Business briefly 


Phillips drive ® Phillips Petroleum Co,, 
Bartlesville, Okla., has set spot tv-radio 
push starting May 2 for new gasoline 
and motor oil (products respectively 
named Flite-Fuel and  Trop-Artic), 
Campaign, which also involves nevws- 
papers and billboards, represents in- 
crease over former drives. News and 
weather reports will be sponsored in 
75 tv markets and other tv spots in 
45 additional markets. Radio spots also 
are in works. Phillips’ territory now 
cover 36 states. Lambert & Feasley, 
N.Y., is agency. 


Local tie-in push ® Fibers Div., Amer- 
ican Cyanamid Corp., N.Y., will enter 
nine markets in May and June for in- 
dividual week-long tv spot drives which 
will tie in with local stores for promo- 
tion of Creslan men’s wear. Some 9-15 
spots, both daytime and night minutes 
and ID’s, to be purchased according to 
size of market. Agency: Ben Sackheim 
Inc., N.Y. 


20 minutes ™® American Tobacco, 
through BBDO, N.Y., has signed for 
weekly thirds of NBC-TV’s Bonanza 
next fall (Sat., 7:30-8:30 p.m.). Prod- 
uct not yet designated. 


Shoo-fly radio ® Union Carbide Chem- 
icals Co. (insect repellent), N.Y., is 
launching 13-week campaign on ABC 
Radio shortly, sponsoring two _five- 
minute segments per week. Agency: 
J.M. Mathes Inc., N.Y. 


WEEK’S HEADLINERS cee 





Lee Rich, vp in charge of media and 
member of board, Benton & Bowles, ap- 
pointed to newly-created post of vp in 
charge of media and programming. Oliver 
Barbour continues as vp in charge of tv 
and radio programming and Grant Tinker 
as vp and director of programming. In 


vp in 1955 and director of media in 1957 and was elected 
to board in April of last year. 


Thad H. Brown Jr., NAB tv vp, resigns 
effective with NAB’s June board meeting 








e announcing Mr. Rich’s appointment today 

(April 25), B&B President Robert E. Lusk 
Mr. RICH noted pressure of tv demands “centraliza- 
tion of authority to negotiate, to decide and to commit the 
agency for both programs and time periods with package 
producers and network principals.” Mr. Rich, with B&B 
since 1952, started his advertising career before World War 
II as Lord & Thomas timebuyer; after four years’ service in 
Navy joined American Assn. of Advertising Agencies as 
staff executive; later became media director, Albert Frank- 
Guenther Law, was for three years media director, William 
H. Weintraub Agency (now Norman, Craig & Kummel). He 
joined Benton & Bowles as associate media director, named 








and will return to private law practice 
(CLosep Circuit, April 18). In an 
nouncing Mr. Brown’s decision, Clair R. 
McCollough (Steinman Stations) chait- 
man of NAB policy committee, said his 
committee accepted Mr. Brown’s resigna- 
tion with regret. Successor will be named 
Mr. BRown shortly. Mr. Brown, who graduated from 
Harvard Law School, is son of late Thad Brown, Ohio 
Republican who served as member of Federal Radio Com- 
mission. He joined law office of Roberts & MclInnis in 
1946. Firm was counsel for Television Broadcasters Assn., 
which was merged into NAB in 1951. He assumed NAB 
tv vice presidency in mid-1951. 
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For the first time in the 16-year history of the American Public Relations Association’s Silver Anvil 


Awards, a broadcaster has been honored for accomplishments in the “Civic Enterprises” category. 
». B The Award was made to the WEBG Stations for their “Jobs for Joes” campaign which raised a 
ar fund for further industrial expansion of Blair County. This successful campaign is but 


ed by the WFBG Stations. Just one of many reasons 


ne million-doll 
). one of many community services spearhead 
ms why residents of the Altoona-Johnstown area accept the WFBG Stations as good neighbors and so 


mF readily welcome them into their homes. 
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© Copyright APRA 
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ined : WFEBG-AM -T 
Com ALTOONA—JOHNSTOWN, PA. 
ABC « DAREN F. McGAVREN CO. « BLAIR-TV 


Operated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa. 


ES 
UN WFIL-AM e FM e« TV, Philadelphia, Pa. / WNBF-AM « FM « TV, Binghamton, N. Y. / WILYH-TYV, Lebanon-Lancaster, Pa. 


5, 1960 WEBG-AM e TV, Altoona-Johnstown, Pa. / WNHC-AM ¢ FM e TV, Hartford-New Haven, Conn. / KFRE-AM « TV ¢ KRFM, Fresno, Cal. 


Triangle National Sales Office, 485 Lexington Avenue, 
Los Angeles 5 / 6404 Sharon Rd., Baltimore 12 


New York 17, New York 





Regional Offices: 3440 Wilshire Blivd., 
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Jack Brickhouse and Vince 
Lloyd, ace sportscasters, add 
colorful word pictures to the 
exclusive color telecasts of 
Chicago Cubs and White Sox 
home games over WGN-TV. 
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The world’s 


most colorful - 
station! 


This season marks WGN-TV’s 13th year of telecasting base- 
ball in Chicago—and the only television station in the 
nation covering two home teams. 


Beginning with the season’s opening home baseball game, 
WGN-TV is telecasting every daytime home game of both 
the Chicago Cubs and White Sox (120 in all) in Color... 
becoming the World’s Most Colorful Station! 





Cubs and Sox home games sponsored by Theo. 
Hamm’s Brewing Co. and Oklahoma Oil Co. 


WGN-TV esicscc 
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symbol of responsibility in broadcasting ( y ) 






















65,429 entries in WSB Radio birthday car contest! 


How far will a 1960 Renault Dauphine go on a gallon = 
of gas? As a fun-feature of WSB Radio’s 38th Birthday 


ce 
of 
celebration in March, listeners were invited to send in vy & A 


their guess — nearest accurate to get the Renault! Con- 4 
. rac 3% . : on 2 = 
test was in cooperation with Joy Motor Company, At Radio - 
lanta; test run supervised by the Georgia Motor Club, a 
AAA affiliate. ; 
, 7 i h / Atlant | 
The 3-week radio promotion produced a record pull Fe SO i a es Se 


of over 65,000 entries. This performance leads to the oy 


natural observation: How far can you go on radio? Far, 
friend, far! . . . when you’re on WSB Radio in Atlanta! 


Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Represented by Petry. Associated with WSOC/WSOC-TV, Charlotte; WHIO /WHIO-TV, Dayton. 
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A CALENDAR OF MEETINGS AND EVENTS 
IN BROADCASTING AND RELATED FIELDS 
(*Indicates first or revised listing) 


APRIL 


*April 25 —Overseas Press Club, Forum luncheon, 
35 E. 39th St., New York, Rep. Oren Harris, 
speaker. 

April 25—National Sales Executives-International 
New York Field Management Institute, Barbizon- 
Plaza Hotel, New York. 


April 25-28—American Newspaper Publishers 
Assn. annual convention. Several topics related to 
radio and tv are on the propesed agenda. Waldorf- 
Astoria Hotel, New Yerk. 


April 25-27—Sales Promotion Executives Assn. 
annual conference, Hotel Astor, New York. Key 
speaker: John Caldwell, executive editor, Sales 
Management. 

*April 27—Advertising Managers Organization, 
dinner meeting on “Creating Radio Commercials,” 
6:30 p.m. at Gay Nineties Saloon, Beverly Hills, 
Calif. Dal Williams of Spotmakers and Mort Stein 
of Music Makers will speak. 

April 27—Radio & Television Executives Society 
roundtable on “How to Report a Political Con- 
vention” with J. Gilbert Baird, sales promotion 
manager. Westinghouse Electric’s major appliances 
division, and Paul Levitan, CBS News’ director of 
special events. Luncheon, 12:30 p.m., Palm Ter- 
race, Hotel Roosevelt, New York. 

April 28—Southern California Broadcasters Assn. 
Luncheon meeting with program to be presented 
by Hildred Sanders, vice president, Honig-Cooper 
& Harrington, L.A. Hollywood Knickerbocker. 
Apri! 28-29—Ohio. Broadcasters Assn. annual 
meeting. Pick-Ohio Hotel, Youngstown. 

April 28-30—Adv. Federation of America fifth 
district convention, Pick-Fort Hayes Hotel, Colum- 
bus, Ohio. Among speakers: Dallas Townsend, 
CBS News; Edward McNeilly, account executive, 
Doyle Dane Bernbach; George Head, advertising 
and sales promotion manager, National Cash Reg- 
ister Co.; Frank Lovejoy, Socony-Mobil, and Harry 
Bowzer, Dairy-Pak Butler. Preceding convention 
(April 28) will be reception and buffet. Winners 
of AFA fifth district advertising contest will be 
announced at Friday (April 29) luncheon, with 
presentation of district's Ad Man of Year at 
evening banquet. Advance registrations being ac- 
cepted by Columbus Adv. Club of area Chamber 
of Commerce, 30 E. Broad St. 

April 28-30—Alabama Broadcasters Assn. annual 
convention. Miramar East Hotel, Ft. Walton 
Beach, Fla. 

April 29-30—Professional Advertising Club of 
Topeka, New Adventures in Advertising workshop 
and clinic. Special copy clinic. Washburn U., 
Topeka, Kan. 

*April 29—Oral argument before FCC en banc 
on Beaumont ch. 6 case involving competitive ap- 
plications by KFDM and KRIC that city. Court 
remanded case last year for further hearings. 
KFDM holds original grant for that channel. 
April 29—Better Business Bureau of Los An- 
geles 30th anniversary luncheon. Earl W. Kintner, 
FTC chairman, will speak on “The Unsoiled Sell.” 
Biltmore Bowl. 

April 30—Radio Television News Directors Assn. 
Spring board of directors meeting. Sheraton Rus- 
Sell Hotel, New York. 


April 30—UPI Broadcasters Assn. of Connecti- 
BROADCASTING, April 25, 1960 
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Small budget or big one... FRESH AIR gives you more for your money. More 
impact, more coverage with each broadcast second! This distinctive, new KBIG 
programming adds greater prominence to your sales message... gets the 
attention and respect of a convincible, higher-income audience in 234 Southerr 
California markets. Yet, you can buy 17 “minutes” of FRESH AIR for less 

than the average cost of 10 on the other big-signal regional stations. 

Your KBIG or Weed Rep has proof! 


combination buy with KBIG—at a special combination rate. 


KBIG..... Catalina...740kc/10,000 watts 


JOHN POOLE BROADCASTING COMPANY, INC., 
6540 Sunset Bivd., Los Angeles 28, Calif. * HOllywood 3-3205 


National Representative: Weed Radio Corporation 


| 
Different programming, different audience...KBIQ (FM) is a valuable 
| 
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IN SAN ANTONIO 


THAN TO ANY 
OTHER STATION 


* as computed by PULSE 


and by HOOPER! 
Represented by 


KATZ AGENCY 


(DATEBOOK) 


cut convention. Studies of WTIC-AM-TV Hartford. 
April 30—Georgia AP Broadcasters Assn. 
clinic. Atlanta. 

April 30— Wyoming AP Broadcasters annual 
meeting. Gladstone Hotel, Casper. 
April 30-May 1—United Press International 
Broadcasters Assn. of Texas annual convention. 
UPI’s national radio-tv editor of Chicago will be 
featured speaker. Special program from Air De- 
meee Command, Colorado Springs. Baker Hotel, 
Dallas. 


news 


MAY 


May 1-30—National Radio Month observance. 
May 1-7—Society of Motion Picture and Tele- 
vision Engineers semiannual convention. “New 
Techniques for Films, Tv and Video Tape.” Am- 
bassador Hotel, Los Angeles. 

May 1-7—U. of Missouri School of Journalism, 
Columbia, Mo., annual journalism week. David 
Brinkley and Chet Huntley, NBC-TV commentators, 
will be among the speakers. Broadcasters Day is 
May 4. Mr. Brinkley will address group that day; 
Mr. Huntley will speak at banquet, May 6 at 
7 p.m. 

May 2—Deadline for comments on FCC’s March 
16 notice of sponsorship identication applying to 
free records, junkets, furnishing of program mate- 
rial, etc. Comments are required to include sup- 
porting briefs and memoranda of law. 

May 2—Comments due on proposed FCC rule- 
making to shift Fresno, Calif, to all-uhf market. 
May 2—Reply comments due on FCC rulemaking 
to duplicate 23 clear channels with additional 
nighttime service. 

May 2-4—Assn. of Canadian Advertisers conven- 
tion, Royal York Hotel, Toronto, Ontario. 


May 3—Conelrad drill scheduled by FCC for 
all radio and tv stations in all states except 
Hawaii and Alaska. Duration: one half-hour at 
time corresponding to 1 p.m. EST 

May 3—Television Bureau of Advertising sales 
clinic. King Cotton Hotel, Greensboro, N.C. For 
list of subsequent sales clinics and their locations, 
see BROADCASTING, April 4. 

May 4—Station Representatives Assn. awards 
luncheon. The Silver Nail Timebuyer of the Year 
award and Gold Key will be presented. Waldorf- 
Astoria Hotel, New York. 

May 4-7—Institute for Education by Radio and 
Television, under auspices of Ohio State U., 
Deshler-Hilton Hotel, Columbus, Ohio. Among 
speakers and panelists will be FCC Chairman 
Frederick W. Ford; Ralph McGill, editor, Atlanta 
Constitution, and Matthew J. Culligan, general 
corporate executive, McCann-Erickson. 


May 5-6—Montana Broadcasters Assn. 
meeting. Finlen Hotel, Butte. 

May 5-8—American Women in Radio & Televi- 
sion national convention. On agenda: an all-day in- 
dustry forum; six radio-tv workshops and general 
session on radio programming, tv commercials 
and educational tv. Final day will be devoted 
to business meeting, including election of officers. 
Pick-Carter Hotel, Cleveland. 

*May 6—Chesapeake AP Radio-Television Assn. 
Sheraton-Belvedere Hotel, Baltimore. 

*May 6—WMiddle, West Tennessee AP Radio Mem- 
bers, Paris Landing Inn, Kentucky Lake. 

May 6—Radio & Television Guild of San Francisco 
State College 10th annual conference and banquet. 
May 6-7—U. of Wisconsin journalism institutes, 
Wisconsin Center, Madison. 

May 7—California AP Ty and Radio Assn. 12th 
annual meeting. Jack Tar Hotel, San Francisco. 
*May 9-10—Annual meeting of Assn. of Federal 
Communications Consulting Engineers. Pompano 
Beach Club, Hamilton, Bermuda. 
May 9-ll—lInstitute of Radio Engineers Sym- 
posium, Hotel del Coronado, Coronado, Calif. : 
May 10—Wisconsin Fm Station Clinic, Center 
Bidg., U. of Wisconsin, Madison. 

May 12—Reply comments due on proposed FCC 
rulemaking to shift Fresno, Calif., to all-uhf mar- 
ket. 

May 12-15—aAdvertising Federation of America 
Fourth District convention, Beach Club Hotel, Fort 
Lauderdale, Fla. 

May 13-15—South Dakota Broadcasters Assn. 
annual meeting. Sheraton-Johnson Hotel, Rapid 
City. 


annual 


‘May 14—UPI Broadcasters of Michigan. Pant- 


lind Hotel, Grand Rapids. 


May 14-16—Advertising Federation of A nerica 
2nd Dist. convention, Skyline Inn, Mt. Pocono, F 
May 15-18—National Sales Executives-Interng. 
tional 25th annual international distribution cop. 
gress and business aids show, Statler-Hilton Hotel, = 
Buffalo. : 
May 16—lIowa Broadcasters Assn. annua! con | 
vention. Hotel Fort Des Moines, Des Moines. 

May 17—Academy of Television Arts & Sci 
forum on “Easterns,” film production in New = 
York, Gold Medal Studios, 807 E. 175th St. 

May 18—Sigma Delta Chi annual banquet. Dis. 
tinguished journalism service awards in 15 cate- 
gories will be presented. National Press Club, 
Washington, D.C. 

May 18-19—Illinois Broadcasters Assn. meeting. 
Hotel Orlando, Decatur. Key speakers: FCC Comr, 
Robert E. Lee and Walter Schwimmer, president 
of syndicated-package and distributor firm bearing 
his name. 

May 18-20—Electronic Industries Assn. annual 
conventien, Pick Cengress Hotel, Chicago. 

May 18-21—Pennsylvania Assn. of Broadcasters, 
Galen Hall, Reading, Pa. f 
May 19—Southern California Broadcasters Assn, © 
luncheon meeting. MacManus, John & Adams, LA, @ 
will present the program. Hollywood Knickerbocker. a 
*May 20—Comments due on FCC rulemaking to © 
permit daytime-only stations to sign-on at 6 p.m, © 
local time without prior authority. ’ 
May 20—lIowa AP Radio-Tv News Assn. annual 
meeting. Town House, Omaha, Neb. F 


May 21-22—lilinois News Broadcasters Assn. — 
spring meeting, U. of Illinois campus, Urbana. 
Combined clinic and business meeting will be 7 
jointly sponsored by INBA and university's Col- 
lege of Journalism and Communications, with © 
some sessions at Inman Hotel, Champaign. 
May 21—UPI Broadcasters of Illinois. 
Inman, Champaign. 4 
May 22-24— National Educational Television 

and Radio Center spring meeting of station man- 

agers of affiliated etv stations. LaSalle Hotel, 

Chicago. 
May 26-31—National Federation of Advertising © 
Agencies annual management conference. Northern- | 
aire Hotel, Three Lakes, Wis. ‘ 


Hotel 


JUNE : 
June 1-3—International Advertising Assn. 12th © 
annual congress, Waldorf Astoria, New York. 
*June 2-4—Mutual Adv. Agency Network quar-— 
terly meeting, Bismarck Hotel, Chicago. 
June 4—UPI Broadcasters of Pennsylvania annual 
statewide meeting. Army General Depot, New | 
Cumberland, 9 a.m. 
June 4-5—Oklahoma Associated Press Broad- | 
casters Assn. Trade Winds Motel, Tulsa. = 
*June 5-8—Advertising Federation of America, © 
56th Annual Convention. Secretary of Commerce 
Frederick H. Mueller, FTC Chairman Earl W.” 
Kintner and John P. Cunningham, chairman of 
Cunningham & Walsh will speak June 6. Hotel | 
Astor, New York. 
June 5-9—Assn. of Industrial Advertisers annual 
convention. Shoreham Hotel, Washington, D.C. : 
June 7-23—National Sales Executives-Interna- 
tional eighth annual session-graduate school of | 
sales management and marketing, Syracuse U, 
Syracuse, N.Y. 
June 8—Academy of Television Arts & Sciences, 
forum on tv and politics, ABC. : 
June 12-17—Fourth Annual Communications In-— 
stitute for High School Students, institute on © 
broadcasting sponsored by School of Journalism, © 
Pennsylvania State U., State College, Pa. 3 
June 13-17—International Advertising Film Fes- 7 
tival, Lido, Venice, Italy. 
June 13—Deadline for filing reply comments te” 
FCC amendment of Conelrad manual BC-3 to pro- 
vide for transmission standards for the Conelrad 
attention signal. } 
June 16—Rehearing on Miami ch. 7 case in © 
volving questions of ex parte representation to 
FCC commissioners. U.S. Customhouse, Philadel- 
phia. 
June 15-17—American Marketing Assn. annual © 
meeting. Hotel Leamington, Minneapolis. 
June 16-18—Florida Assn. of Broadcasters annual 
meeting, Ponte Vedra Inn, Jacksonville Beach } 
June 19-24—National Advertising Agency Net- = 
work national conference. Oyster Harbors Club, 
Osterville, Mass. 
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General Electric eliminates possible ‘blind spots”' in their national television message by adver- 
tising G.E. Bulbs with spot campaigns in SELECTED markets. The fabulously funny Mr. Magoo 
— featuring the voice of Jim Backus — is the pleasantest TV ad treatment to come along in 
many. a year. Here’s an example of how SPOT has gone big time. Successful advertisers like 


G.E. know the power of spots well-placed — know how to capitalize on the unrivalled selectivity, 
exclusivity and productivity of Spot TV. 


MY DEAR, 
40)5M =) 2 
RAVISHING 





Produced by U.P.A. Pictures, Inc. for General Electric 
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— 234 hours and 12,667 spot announcements 


contributed last year to 203 charitable projects 
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And look at these other facts about WBZ-TV! @ Most newscasts of any Boston TV 
station. ™@ Most local air personalities — more than any other Boston TV station. m Most 


national advertisers of any Boston TV station — 193 compared to 148 for the second- 
place station. m@ Largest TV share of audience.* @ Most awards of all Boston TV stations. 
@ That's why in Boston, no TV spot campaign is complete without the WBC station — 


‘a WBZ-TV 


BOSTON 


Represented by 


© © WESTINGHOUSE BROADCASTING COMPANY, INC. (253) "Representatives, Ines 
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Pulse Beat 


Great Britain eyeing rating methods: 
In feature article by London’s well- 
known “Television Mail”, editors say: 

“The future of television audience 
measurement is now in flux. Crux of 
the matters is that advertisers feel they 
are not getting the information they 
need most. 

“The present meter system is a com- 
promise on cost. 

“The present situation has been cre- 
ated through emphasis on speed, rather 
than accuracy; the very human desire 
to know something—anything. 

“The log-diary panels now total 
1,700 people, of which the largest 
group is 300 in London. Each diary is 
placed in a home which is also fitted 
with a meter. 

“Neither the diary nor push-button 
recorders are reliable. Any method 
which employs self-recording of infor- 
mation is liable to error . . . the type 
of information which can be provided 
is sharply limited. 

“The only complete answer to these 
shortcomings is an aided-recall survey, 
to provide audience composition cov- 
ering the total viewing nationally and 
in each area. (Italics ours.) 

“Aided-recall would provide not only 
more accurate information, but would 
greatly extend its range. The personal 
interview is a flexible device which can 
be designed to extract appreciation of 
individual programs, attitude toward 
the service, continuous measurement 
of attitude toward commercials, and so 
on.” “Television Mail,” February 26, 
1960. 


Get the complete article. We have re- 
prints. Write or phone—and read. 

Stressing Station-Image, Audience 
Image: Guest of Texas Broadcasters 
Ass’n., Mar. 14, Houston, Dr. Sydney 
Roslow cited qualitative assets, among 
them audience belief: “In one market 
we asked if conflicting news accounts 


were aired over several stations, which, 


would be believed. 26% would believe 
the highest, while only 2'2% would 
believe the last station.” Pulse facts like 
these strengthen both buying and sell- 
ing of time and programming. 


730 Fifth Ave. 
New York 19 








*June 20—Comments due on FCC rulemaking to 
add third vhf channel in selected major markets. 
June 20—Comments due on FCC proposal to add 
additional vhf channels to several principal mar- 
kets through reduced mileage separations. 

June 20—National Academy of Television Arts 
& Sciences presents annual Emmy Awards. Pres- 
entation to be carried over NBC-TV, 10-11:30 
p.m. EDT. 


June 20-21—Chicago Spring Conference on 
Broadcast and Television Receivers, Graemere 
Hotel, that city, running concurrently with Inter- 
national Home Furnishings Market. Emphasis will 
be on home consumer entertainment field under 
sponsorship of Chicago Section of Institute of Ra- 
dio Engineers. 

* June 20-24—American Institute of Electrical En- 
gineers’ summer general meeting. 66 technical 
sessions on subjects including communications in- 
strumentation and control, computers, basic 
science and management are planned. Inspec- 
tion trips of various engineering facilities are 
also on the agenda. Chalfonte-Haddon Hall Ho- 
tel, Atlantic City, N.J. 

June 21-24—National Community Tv Assn., ninth 
annual convention. Fontainebleau Hotel, Miami 
Beach, Fla. 

June 22-24—Second National Conference on 
Electronic Standards. Co-sponsors: National Bureau 
of Standards, Institute of Radio Engineer's profes- 
sional groups of instrumentation and micrewave 
theory and techniques and American Institute of 
Electrical Engineers, National Bureau of Standards 
Labs, Boulder, Colorado. 

*June 23-25—National Assn. of Tv & Radio 
— Directors’ annual summer meeting Fresno, 
alif. 

June 23-25—Maryland-D.C. Broadcasters Assn. 
annual meeting. Ocean City, Md. 

*June 24-25—Colorado Broadcasters Assn., Con- 
tinental Hotel, Pueblo. 

June 26-30—Advertising Assn. of the West, 57th 
annual convention, Hotel Del Prado, Mexico City. 
Theme: “Advertising in the Challenging Sixties.” 
Speakers Include Charles Brower, president, BBDO; 
James Fish, vp for advertising, General Mills; 
Romulito O’Farrill, prominent Mexican broadcaster; 
James Farley, president, Coca Cola Export Co. 
June 27-29—lInstitute of Radio Engineers fourth 
national convention on military electronics, spon- 
sored by professional group on military electronics 
of IRE, Sheraton-Park Hotel, Washington, D.C. 


JULY 

July 24-Aug. 5—Advertising Federation of Amer- 
ica’s second annual management seminar in ad- 
vertising and marketing. Harvard Business School, 
Boston. A limit of 50 applicants has been set to 
be selected from agency and advertiser marketing 
executives, plus one representative from each ma- 
jor media association. Applications available from 
AFA, 250 W. 57th St., New York 19. 


AUGUST 
Aug. 19-20—Texas AP Broadcasters Assn. Baker 
Hotel, Mineral Wells. 


Aug. 23-26—Western Electronic Show & Con- 
vention, Ambassador Hotel and Memorial Sport: 
Arena, Los Angeles. 

Aug. 26-27—Oklahoma Broadcasters’ Assn. West- 
ern Hills Lodge, Wagoner. 


OPEN 


—" 





Sponsor identification issue 


[on Sec. 317], 
EDITOR: Thanks for your splendid edi- 
torial” . . . Confusion Compounded” 
[BROADCASTING, April 11] and for your 
excellent coverage of the NAB conven- 
tion. I do hope the members of the 
FCC will carefully peruse your entire 
April 11 issue—F.C. Sowell, Vice Pres- 
ident & General manager, WLAC Nash- 
ville. 


Stockholder support 


EDITOR: If, seems to me that the tv and 
radio people have missed a bet by not 





@ Book reviews 


w “The Church in the World of Radio- 
Television” by John W. Bachman; As- 
sociation Press, New York 7; 191 pp; 
$3.50. 

The author, who is a professcr of 
theology and has studied the role of 
mass communications for the National 
Council of Churches, compares the im- 
pact of radio-tv to the breakthrough 
of printing during the Reformation. Mr. 
Bachman analyzes programming; the 
place of news and its interpretation; 
the changing role of advertisers with 
wit and erudition. 


The broadcasting industry, the author 
states, has profound shortcomings as a 
mirror of our culture. It seems to dis- 
play a “built-in allergy to unpleasant- 
ness.” He charges that the churches 
have not always taken their broadcast- 
ing opportunities seriously and presents 
a clear outline of its task of communi- 
cation. 
= “The Roguish World of Doctor Brink- 
ley” by Gerald Carson; Rhinehart & 
Co., N.Y.; 280 pp; $4.95. 


A plunge into the seamy world 
of Dr. John R. Brinkley, radio’s “medi- 
cine man” whose rejuvenation pitch 
brought him about $12 million in 
a quarter century of “plugola.” Con- 
structing his own private station, KFKB 
Milford, Kan., the doctor’s voice soon 
blanketed America and brought the 
colorful pitchman trouble from the 
AMA and the Federal Radio Commis- 
sion. 

The author, whose popular Cornflake 
Crusade, (the story of the Kellogg fam- 
ily), sparkled with pungent wit and 
humor, has once again found a subject 
which is a natural for his style. 

Verdict: fascinating reading about 
one of the most colorful broadcasting 
personalities whose exploits would sure- 
ly cause mounting blood pressure at 
both the FCC and the halls of Congress 
these days. 


MIKE 


enlisting their stockholders to help 
them in this situation. Management 
cannot accomplish very much these 
days without having a group of people, 
either consumers or stockholders, be- 
hind them, who can have political and 
psychological impact upon those in 
government who are influenced by 
quantitive values as much as by quali- 
tative values——Benjamin <A. Javits, 
President, United Shareholders of 
America Inc., New York. 





Time to wake up 
EDITOR: I’m.a radio production writer— 
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THE X-15 IS THE 


PACESETTER 


IN JET TRAVEL. 


It is designed to fly at more than 4,000 
miles an hour more than 100 miles 
above the earth. 





iS CINCINNATI'S 


PACESETTER 


RADIO STATION 


WSAI is the first radio station in America 
to ‘‘review’’ the newspapers. Six times 
daily, WSAl comments on both local papers, 
offering brickbats and bouquets. No single 
feature has ever stirred up greater inter- 
est. In Programming . . . in Popularity .. . 
in Productivity, WSAI is Cincinnati's 
PACESETTER radio station. 


Represented Nationally by GiILL-PERNA New York, Chicago, Los Angeles, San Francisco, Boston, Detroit 
THE CONSOLIDATED SUN RAY STATIONS WSAI-Cincinnati; WPEN-Philadelphia; WALT-Tampa 
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ANCE! 


AT WCCO RADIO, popularity and responsi- 
bility go hand-in-hand. Both have been tops 
for 35 years—but never higher than now. 
As a result, WCCO Radio has gained: 


*% 58.4% SHARE OF AUDIENCE—for 
second consecutive time, greatest 
share since Nielsen began measuring 
Minneapolis-St. Paul market. 


*% GEORGE FOSTER PEABODY AWARD 
—highest honor a broadcaster can 


earn; conferred this month upon 
WCCC Radio. 


The result to you is: The results you gain 
through the setting of outstanding accept- 
ance your sales story enjoys on WCCO Radio. 
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SHARE OF AUDIENCE fa PEABODY AWARD 


WCCO Radio delivers 40% more om wa 4-1-1-141 4-10 com OOO a¢-lel lon iol g 
listeners than all other Minneap- ' meritorious Public Service. 
olis-St. Paul stations combined! 


RADIO 


Minneapolis - St. Paul 


NORTHWEST'S ONLY 50,000-WATT 1-A CLEAR CHANNEL STATION | REPRESENTED BY CBS RADIO SPOT SALES 
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ADVERTISED IN EASTERN IOWA ON KCRG-TV, CHANNEL 9 


Adell Chemical Company is one of many successful 
national advertisers using KCRG-TV. Channel 9 
iS a necessary part of effective selling in the 
‘Of-ToF- Tam a¢-]e) e-em i'e-ba-talolore DU) olele0l-Msat-14.¢-)0mm dele] g 
Branham Company.representative will tell 
you why. Minneapolis; Harry S. Hyett Co. 


A 


IOWA'S: NUMBER 1 TV MARKET 


J 


KCRG-1 TV2en.9 


a small cog in our nation-wide radio-ty 
industry. But I’m moved to add my 
voice to the growing clamor for bet. 
ter and more informative program. 
ming. 

Current FBI reports, police state. 
ments and magazine surveys ar 
sounding a general alarm. Our coup. 
try’s in grave danger. We are morally 
decaying. Crime and juvenile delin. 
quency are on the increase; there's 
a growing indifference to religious 
teaching; an appalling public apathy 
towards the creeping tide of con. 
munism—and the cancerous effects of 
payola are being accepted as the 
American way of life. . . 

I feel that much of the blame lies 
with us . . . that in many cases we 
are responsible for keeping the public 
un-informed through what we term 
“modern broadcasting techniques.” We 
turn our stations into juke boxes with 
commercials and give listeners scanty 
news headlines on the half-hour. 


Let’s face it, radio and television are 
the greatest media of entertainment 
and public enlightenment in the coun- 
try today. We can lower the moral 
fiber of our citizens or raise it to new 
heights. 


As long as we are going to chase 
after ratings, we are bound to cater 
to the lowest tastes. It is not sufficient 
that we play a better type of music or 
extend a newscast to 15 minutes twice 
a day. We need powerful editorials 
to inform people of what’s going on 
in their communities. Compelling 
documentaries are required to drama- 
tize vital questions that should be 
brought to the public’s attention. And 
there’s a crying need for panel dis- 
cussions on the local level that have 
controversial impact! 


In other words, programs must have 
edge and bite; they must be vigorous, 
topical and imaginative and recognized 
as carrying integrity and authority. 
Its a formidable challenge to radio 
and tv writers, program directors, 
managers and station owners. 


We can begin telling our audiences 
the facts of life. An informed public 
is the best weapon against crime and 
corruption.—K.G. Allen, San Diego, 
Calif. 


E23 BROADCASTING 


SUBSCRIPTION PRICES: Annual subscription 
for 52 weekly issues $7.00. Annual subscription 
including Yearbook Number $11.00. Add £1.00 
per year for Canadian and foreign postage. 
Subscriber's occupation required. Regular is- 
sues 35¢ per copy; Yearbook Number $4.00 
per copy. 


SUBSCRIPTION ORDERS AND ADDRESS 
CHA'IGES: Send to BROADCASTING Circula- 
tion Dept., 1735 DeSales St., N.W., Washing- 
ton 6, D.C. On changes, please include ooth 
old and new addresses. 


BROADCASTING, April 25, 1960 





10-ty 


tate. 
are 


rally 
elin. 
ere’s 
iOus 
athy 
OM- 
S of 

the 


lies 


we 
Iblic 
erm 


with 
anty 


are 
nent 
oun- 
oral 
new 


hase 
‘ater 
sient 
C oF 
wice 
rials 
; On 
lling 
yma- 


And 
dis- 
have 


have 
‘ous, 
ized 
rity. 
adio 
tors, 


nces 
iblic 

and 
/e20, 


tion 
..00 


1.00 


=SS 
ula- 
ing- 
oth 











HORACE GREELEY 
could have been “Editor in Chief of WPTR 


Because he, too, aimed to be a vital force in the com- 
munity he served. The medium was different but the 
thinking was the same. As a broadcaster of news — 
itself—as a popular music station—but over and above 
all as a spokesman for the local populace in every worth- 
while project that furthers its needs, WPTR is GRASS 
ROOTS RADIO AT ITS BEST. 


Perhaps it's why WPTR has more local advertising than 
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the next 3 stations combined; more total advertising 
than the next 2 stations in the market put together. 


VASP 'T 50,000 


PEOPLE WATTS 


ALBANY, TROY, SCHENECTADY 


The Dominant Station in the market according to Pulse. 
Right up there with Hooper, too. Represented nationally 
by Robert E. Eastman & Co., Inc. 
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DUNCAN MOUNSEY EXEC. V. P. OF WPTR 
A division of SCHINE ENTERPRISES 








MONDAY MEMO 





from MARK LAWRENCE, vice president and director of radio-tv, MacManus, John & Adams, New York 


Sundry breeds of television haters 


There are lots of people who honestly 
hate television. Just as there are many 
who hate motherhood, dogs and sun- 
sets. 

There are those who claim they hate 
television and don’t. There are those 
who claim to love it and really loathe 
it. And then there are those who don’t 
give the slightest tiny freep one way 
or the other. These, I feel, represent the 
great majority. 

Let’s take the paid haters first. You 
think I mean the critics? Nonsense! I 
mean the nice fellows who make a liv- 
ing selling space in newspapers, maga- 
zines, or any other medium except tv. 
They over-exert themselves _ selling 
against tv instead of selling their own 
medium. ~ 

Why waste time attacking television? 
It is a specialized tool. It has virtues. 
It has faults. The good carpenter uses 
every tool at the particular job it does 
best. So does the efficient advertiser in 
his selection of media. Don’t spend 
your energy finding faults with tv. In- 
stead, tell what’s right about your own 
medium. 

Vocal, But Harmless ® The next 
kind of television hater is the guy who 
is very vocal about how much he dis- 
likes tv, but watches it a great deal. He 
really enjoys quite a bit of it and is re- 
sponsible for the zooming sales curves 
of many products which advertise al- 
most exclusively on tv. I don’t have to 
spend much time discussing this liar. 
I’ve got nothing much against him, ex- 
cept I am displeased with his smart- 
aleck way of running down tv at cock- 
tail parties. 

Next category: The unjustifiably ac- 
cused television hater. This type does 
not hate television at all, but gets 
accused of disliking it simply because 
he doesn’t watch it very much. I know 
a prominent tv executive in New York 
who has never seen Maverick, Rawhide, 
Leave It to Beaver or 77 Sunset Strip— 
ever. When I say he is prominent, what 
I mean is he’s fat. He’s me. I miss 
shows I know I should have watched 
and I find myself watching shows I 
wish I might have missed. 

Onward now to the sub-category of 
the tv commercial hater. Most people 
are very neutral about most commer- 
cials. Horace Schwerin, the tv com- 
mercial researcher, tells me that in four 
out of ten instances commercials pro- 
duce no effect at all on the viewer's 
mind. That doesn’t mean the viewer 
hates commercials. It just means he 


had his eyes and ears turned off when 
the commercial went by. 

I am sympathetic with this viewer. 
He deserves better ads. Don’t forget, 
you proponents of the hard sell, the 
softest sell of all is when you're talking 
to an empty living room. 

Egg-Head Viewpoint ® Now, let’s 
get down to the egg-heads. The dyed- 
in-the-wool intellectuals who hate tele- 
vision because they are convinced it’s 
bad for civilization, who deplore its 
sameness and cheapness and write eru- 
dite letters to congressmen about the 
criminal tragedy television is inflicting 
upon the poor downtrodden masses. 
Their attitude is that if it’s popular, to 
hell with it. So they missed Sir Laurence 
Olivier. It was free; it was popular. It 
wasn’t worth looking at! 

I fervently believe that just as radio 






Mark Lawrence, vp and director of 
radio-tv, MacManus, John & Adams, 
New York, is currently active on Pon- 
tiac Star Parade, Dow Hour of Great 
Mysteries and on radio-tv spots for over 
25 products. He joined agency in 1952 
as radio-tv production manager, was 
elevated to director of radio-tv produc- 
tion and became vp in January 1957. 
Born in Washington, D.C., graduate of 
Princeton U., and gunnery officer in 
the Pacific in World War II, Mr. Law- 
rence started as freelance writer for 
nightclub entertainers. 


has found a large and profitable aud. 
ence for so-called “good” music, 9 
shall tv eventually develop to provide 
those people who want long-hair enter. 
tainment with just that. There’s plenty 
of room for everyone. 

I believe that the majority of view. 
ers have not taken a militant stand 
either for or against tv—any more than 
they have for newspapers, magazines, 
movies or any other form of com. 
munication. The most civilized of alj 
are the ones who, when they have 
picked a bad program, simply tum 
the dial or curl up with a book or 
magazine and hope for better luck next 
time. They realize that no medium can 
be good all the time or bad all the 
time. 

Home-Grown Variety ® Now I come 
to the last and most pitiful of the tele. 
vision-haters. The guys who can’t care. 
I mean those poor chaps in some 
agencies who have to seem to love ty 
because they make their living by it 
(there are a few in the network and 
supplier business, too) and yet live out 
each day hating the box worse than 
yesterday. These are by far the most 
dangerous, the most insidious, the most 
frightening of all the television-haters. 

This non-caring fellow is the justifi- 
able butt of all the books aimed in the 
direction of the false sincerity in our 
business. He squeaks by the pitches, 
the “safe” commercial—the one he 
either knows isn’t good or tasteful—or 
doesn’t have sensitivity enough to judge. 
He is the guy who all too often sags 
into a martini-fuzz at the end of his 
horrible day of drudgery—not only 
hating television, but distrusting his 
pitch, his colleague, the writer, the 
media man, the researcher—the guy 
who'll finally admit late at night that 
he hates, hates, hates the bleeding mis- 
erable 21-inch abhorrence, and young 
as he is, he agrees with his ‘terribly 
wise” seniors who wish the thing had 
never been invented. 

I can’t hate this kind of hater of 
television. I’m just sorry for him. I do 
have to say, though, that in a talk about 
television haters of various breeds, he 
is the lowest form, even if the most 
pitiful, that exists. 

The nervous, scared, incompetent 
guys will always be with us. It is cruel 
to needle them, or take their Diners’ 
card away. 

Adventuresome, caring people will 
gravitate to this business and continue 
to make it worthwhile to be in. 
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... the combined circulation of three great consumer 
magazines ... have been exposed to articles about 
WWL-TV’s outstanding local shows during the past six 
months. WWL-TV gets national notice because its local, 
live programs are different...imaginative...newsworthy. 













March 29, 1960: 
“New Orleans Docks 
a Wild Cargo” 
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November 21, 1959: 
“Meet Morgus” 


















AND a national news weekly article about Morgus, 
WWL-TV’s different weatherman, in February, 1960. 


Now in local production: ‘‘Destroyer Escort 


1016,” a two-hour taped drama utilizing 51 
actors, 144 scenes and 37 sets . . . another 
good reason why WWL.-TV is the new 
New Orleans favorite. = 
To reach Orleanians, use the channel they 


reach for! 


Represented nationally by Katz N E- W, O R | E A N Ss 


BROADCASTING, April 25, 1960 








cn 
- 
os 
4 
= 











_ = 
M o.cd 8 
om 
> 
So 
-s- = 
3 = 
5S Y 
=, n 
2 Q 
= 

















= -- 
; ee 
rr 
= 
x 
<n 
36 cn 
Z 
U 
Om 
% 2 
= mo 
x 
2 ie wm fe 
A 














mn 





S¥ 
Riad 


Poo) AL AS 
Peer fee $k 


Re te 


























GOD-GIVEN 
MIRACLE! 


This is radio... most fully-developed of modern miracles. ..serving commerce and industry, 
church and state... forerunner to atom splitting and travel into space. In these latter days of 
our twentieth century, as man-made miracles of space penetrate the heavens, we pray 

they will serve free people in peace as productively as radio. This is a time to remember that 
radio truly is a miracle, man-made but God-given. And this is reason enough for the 

more than 4000 U.S. commercial radio stations to devote substantial portions of time to 
religion of all faiths. KRLA, for example, broadcasts 19 programs each week, 

representing the Catholic, Jewish and Protestant faiths. This is a significant 

element wherever any radio station achieves leadership in its community. 


Newest among the leaders serving America’s greatest radio market 


6381 Hollywood Bivd., Los Angeles 28 » Represented nationally by Donald Cooke Inc., New York, Chicago, San 








THE PULSE, Incorporated 


RadioPulse 


FEBRUARY, 1960 


P The Pulse, Inc./ 39 ss1m avenet, new vor 19, 8 . 
PE CMICAGO - LOS ANGELES - LONDON + Sam JUAN 


‘LOWEST COST PER THOUSAND 
IN 15 OF 18 RATED HOURS! 


February Pulse: In 15 of 
the 18 hours between 6 A.M. 
and Midnight W-I-T-H leads 
all Baltimore radio stations in 
lowest cost per thousand .. . 
and that is something every 
time-buyer ought to paste in 
his hat. Get documentation! 
Write, phone or wire for com- 
plete analysis, listing other 
stations, quarter-hour ,rat- 
ings, number of homes, CPM, 
Audience Breakdown. 


BALTIMORE’S PULSE 
BEATS BEST TO WHTH. 


Radio W-I-T-H Personality « Baltimore 








Tom Tinsley, President; R. C. Embry, Vice President; NATIONAL REP 


Washington and Philadeiphia in Boston, Detroit, Chicago, St. Louis, San Francisco, Los Angeles, Minnespohe, Walwaetee are 
; ADAM YOUNG in on, it, t. Louis, rancisco, les, Minneapoli ilwaukee, Cincinn: 

Cleveland, Pittsburgh and Seattle; CLARKE BROWN COMPANY ir. the South and Southwest. = 

ord 
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THE BUSINESSWEEKLY OF TELEVISION AND RADIO 


April 25, 1960 
Vol. 58 No. 17 


INFORMATION SHOWS GO BEGGING 


= Advertisers scramble for tv networks’ entertainment programs 
= But they shy away from prime-time public service set for fall 


The television networks’ ambitious 
plans for big-budget information pro- 
grams in prime time are running into 
a major problem. 

The problem is to find advertisers 
willing to put up the money for pub- 
lic service shows. 

So far the network sales records for 
the 1960-61 season contain a paradox. 
Advertisers are standing in line to buy 
into entertainment programs, but most 
of them take to flight every time a sales- 
man offers them one of the new infor- 
mation shows. 

Agency-advertiser resistance to pub- 
lic service offerings appears to be con- 
fined to big-budget, national network 
shows. Local information programs, 
which of course have smaller budgets, 
are attractive to clients. 

An NBC Spot Sales’ “Timebuyers 
Opinion Panel” turned up widespread 
endorsement of public service programs 
(BROADCASTING, April 18). A majority 
of buyers said they would buy spots 
adjacent to local information programs. 
But the amount of advertising money 
to be gambled that way is insignificant 
by comparison with the amount a net- 
work sponsorship costs—as the net- 
works are finding out the hard way. 

So far it’s tough selling on such 1960- 
61 information programs as CBS-TV’s 
Face the Nation, ABC-TV’s Winston 
Churchill memoirs series, NBC-TV’s 
World Wide ’60. A tip-off to advertiser 
resistance has been the failure of both 
ABC-TV and NBC-TV to sell their 
package coverage of the political con- 
ventions and elections. 





AWARD-WINNING CBS-TV ‘POPULATION EXPLOSION’ 
CBS News’ Howard K. Smith queries Nehru 
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NBC-TV hired a special expert, Rod- 
ney Erickson, former Young & Rubi- 
cam vice president and consultant to 
Warner Bros., for the single job of sell- 
ing its political package. Now it has 
added the extra incentive of a $50,000 
bonus to the salesman that brings in the 
sale. ABC-TV also is offering its sales 
force special bonuses if they find adver- 
tisers for its political shows. 


Handicap ® The salesman peddling 
public affairs has a few strikes against 
him at the start. There are built-in draw- 
backs which are summarized as: 


= Most public affairs shows are not 
good media buys as this terminology 
is understood by the ad fraternity. There 
is no “guarantee” of mass audience, of 
ratings, of low cost-per-thousand, of 
family-satisfying formula etc. 


= The programs are of the type which 
make it difficult to match any commer- 
cial with the program content. A deo- 
dorant or aspirin does not quite fit with 
missiles or the famine in India. 

= Many of the industrial giants, which 
might appear at first to be natural spon- 
sors of such programming, shy away 
because of controversy. Even fewer ad- 
vertisers will consider public affairs 
shows if they have a faint hint of 
editorializing. 

= Advertisers—particularly from their 
agencies’ viewpoint—by habit or design 
expect shows to have a certain excite- 
ment. This places an extreme challenge 
on the networks to come through, par- 
ticularly in a regular series. (This factor 
is responsible, too, for advertiser re- 





luctance to sponsor a Republican Na- 
tional Convention that would appear at 
this point to be a lackluster affair. 


= A behind-the-scene drawback: The 
networks—and the advertisers—first 
seek to wrap up the entertainment 
shows. Bread and butter programming 
for networks means the same thing— 
bread and butter—for the advertiser 
who primarily must choose the vehicle 
which will sell his product. Thus, public 
affairs shows must wait in line. 

Some Answers ® The networks are 
countering these drawbacks with this 
line of argument: 


® The show pricing can be made at- 
tractive. To get a series underway, net- 
works have been known to offer a pub- 
lic affairs program at a price under 
actual production (this also balances 
off the cost shock to advertisers *who 
must pay prime time rates for shows 
confined in the past to the Sunday 
afternoon “ghetto”). One hour-long 
show reportedly was being sold for as 
little as $5,000 for production. Net- 
works cite carry-over audiences avail- 
able in prime time which do not exist 
in less desirable periods in which public 
affairs programming was placed. 

= Against the reluctance of advertisers 
who abhor controversy and who feel 
there is nothing to “see” in advance, 
networks sell on the basis of scripts if 
they are available or else on concepts. 

= Acknowledging the advertiser- 
agency demand for quality, the net- 
works stress their ability in this area. 

NBC-TV reports it is pitching its 


ABC-TV PLANS SPECIAL ON JAPAN 
Producer John Secondari (c) films in Tokyo 


31 











shows to all agencies and advertisers, 
while CBS-TV apparently feels it can 
be selective in picking the more likely 
prospects for public affairs shows. An 
NBC-TV official states that public af- 
fairs programming must have an appeal 
greater than just advertising dollars; it 
must attract “advertising and public re- 
lations dollars.” 


Sponsor Interest ® Each of the net- 
works is gearing up in the public af- 
fairs area. At this point, CBS-TV ap- 
pears to have the edge on both ABC- 
TV and NBC-TV in firming an ad- 
vertiser list for shows in this category, 
though each of the networks is hope- 
ful. The picture as of last week: 


CBS-TV—lIt hopes to button down 
B. F. Goodrich and Bell & Howell for 
another season with CBS Reports, which 
has been programmed about once a 
month. This program pre-empts regu- 
larly scheduled shows. But next year it 
will be on the air every two weeks and 
the price (for production) will be higher. 
Reason: the network was inclined to 
give the advertiser a break on price 
to get the show off the ground, but now 
it’s established and the advertiser must 
assume more of the cost. Plans are to 
program the show for a full hour; each 
show’s average cost coming to some 
$230,000 gross (subject to agency com- 
mission) for time and talent. 

The network is negotiating with these 
two advertisers for sponsorship of 12 or 
13 shows. Olin Mathieson Chemical 
Corp., which had been underwriting 
Small World on CBS-TV, may buy 13 
hours of CBS Reports (should this hap- 
pen, the network will drop Small World 
if it cannot be sold). American Machine 
& Foundry has purchased a series of 
four public affairs specials for next sea- 
son—The World of Tomorrow series— 
on the basis of scripts. Still another 
series of four programs, which would 
be offered to advertisers for placement 
in the CBS Reports file, is being con- 
sidered by CBS-TV. The concept at 
this stage: hour-long programs examin- 
ing education in this country. 

News in Depth = CBS-TV plans a 
half-hour show of news treated in depth 
(live and tape coverage) for scheduling 
at 10:30 p.m. on Fridays next season, 
and already has slotted Face the Nation 
at the same hour on Mondays. Both are 
being pitched to advertisers. Conquest 
in which Monsanto Chemical was ad- 
vertiser in about half last year (Sunday, 
5-5:30 p.m.) may be extended in num- 
ber and the entire series proposed to 
Monsanto. Still other CBS-TV shows in 
the public affairs area may be extended 
in length; this includes Prudential’s 
Twentieth Century and Firestone Tire 
& Rubber’s Eyewitness to History which 
will pre-empt in prime time. 

NBC-TV—This network’s showcase 
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public affairs effort is World Wide ’60, 
a late starter this season which has 
picked up some advertiser support. It 
probably will be slotted at 10-11 p.m. on 
Saturdays next season. As yet no firm 
advertiser interest is reported. Aside 
from this program, there are some NBC- 
TV productions on the periphery. Most 
notable of these is Purex’ sponsorship 
of specials including documentaries. 
Purex is the maverick among package 
goods advertisers which are poor cus- 
tomers for such shows. NBC-TV’s 
operas, in the cultural class, have been 
sponsored (Florists Telegraph Delivery 
Assn.), as has the American Heritage 
series, also in this general class, by 
Equitable Life Assurance Co. 

ABC-TV—This network is pinning its 
next season’s public affairs hopes on 
the Churchill memoirs series (Sunday, 
10:30-11 p.m.) and on Expedition 
(Tuesday, 7-7:30 p.m.) which it already 
has sold to Ralston-Purina. 

Still There’s Hope ® There are hope- 
ful views from agency executives. As 
expressed by a man from Cunningham 
& Walsh: At one time news shows were 
tough to sell. Texaco (C & W client) 
bought Huntley-Brinkley Report on 
NBC-TV (6:45-7 p.m., Mon.-Fri.). And 
now, unsponsored news shows are hard 
to find. Perhaps public affairs program- 
ming will follow. 


Public service sells" 


for Studebaker dealers 


A CBS-owned tv station, KNXT 
(TV) Los Angeles, plus the Southern 
California Studebaker Dealers last week 
offered tangible proof that NBC Spot 
Sales Timebuyers’ Panel was right when 
it said public service shows have sales 


- appeal (BROADCASTING, April 18). 


The Studebaker dealers, through 





Coleman-Parr Advertising, Los Angeles, 
have bought sponsorship of Survival, 
an hour-long documentary analyzing 
the chances of Southern Californians 
living through an atomic attack. KNXT 
will broadcast the show Thursday (April 
28) 10-11 p.m., pre-empting the CBS. 
TV network Revlon Revue which js 
scheduled then. 

William McRae, account supervisor 
for Studebaker at the agency, says that 
the buy was made on the basis that 
national public service programs have 
proved to be highly successful adver- 
tising vehicles for large companies. The 
intense local identification offered by 
Survival should make this broadcast an 
even more valuable buy for a_ local 
sponsor like the Studebaker dealers, he 
indicated. 

“Since each dealer is in fact a local 
merchant, programming of this sort 
produces a very healthy local climate in 
which to do business,” Mr. McRae 
said. “A potential consumer who feels 
that his local retailer is spending time 
and money to be a leader and to help 
educate the community, will bend over 
backward to work with and purchase 
goods from such a retailer.” 

Both the dealers and KNXT are giv- 
ing the program an unusually hard 
promotional push. Studebaker is run- 
ning its own ads to supplement the sta- 
tion-placed program ads. Huge 12-foot 
posters are being mounted in all dealer 
windows. In their commercial time on 
the broadcast, the dealers will invite 
listeners to visit their showrooms to get 
civil defense literature. 


But there’s no end 
to harsh criticism 


The American system of broadcast- 
ing has succeeded in producing the kind 
of programs that entertain the mass 
audience and sell the merchandise and 
services of the advertisers who provide 
its financial support. But U.S. broad- 
casters, particularly in television, have 
failed to live up to their obligations to 
program in the public interest. 

So charged the speakers who made 
the major addresses at the Institute on 
Freedom and Control of Radio and 
Television in a Democratic Society, 
held April 16 at the U. of California, 
Los Angeles, under the joint auspices of 
the law schools of UCLA and the U. 
of Southern California and the Southern 
California lawyers division of the Amer- 
ican Civil Liberties Union. 

The trio comprised three serious 
students of broadcasting: Telford Tay- 
lor, former general counsei of the FCC, 
counsel to the Joint Council on Edu- 
cational Television and visiting lecturer 
on law at Yale and Columbia; Charles 
A. Siepmann, chairman of communica- 
tions in the education department of 
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TV PREVIEW 


Ever since last summer, Oklahoma 
Oil Co., a subsidiary of Standard Oil 
of New Jersey, has been urging mid- 
west viewers and listeners alike to 
“put a tiger in your tank.” 

The slogan has been used in an 
Oklahoma advertising campaign de- 
signed to dramatize the power- 
packed quality of its gasoline in about 
40 cities in four midwestern states. 
The audio roar, plus piercing eyes 
and striped tail via animation, have 
teased radio-tv audiences in news- 
casts and spot announcements in 
Oklahoma’s regional marketing area 
(Illinois, Indiana, Iowa, Kentucky). 
The petroleum company spends an 
estimated $1.5-$2 million in regional 
spot tv-radio. 

With the start of the 1960 spring- 
summer driving season, Needham, 
Louis & Brorby, Oklahoma’s agency, 
recommended a live touch—the use 
of a real tiger. Abandoning its orig- 
inal plan to film the commercials at 
a Chicago service station, agency and 
client decided to film the tv com- 
mercials in a warmer California cli- 
mate late in March. A complete, full- 
size station was built at the Samuel 
Goldwyn Studios, with Walter T. 
Kadi, Oklahoma’s advertising man- 
ager, directing operations. 

Agency and client procured 
“Satan,” a 300-pound Sumatra tiger 
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from Jungle Land, Thousand Oaks, 
Calif., and spent three days and 
nights on takes and retakes to ob- 
tain necessary footage. Tirelessly, 
and somewhat breathlessly, they 
coaxed the “star” through desired 
scenes, out of which came five 60- 
second commercials. They are sched- 
uled to start about May 1 on WGN- 
TV Chicago’s White Sox and Cubs 
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telecasts and the co-op portions of 
the NBC-TV and CBS-TV Game of 
the Week ballcasts on WFBM-TV 
and WISH-TV Indianapolis. 

Other principals involved in shoot- 
ing Hitchcock-like suspense, were: 
Fred A. Niles Productions, producer, 
through Consul Films, Hollywood; 
Don Zabel, agency producer; Harry 
Lange of Niles, director. 








New York U., formerly a BBC vice 
president and a consultant to the FCC, 
and Frank K. Kelly, vice president of 
the Fund for the Republic and staff 
administrator of the study of the mass 
media being conducted by the Center 
for the Study of Democratic Institu- 
tions. 

These experts agreed that broadcast- 
ing’s failure to live up to its potentials 
as a medium of information, education 
and culture, stems from its exclusive 
dependence on advertising for its reve- 
nue. The advertiser, their argument 
went, wants to please most of the peo- 
ple most of the time and never to of- 
fend anyone at any time. Subservience 
to this viewpoint has produced great 
mass entertainment, but has failed to 
produce the type of educational, infor- 
mational and cultural programming 
which they called national necessities 
in today’s world. 

Disagreement ® There was less agree- 
ment as to what should be done to get 
American broadcasting back on what 
they believe to be the right track. Mr. 
Siepmann declared that nothing less 
than the complete divorcement of ad- 
vertisers from any control over pro- 
gram content will work. This, he said, 
would force broadcasters to assume in 


34 (BROADCAST ADVERTISING) 


reality the responsibility for the na- 
tion’s radio and tv programs. 

Mr. Siepmann advocated a stronger 
FCC, with members appointed on a 
basis of merit rather than as part of the 
political spoils system, and a revitaliza- 
tion of the “Blue Book” issued by the 
FCC in 1946 with Mr. Siepmann as its 
inspiration and, at least in part, its 
author as well. 

Mr. Taylor agreed that the broad- 
casters are unlikely to scrap the present 
profitable system of broadcasting sup- 
port on their own. He expressed doubt 
that attempts of either the FCC or Con- 
gress to set program patterns would 
work. Furthermore, he observed, such 
an approach comes dangerously close 
to governmental censorship. 

Instead, the former FCC general 
counsel suggested that the number of 
commercial licenses be restricted to pro- 
vide more vhf channels for non-com- 
mercial educational tv stations such as 
are now operating in some 35 cities. 
Lack of channels have kept such sta- 
tions out of New York, Los Angeles 
and Washington, he observed, question- 
ing the propriety of permitting seven 
commercial stations to operate in New 
York and Los Angeles but barring etv 
from those cities. 


Production Problems ® Tv program- 
ming, he noted, is much more difficult 
to produce locally than radio programs 
are, leaving the tv stations much more 
dependent on network service than was 
true in radio. He did not, however, fa- 
vor government licenses for networks. 
He said this would call for a different 
set of rules. He asked how networks 
could be held responsible when their 
cultural sustaining programs are not 
broadcast by their affiliates. 

Mr. Kelly called the proposal of 
William Benton, former advertising 
man and senator, for the creation of a 
national citizens advisory board for ra- 
dio and television as “the most hope- 
ful suggestion yet offered to encourage 
the development of better broadcast- 
ing.” This plan calls for the President 
of the United States to appoint as 
board members leaders of the nation’s 
civic, cultural and religious life as well 
as experts in education and communi- 
cations: Its functions would be only to 
investigate the state of broadcasting 
and to issue annual reports for the 
guidance of the President, Congress, the 
FCC and the public. Since this commit- 
tee would be functioning as a purely ad- 
visory body, it could not be charged 
with censorship. 
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still growing 


Keystone covers practically 100% of the C & D 
counties in the U.S.A. and is program-tailored for 
local interest. 


Keystone offers PLUS MERCHANDISING, 
specifically designed to fortify your advertising at 
the point of sale. Case histories are available 

for your examination. KEYSTONE advertising 
WORKS at the consumer level and 
at the dealer level! 


Our 20th year — Established 1940 
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Keystone delivers 87% coverage of all farm 
markets in the country, the greatest farm market 
coverage available, and at a cost that will 
surprise you. Buying Keystone gives you a 
personal representative in each market. 















Keystone Broadcasting System, Inc. 


111 West Washington St., Chicago 2, Ill. 


Please send us your complete station list and your farm 


market coverage survey. 
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GIVE PUBLIC REAL AGENCY PICTURE 


AAAA meet told to build image in areas of best contributions 


The nation’s leading advertisers. had 
their backs up last week. They bridled 
at having their entire industry tarred 
by the sins of a few practitioners, and 
they called for a united effort to clean 
up advertising’s image. 

This mood dominated the formal 
program of the annual meeting of the 
American Assn. of Advertising Agen- 
cies, held Thursday through Saturday 
at Boca Raton, Fla. 

Robert M. Granger of D’Arcy, re- 
tiring chairman of AAAA; Charles H. 
Brower of BBDO; Robert E. Allen of 
Fuller & Smith & Ross; Fairfax Cone 
of Foote, Cone and Belding, and Her- 
bert M. Cleaves of General Foods all 
dealt with advertising’s image prob- 
lems in key presentations during the 
convention. 

Strike Call ® Mr. Cone went so far 
as to suggest that advertising strike 
“against the many public-interest 
causes it now supports—just to show 
how important its contribution really 
is.” 

Although acknowledging that his 
suggestion was “no more than half 
serious,” Mr. Cone called attention to 
agency work in behalf of the Adver- 
tising Council, local united and com- 
munity funds, Red Cross, Boy and Girl 
Scouts, etc., and added: “I wonder 
what would happen to them all if we 
went out on strike.” 

Mr. Cone continued “I wouldn’t like 
to not do the register and vote cam- 
paign this year, but why we should do 
this to help elect congressmen and 
senators who call us corrupt, I don’t 
know. 

“I wouldn’t like to have the J. Wal- 
ter Thompson people give up the Re- 
ligion in America campaign, but why 
they should do it for the Reverend 
McCracken (Rev. R.J. McCracken, 
New York minister who has attacked 





Mr. ALLEN 


Mr. GRANGER 


advertising in sermons) is beyond me. 

Too Generous ® “I think we have 
been much too generous. And I won- 
der what would happen if we all re- 
fused to help anyone in any intellectual 
or moral or charitable free work, until 
we have shown, by the very simple 
process of withholding, how valuable 
our contribution is.” 

Mr. Cone noted that “practically all 
of the complaints about advertising just 
now have to do with television,” and 
said some are “well earned.” He re- 
newed his plea for stronger media cen- 
sorship of all advertising, but said 
agencies and their clients must be 
blamed when bad taste is involved. 

“Some of the advertising now on 
the air for deodorants, laxatives, corn 
removers, sick headache remedies, cold 
and sinus inhalants and girdles and 
brassieres need to be thrown off and 
kept off the air,” he asserted. 

“These things are matters of taste 
and when the taste is poor the fault 
is ours and our clients and there is 
no excuse for us.” 

Rascals Will Pass ™ Mr. Cone, whose 
own agency had a brush with the Fed- 
eral Trade Commission about produc- 
tion techniques used in a commercial, 
dismissed that story of complaint with 
the statement: “The charge of rigging 
television commercial to make coffee 
look strong instead of weak under 
studio lights, and such other things 
whose aim is reality and not rascality, 
is something that will die in time of 
its own insignificance.” 

Columnist John Crosby drew 
harsher words from Mr. Cone, whom 
he accused of going out of his way 
to take a poke at advertising. 

“This is a very entertaining man,” 
Mr. Cone said. “But I am tired of Mr. 
Crosby’s way of thinking and I deplore 
the use of editorial freedom to exploit 





Mr. BROWER 


Mr. CongE 


one’s prejudices and make facts out of 
one’s personal opinions, as Crosby did 
recently, again, in the matter of the 
Nielsen reports—which he brands in. 
adequate and misleading.” 

“About 99%” of all dishonest adver. 
tising, Mr. Cone said, is local advertis. 
ing—and must be policed by local 
media and better business bureaus and 
cannot be reached by AAAA’s “inter. 
change” system or the Assn. of Na- 
tional Advertisers plan for an over. 
all advisory committee (BROADCASTING, 
Feb. 8). 

Interchange Works ® On a national 
basis, at least, the AAAA interchange 
“has been effective voluntary self-regu- 
lation,” according to a report Friday 
by Mr. Allen, chairman of the AAAA 
board’s committee on improvement of 
advertising content. 

Mr. Allen said that in the last two 
years “there have been only four in- 
stances” where the interchange com- 
mittee held that advertising was “seri- 
ously objectionable and where the 
agency concerned failed to take cor- 
rective action or make a satisfactory 
reply.” In three of the four cases, Mr. 
Allen said, the agencies involved were 
not members of AAAA and the fourth 
case is still “under review.” Under the 
interchange system, media, advertiser 
or agency people can submit com- 
plaints about advertising they consider 
objectionable. If a majority of the 
committee agrees—it did so in 58% of 
the 260 complaints submitted in the 
last five years, according to Mr. Allen 
—then the agency is notified and ex- 
pected to reply within 30 days. If 
satisfactory corrective measures are not 
taken, the committee reports the case 
to the AAAA board. 

Of 151 cases in which the commit- 
tee concurred in objectionable-adver- 
tising criticisms submitted in the last 


Mr. CLEAVES 


Five key speakers as AAAA analyzes its growing problems 
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fve years, Mr. Allen said 88 were 
criticized on grounds of bad taste, 44 
were “manifestly misleading” and 19 
were “unfair.” 

There was no breakdown to show 
how many of these were in radio and 
television as compared to other media. 

Mr. Allen, like Mr. Cone, observed 
that television’s nature is such that it 
needs commercial “disciplines” not 
necessary in other media. He called 
attention to the recent tv-oriented in- 
terpretation of the AAAA copy code, 
which also was considered by the 
AAAA membership in a closed meet- 
ing Thursday. 

Cooperation Needed ® Advertiser, 
agency and media cooperation in win- 
ning public confidence in advertising 
was cited by retiring chairman Granger 
as an important part of making all ad- 
vertising more effective. He endorsed 
proposals for basic research on what is 
believable and unbelievable, but sug- 
gested that the project be expanded 
to include “what makes people dislike 
advertising . . . what annoys people, 
what irritates people, what makes them 
mad at advertising.” Advertising Re- 
search Foundation, he said, could go 
a long way toward this objective. 

Mr. Granger thought public confi- 
dence in advertising was improving: 

“Sindlinger’s report on public opin- 
ion—just to name one authority— 
showed in December that 49% of the 
men and 44% of the women recalled 
one or more tv commercials, heard the 
day before, that they found hard to 
believe. Each month since, the figures 
have been dropping, and as of last 
week, the disbelief on the part of men 
had dropped from 49% to 37%— 
women from a high of 44% to a cur- 
rent 34%. 

“I believe the disbelief index will 
continue to go down,” he added. 

Mr. Cleaves, executive vice presi- 
dent of General Foods, thought adver- 
tising should present a more business- 
like face to the world. He also advised 
that it use its selling talents to make 
people realize “that the man in the grey 
flannel suit and four martini lunch” 
is in fact “the erroneous image of what 
is really an essential force for good in 
our way of life.” 

Fierce Pride = Mr. Brower stressed 
that “in a climate of greatness,” an 
atmosphere of “fierce pride in our 
business,” advertising will be more 
creative and more productive and “will 
cease to be the whipping boy for every 
uninformed meathead and_ misin- 
formed egghead and unsuccessful sore- 
head.” But, he cautioned, everyone 
from top management “down to the 
etrand boy you hired yesterday must 
want your agency to be great cre- 
atively” before this will come to pass. 

In another convention development, 
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Harry Harding, executive vice 
president of Young and Rubicam, 
New York, was elected chairman of 
the American Assn. of Advertising 
Agencies last Thursday (April 21) 
as AAAA opened its 1960 conven- 
tion at Boca Raton, Fla. 

He succeeds retiring Chairman 
Robert M. Ganger, who is board 
and executive committee chairman 
of D’Arcy Adv., New York. 

Edwin Cox of Kenyon & Eck- 





K & E’s Cox 


hardt, New York, was elected 
AAAA vice chairman and Arthur 
G. Rippey of Rippey Henderson 
Bucknum & Co., Denver, was named 
secretary-treasurer. 

Charles H. Brower, BBDO; William 
E. Steers, Doherty, Clifford, Steers 
and Shenfield, and Norman N. 
Strouse, J. Walter Thompson Co., 
all New York, were elected direc- 
tors at large for three-year terms. 
Seven regional directors were named 
for one year. Frederic R. Gamble 
continues as president. His present 
term with the association expires in 
1962. 

Mr. Harding, the new AAAA 
head, started his agency career in 
creative work and later switched to 
the business side. He joined Y&R in 
1943 as a member of the public 





it was a Harding-Cox election 


relations department, became an ac- 
count executive the following year 





and a vice president in 1946. He was 
named a senior vice president in 
1954 and an executive vice presi- 
dent in 1958. 

Messrs. Harding, Cox, Rippey 
and Gamble, and Earnest A. Jones 
of MacManus, John & Adams; 
Robert E. Lusk of Benton & Bowles 
and Lawrence R. Nelson of Camp- 
bell-Ewald were designated as the 


Y & R’s HARDING 


AAAA board’s operations commit- 
tee, to meet monthly when the board 
is not in session. 

Regional directors were elected as 
follows: 

Eastern region—Frank L. Blum- 
berg, Newhoff Blumberg, Baltimore; 
Douglas D. Connah, Tucker Wayne 
& Co., Atlanta, and David Ogilvy, 


Ogilvy, Benson & Mather, New 
York. 
East central—Colin Campbell, 


Campbell-Ewald, Detroit. 

Central—Paul C. Harper Jr., 
Needham, Louis & Brorby, Chicago, 
and William A. Marsteller, Marstel- 
ler, Richard, Gebhardt & Reed, Chi- 
cago. 

Western—John H. Hoefer, Hoe- 
fer, Dieterich & Brown, San Fran- 
cisco. 








Geraldt Pat Steel of Young & Rubicam 
received the second annual Arthur 
Kudner Award for institutional adver- 
tising. He was honored for his work 
on a Y&R house ad debunking the 
idea that “advertising sells people 
things they don’t need.” 

Other features included an economic 


report by Martin Gainsbrugh of the 
National Industrial Conference Board; 
a study of agency personnel selection 
and training in Britain by Sinclair 
Wood, president of London’s Institute 
of Practitioners in Advertising; an 
evaluation of “the advertising man’s 
responsibility” by Norman Cousins of 
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ABC TAKES THE LEAD IN 
NETWORK SPORTS. 


ABC Television will be 
sporting 189 hours of sports 
this year: major league 
baseball, NCAA football, pro 
boxing and pro golf. 


This major development of 
the New Look of ABC breaks 
down like this: 13 afternoons 
of NCAA football (12 Saturdays 
and Thanksgiving); 25 Sat- 
urday afternoons featuring 
the baseball game of the week; 
52 nights of professional 
boxing (switching to CP isiiall 
in the Fall); 26 afternoons 

of All-Star Golf; a number, 

as yet undetermined, of other 


eyefuls in the sports spectrum. | 


It pleases us, of course, to 
have the nation’s press hail 
this program rounding-out as 
a major coup. Nonetheless, 

it represents not so much a 
coup as a “completing”’ of a 
continuing programming 
philosophy aimed at attracting 
the maximum of the younger 


audience. For it is the younger | 


audience, with its growing 
families, that does the most 
viewing and the most buying. 


These 189 sports hours 


can only widen this ultra-recep- | 


tive audience reached by 
ABC Television. GY 


WATCH ABC-TV IN ’60 


(more people will) 
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and You, NBC Opera, Return to Treas- 


Festival. Ten of the 17 colorful channel 


Palm Sunday, April 10, was an historic 





Seven were NBC. 


Here’s the historic schedule, 8:30 A.M. 
to 1:30 A.M., all color! The Story of 


Color, Jean’s Story Time, It Is Written, 


3 hours were local. 


television day in Omaha. It marked the 


ure Island, Fashions for Spring, The 
Cradle Song, Our American Heritage, 
Spring Music Festival, News, Wrestling 
and The African Queen. See Petry about 


first time that any station’s (KMTV) 


entire schedule from sign-on to sign-off 


was in color. 











It marked also the first 


UNTO EEN ACCOMM TCE ENT 


television appearance of the famous 


oa 
4 


KMTV CHANNEL 3 OMABA 


the Midwest’s Color Television Center. 





Valley, Popeye Cartoon Carnival, Noon 
News, Holiday at Home, Your Doctor 


Omaha Symphony Orchestra, and in- 
augurated the annual Spring Music 











‘Saturday Review; a CBS-produced 
‘panel film introduced by CBS-TV net- 
work president James T. Aubrey Jr., 
‘and the annual banquet, to be ad- 
dressed by Richard L. Wilson of Cowles 
Publications and with comedian Herb 
Shriner as entertainer. 


‘DEFENDS TV 
Fairfax Cone says 
'tv pleases 91% 


Fairfax Cone, chairman of the ex- 
‘ecutive committee of Foote, Cone, & 
Belding, Chicago offered his defense 
lof television, along with a few words 


of advice, in a feature speech scheduled © 


‘for Saturday at the convention of the 
‘American Assn. of Advertising Agen- 
‘cies at Boca Raton, Fla. (Also see page 
' 36). 
| Mr. Cone said: “Quite naturally [the 
“networks and stations] want to please 
our clients, but first they must please 
' their viewers . . . or there won’t be any 
' viewers for our clients to talk to. 
“Personally, I am convinced that the 
' broadcasters are giving the public what 
_ the majority of the public wants. And 
when I say the majority I don’t mean 
51%, I mean something much more 
like 91%. 
_ “Perhaps belatedly, but nonetheless 
' surely, the broadcasters as a whole are 
‘taking increasingly good care of the 
9% who want something other than 
entertainment for all their viewing and 
whatever that other percent may be 
who want something else for part of 
| their viewing. 
' “I have quarrelled frequently with 
| what is to me, as one of the minority, 
the scarcity of more intellectual and 
more artistic fare during the hours 
when I would like to look and listen. 
| But my quarrel grows less as time goes 
by. And I think the reason is this: 
| More To See ® “Television at its best 
_—and there is a great deal of this— 
and fm radio and our magazines and 
_hewspapers give us so much more to 
» hear and see and know about than any 
_ other people have ever had before that 
I think we should be thankful. Critical 
_ still, but thankful nonetheless. 

“This is not to say that I think we 
have no further to go—the public will 
_ have to decide, just as it always has. 
And I only hope that the broadcasters 
' will remember that whatever reason- 
| able programming the majority may 
' decide it wants there is also a smaller 
group that cannot be forgotten. 

“There have been times when I have 
followed the harsher critics’ line. But 
I think that I and some of my friends 
» have been selfish; or worse still, patron- 
izing: we thought that what we wanted 
would be better for everyone else. 

“Anyway, television programming is 
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Date 


Thur., April 14 
Fri., April 15 

Sat., April 16 

Sun., April 17 
Mon., April 18 
Tue., April 19 
Wed., April 20 


Program and Time 


Gunsmoke (10 p.m.) 
Rebel (9 p.m.) 

Danny Thomas (9 p.m.) 
Garry Moore (10 p.m.) 





ARBITRON’S DAILY CHOICES 


Listed below are the highest-ranking television network shows for each 
day of the week April 14-20 as rated by the multi-city Arbitron Instant 
ratings of America Research Bureau. 


Untouchables (9:30 p.m.) 
Twilight Zone (8:30 p.m.) 


Wagon Train (7:30 p.m.) 
Copyright 1960 American Research Bureau 


Network 


ABC-TV 
NBC-TV 
CBS-TV 
ABC-TV 
CBS-TV 
CBS-TV 
NBC-TV 


Rating 


35.2 
20.3 
28.8 
20.9 
aae 
27.1 
33.1 








not (agencies’) responsibility any more 
than publishing McCall’s Magazine or 
the New York Times. To place adver- 
tising or not in programs that are of- 
fered is our only choice. The idea of 
our insistence on any programming that 
any network or any station doesn’t want 
is a fiction and a libel on the advertis- 
ing agency business.” 


Summer rates, shows 
new for Westinghouse 


Westinghouse Broadcasting Co. is 
trying to make summertime a_ better 
television buy. In two steps toward 
this end, WBC stations are offering a 
more favorable discount for hot-weather 
advertisers and adding new summer 
programming. 

The discount structure, named “op- 
tional equation plan,” lets an adver- 
tiser buy at a 35% discount for 13 
weeks beginning June 5. However, he 
forfeits the 52-consecutive-week dis- 
count of 20%, dropping back to 15% 
for non-summer weeks. This works out 
to the same expenditure for a year- 
round advertiser. WBC sales vice-presi- 
dent A.W. Dannenbaum, explaining 
the move, said it recognized the fact 





Write your own 


Texaco Inc. has launched a tv 
commercial writing contest (to 
end in mid June) through more 
than 43,000 dealers in the U.S. 
and Canada. Motorists can pick 
up entry blanks and fill in their 
own messages in 50 words or 
less about Texaco’s gasoline. The 
entry blank presents a four-frame 
“storyboard,” depicts how it 
might be written by the profes- 
sional and provides blank spaces 
for the novice. 

Texaco acknowledged the con- 
test makes hay of the ‘“consider- 
able criticism directed at current 
tv commercials by the public” by 
inviting the viewer to try his own 
skill. Cunningham & Walsh is 
Texaco’s agency. 











that 
heat. 

The company also added some sum- 
mer programming innovations such as 
a new series called Night School; a 
documentary on Korea, Bow! of Dark- 
ness, and Critique, an examination of 
national moral fibre. 

WEC television stations are WBZ-TV 
Boston, KYW-TV Cleveland, WJZ-TV 
Baltimore, KDKA-TV Pittsburgh and 
KPIX (TV) San Francisco. 


AD TESTING 
Effectiveness guide 
offered by Graustein 


Lever Bros.’ marketing research di- 
rector last week suggested some ways 
to take the guesswork out of adver- 
tising. 

One of them is a refinement in 
Schwerin Research Corp.’s established 
testing method for tv commercials. An- 
other is a proposed industry plan to set 
up reliable “predictors” of advertising 
effectiveness. 

A.R. Graustein Jr. of Lever Bros. 
described the ideas for the New York 
Chapter of the American Marketing 
Assn. in a talk titled “Alchemy, Astrol- 
ogy and Marketing Research.” 

The Schwerin development has been 
given a working name, “Advertising 
Message Effectiveness Service.” In a 
test of a tv commercial, a consumer 
panel is given a choice of the test 
brand as a “door prize” before and 
after a commercial and program are 
screened. To arrive at message effec- 
tiveness, Schwerin removes from the 
sample those who selected the adver- 
tised brand on the pre-choice. Then 
the number holding each of several dif- 
ferent “attitudes” (regarding color, 
complexion care, other product quali- 
ties) about the brand is determined. 
Next, the number who post-selected the 
advertised brand is determined accord- 
ing to attitude. This gives an indicator 
for the relative power of each attitude 
as affected by the commercial, which 
motivate brand selection. 

The Test in Action ® Already, lim- 
ited experimental work has shown 
post-commercial swings “from a mark- 


all media suffer in the summer 
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edly negative influence to a positive 
influence so strong that 86% of those 
who became convinced of the claim 
shifted to the advertised product in the 
post-choice,” Mr. Graustein said. He 
didn’t name the product tested but said 
the 86% winner “was particularly in- 
triguing because the highly effective 
claim was not verbalized in the audio, 
but merely implied in the video” por- 
tion of the commercial. 

Mr. Graustein also outlined a non- 
partisan plan to find “predictors” of 
ad effectiveness. He asked his audience 
to work for the plan under auspices of 
Advertising Research Foundation or 
some other business group. His sample 


plan would work like this: 

Take a number of markets where 
new products are to be introduced. Set 
up a testing period, say 12 weeks. Es- 
tablish consumer test panels and de- 
velop questions which will help define 
each proposed predictor (attitude to- 
ward each of a spectrum of brands, 
“liking” for the advertising, believabil- 
ity, copy-point playback, etc.). Also 
establish current brand usage for a 
base. 

Interviews would be held prior to 
the first advertising and then repeated 
with the same panels every two weeks 
for the entire 12. The six flights of 
interviews then could be tabulated ac- 





cording to product tryers and holdouts, 
attitude changes or response to the prod- 
uct and length of trial. 

This would test the validity of the 
factors set up as predictors, indicating 
the time and force needed in advertis- 
ing to induce brand trial, Mr. Grau- 
stein believes. 

The speaker didn’t offer any pre- 
dictors for his technique. But it would 
achieve its objective, he said, “if it 
merely suggests that perhaps there may 
be simpler ways of attacking the ad- 
vertising effectiveness problem than are 
sometimes realized, and if it helps, 
however slightly, to get authoritative 
studies going in this area.” 





Silence might be muffling, particu- 
larly to a sponsor who buys time for 
his message, but Midas Inc., fast- 
growing producer of automobile 
mufflers, has ordered just that for 
one of its newest tv commercials. 

Animation Inc. has completed an 
animated “silence is golden” spot 
for use on NBC-TV’s Jack Paar Spe- 
cial Tuesday (April 26), to be co- 
sponsored by Midas and Elgin Na- 
tional Watch Co. It also will appear 
on NBC-TV’s The Plainsman and 


ay 


ve 


rattle... 








For Midas, silence is golden 


People Are Funny for Midas, which 
currently spends the bulk of its na- 
tional advertising budget in broad- 
cast media, mostly network tv. Tag 
line: “This commercial is almost 
completely muffled!!!” 

The “silence” commercial, one of 
a series produced through Edward 
H. Weiss & Co., Chicago, includes 
a brief “courtesy” announcement 
and 57 seconds of animated cue 
cards against a musical background. 
Other credits: Rolf Brandis, who 





produced the spot for the agency; 
Art Guse, storyboard; pianist-com- 
poser Jack Fascinato, who created 
the sound track (and who is “con- 
sidering” his own album, to be titled 
“Music to Muffle Your Motor By”); 
and Earl Klein, president of Anima- 
tion Inc. 

Other Midas commercials already 
completed in the present series fea- 
ture Ben Grauer (in live action video 
tape on the special) and professional 
actors in live action “documentary.” 
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food chains 
MUST be right 
about 
WDAY-TV! 


Every important food chain in Fargo uses big 
time on WDAY-TV — on a year-round basis! 


This does more than confirm the judgment of 
the large national advertisers who use WDAY-TV. 
Because these big local advertisers don’t have to 
depend on ratings, coverage maps or other printed 
material that may or may not tell the whole story 
of any station’s effectiveness. These local adver- 
tisers know their market and its preferences. They 
just simply can’t be wrong. 


PGW has all the facts. Ask your Colonel! 


WDAY-TV 


FARGO, N. D. © CHANNEL 6 


Affiliated with NBC 
PETERS, GRIFFIN, WOODWARD, Inc. 


Exclusive National Representatives 
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Jane Johnston speaks for Red Owl on 
the Red Owl Theatre on WDAY-TV 


Bill Weaver speaks for Super Valu in 
their very heavy spot schedule on 


WDAY-TV 
2 


Carol Olson speaks for Fairway-Super 
Fair in the Phil Silvers Show on 
WDAY-TV 


Glen Hanson speaks for Piggly Wiggly 
on “Bold Venture” on WDAY-TV 











4a 





1000 WATTS 


1270 KC 
SPRINGFIELD, MASSACHUSETTS 
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COLOMBIAN COFFEE ON TV 


Campaign sells awareness of its existence 


“Now exactly what is Juan Valdez 
trying to sell?” 

This question undoubtedly has 
crossed the minds of many New York 
tv viewers who have seen one-minute 
spot announcements on various stations 
featuring a “caballero” dressed as a 
typical Colombian coffee plantation 
owner. Coffee from Colombia??? 

“That’s precisely the main reason 
the sponsor, the National Federation 
of Coffee Growers of Colombia, de- 
cided to start its first advertising cam- 
paign in the United States,” commented 
Leonard L. Press, account executive for 
Doyle Dane Bernbach, which created 
the campaign. “Most Americans are 
not aware that Colombia produces cof- 
fee and that many of the better-quality 
coffee brands sold here use Colombian 
coffee predominantly.” 

The Federation budget for 1960 is 
$1 million, of which about one-third is 
in tv in New York alone. (The rest of 
the expenditure is in newspapers). This 
initial phase, Mr. Press recounted, be- 
gan in January and is educational in 
nature. Though no brand names are 
mentioned in the advertising, the Fed- 
eration hopes to spread its belief that 
Colombian coffee is the world’s finest; 
persuade consumers to ask for brands 
which contain Colombian coffee, and 
perhaps stimulate roasters and retailers 
to concentrate more attention on Co- 
lombian blends. Mr. Press estimates 
that about 25% of all coffee sold in 
the United States is the Colombian 
variety. The Federation’s advertising 
push is calculated to raise this per- 
centage. 

Travelogue ® The commercial, a hu- 
man-interest travelogue, stars the per- 
sonable Sefior Valdez. He is outfitted 
with such Latin-American accoutre- 
ments as a straw sombrero, and a 
“mulera” (a shawl), and usually is 
accompanied by a burro. Sefor Valdez, 
in real life, is Jose Duval, a New York 
singer, who, the agency felt, “looked 
the part.” He went on location in Co- 
lombia for the commercials with Mr. 
Press and Don Trevor, director of tv- 
radio for DDB, who served as producer. 
Mr. Press comments: “He proved to be 
a natural. Now when he walks New 
York streets in his plantation owner 
outfit, people recognize him and greet 
him: ‘Hi, Juan. You're Juan Valdez, 
the Colombian coffee man, aren't 
you?’” 

Some of the commercials are in bal- 
lad form. They shown Juan Valdez and 
a mule going down the mountain (pho- 
to above) with music accompaniment 
and audio: “This is the tale of Juan 


Valdez/ Stubborn Man, as the story 
says/ Lives way up on a mountain- 
top/ Growing the finest coffee crop/ 
Coffee/ Mountain coffee/ Coffee of 
Colombia/ Shades his trees from the 
burning sun/ Tends them carefully, one 
by one/ Picks each coffee bean by 
hand/ The finest coffee in all the land/ 
Coffee/ Shade tree Coffee/ Coffee of 
Colombia...” 


The campaign, according to Mr. 


Press, has created quite a stir. Congrat- 
ulatory letters have been written by 
roasters including Albert Ehlers Inc., 
the Nestle Co. and M.J.B. Co. The 
note from Albert Ehler Jr. pointed out 





COLOMBIAN CABALLERO 
Mountain grown coffee 


that sales have increased and added: 
“Perhaps some portion of this may be 
attributable to the Colombia ads.” 

William Bernbach, DDB president, is 
credited with having conceived the idea 
for the campaign. The script writer was 
Rita Selden and the art director was 
Bill Taulin. The music for the ballad 
was composed by Mitch Leigh of Music 
Makers Inc. and the lyrics by Mrs. 
Phyllis Robinson, vice president and 
copy chief of DDB. 

Mr. Press remarked that the agency 
and client are “highly pleased” with 
the initial tv campaign in New York. 
Future plans? Mr. Press replied: “We'll 
be evaluating our program in June. It 
could mean more tv markets in Colom- 


bia coffee’s future.” 


@ Business briefly 


Follow-up ® Joseph Schlitz Brewing 
Co. (for Old Milwaukee beer), through 
Gordon Best Co., Chicago, is mapping 
a radio-tv spot schedule in major cities 
as a follow-up to test campaign in three 
mid-west markets. Plans will be an- 
nounced in next fortnight. 

Keeps ‘Secret’ ® American Gas Assn., 
N.Y., has pledged sponsorship of The 
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BECAUSE HE INCREASED HER SALES 











of OVER THE PREVIOUS YEAR 
() ON JUST 1 MONTH! 







































































The only advertising of Mary Jane candies in March was one 
half-hour weekly on the BIG MAC SHOW, over WHDH-TV, Boston, 
through Ingalls Associates. After just one month on the air, sales 
jumped 90% over the previous year, the biggest March in history, 
according to Richard Gates, Sales Manager of the Charles N. Miller 
Company, makers of Mary Jane candies. You'll love the results 
Big Mac will get for you. Get aboard the Big Mac sales train today. 


Ll.€1.c2. 


1‘ 
NEW YORK ; 247 Park Avenue, MUrray Hill 7-7800 
CHICAGO =! 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS : = 1511 Bryan St., Riverside 7-8553 
LOS ANGELES | 4005S. Beverly Drive, CRestview 6-5886 
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SWEET TOOTH CROWD GORGES ON TV 


Candy billing up 23.6% in ’59, pet products, gasoline up too 


Here’s sweet news for television: tv 
was the leading national advertising 
medium for the confectionery industry 
in 1959. 


Television gross time billing for con- 
fectionery companies amounted to 
$26.2 million, up 23.6% over the $21.2 
million in 1958, according to data re- 
leased last week by the Television 
Bureau of Advertising. Simultaneously, 
TvB issued these reports on gasoline- 
lubricant and pet products advertisers: 


= For the first time, tv billings for 


Leading pet food brands 


gasoline-lubricant companies topped 
expenditures in any other medium, 
reaching $32.8 million, as compared 
with the previous high of $28 million 
in 1958. Spot tv represented $22.9 
million of the total and network tv, 
$9.9 million. TvB noted that gasoline 
companies are expanding the number 
of markets they are using, particularly 
through the addition of network tv and 
regional tv. 

= Pet product tv advertising jumped 
by 23.4% in 1959 to $14.4 ($7.7 
million in network and $6.7 million in 


spot). Television expenditures by pet 
product advertisers, TvB stressed, ex- 
ceeded 50% of the total spent in all 
media by the classification. 
Confectioners allocated $13.4 million 
to national and regional spot tv and 
$12.8 million to spot in 1959. A side- 
light revealed by TvB: in 1955 per 
capita consumption of confectionery 
products reached a low of 15.5 pounds; 
by 1958, it had risen to 16.4 pounds. 
Confectioners relate the consumption 
increase to television advertising. 


The leading petroleum advertisers on tv 


Spot Network TOTAL Spot Network TOTAL 
1. Purina Dog Chow (Ralston Purina) $627,520 $1,922,428 $2,549,948 1. Texaco $649,000 $5,816,000 $6,465,000 
2. Gaines Dog Meal (General Foods) 690,070 1,593,360 2,283,430 2. Shell Oil 2,452,000 112,000 2,564,000 
3. Surechamp Dog Food (General Mills) 413,350 612,706 1,026,056 3. Esso Standard Oil 2,014,000 292,000 2,306,000 
4. oa a (Quaker Oats) 41,260 957,946 999,206 4. Guif Oil 823,000 1,443,000 pty 
5. Rival Pet Fo 5. Sun Oil 2,039,000 = 039,000 
(Asscciated Products) 819,320 _ 819,320 6. Standard Oil (Indiana) 1,680,000 253,000 1,933,000 
6. Kasco (Corn Products) 638,480 _ 638,480 7. Socony Mobil Oil 564,000 1,140,000 1,704,000 
7. Dash Dog Food (Armour) _ 607,065 607,065 8. Atlantic Refining 1,543,000 —_— 1,543,000 
8. Sergeant Pet Care Products 9. Phillips Petroleum 1,324,000 — 1,324,000 
(Polk Miller) 6,050 544,686 550,736 10. Standard Oil (California) 1,222,000 — 1,222,000 
an toed a fo — 520,400 520,400 The above are gross time billings and do not include program costs. 

(Standard Brands) 469,220 — 469,220 
s onfectionery advertisers 
Leading pet food companies The top ten c Y + yf —— 
etwork Tv pot Tv 
Spot Network TOTAL Beech Nut-Life Savers $3,258,558 $2,250 $3,260,808 
1. Ralston Purina $627,520 $1,922,428 $2,549,948 American Chicle 1,370,019 1,804,780 3,174,799 
2. General Foods 850,820 1,593,360 2,444,180 Wm. Wrigley Jr. oo 2,749,420 2,749,420 
3. Quaker Oats 71,110 1,348,748 1,419,858 Food Manufacturers — 1,940,190 1,940,190 
. —— hnine ane 612,706 eeu Sweets Co. of America 1,787,939 152,050 1,939,989 
. Associa’ roducts , — e 

6. Standard Brands 811,690 — iso oss “ai. <a sane 

7. Corn Products Refining 638,480 — 638,480 eter Pau , = 
8. Armour & Co. tg 607,065 607,065 Hollywood Brands ; 675,950 254,180 930,130 
9. Polk Miller Products _ 595,741 595,741 New England Confectionery = 709,860 709,860 
10. Swift & Co. 529,600 — 529,600 Chunky Chocolate _— 688,810 688,810 





Secret World of Eddie Hodges, an hour- 
long musical comedy special scheduled 
for June 23 on CBS-TV (Thurs. 10-11 
p.m.). Formerly titled Eddie in Won- 
derland, the program stars Eddie 
Hodges as a boy whose imagination 
puts him in contact with his heroes and 
heroines. Agency: Lennen & Newell, 
N.Y. 


Elgin at wedding ® Elgin National 
Watch Co., Elgin, Ill., will sponsor 
CBS Radio’s two broadcasts covering 
the wedding of Princess Margaret at 
London’s Westminster Abbey May 6. 
A morning program, which will pre- 
empt House Party from 10:05 to 10:30 
a.m., will record the ceremony and 
highlights of the wedding pageantry. 
Another program from 7:45 to 8 p.m., 
titled A Princess Marries, will review 
the wedding day events. Agency: J. 
Walter Thompson, N.Y. 


Third ‘Wizard’ ® Benrus Watch Co. 
(Grey Adv.) and Stephen F. Whitman & 
Son, candy manufacturers (N. W. Ayer 
& Son), will repeat their co-sponsorship 
of The Wizard of Oz on CBS-TV Dec. 
11 (Sun. 5:30-7:30 p.m. EST). The 
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movie starring Judy Garland was spon- 
sored by the same advertisers on Dec. 
13, 1959, and was first seen on the net- 
work Nov. 3, 1956. 


Coke special ® The Coca-Cola Co., 
via McCann-Erickson, N.Y., will bor- 
row Pat Boone from Chevrolet for a 
one-hour musical salute to teenagers 
on ABC-TV June 27 (Mon. 9:30-10:30 
p.m. EDT). Entitled Swing Time, the 
special will also feature young singing 
stars Paul Anka, Frankie Avalon, 
Fabian, and others, as well as winners 
of the “Talentsville U.S.A.” competi- 
tion sponsored by local Coca-Cola Bot- 
tlers (BROADCASTING, Jan. 18). 


MBS buys ® Curtis Publishing Co., 
Philadelphia, has bought time for two 
of its magazines on Mutual. Saturday 
Evening Post has Tuesday announce- 
ments during MBS newscasts; Ladies 
Home Journal times its newscast com- 
mercials to a two-day period prior to 
newstand sale of the monthly publica- 
tion and continues campaign through 
first several days each issue is available. 
Agency: BBDO. Champion Spark 


Plugs, through J. Walter Thompson, 
N.Y. has purchased spots on Mutual’s 
weekday and weekend newscasts. 


Agency appointments 


= Greater Atlanta Rambler Dealers 
Assn. names Geyer, Morey, Madden & 
Ballard Inc., Detroit. 


® Fradelis Frozen Food Corp., L. A., 
appoints BeckmaneKoblitz Adv., that 
city, to handle advertising, merchandis- 
ing and sales promotion. An extensive 
three-month campaign in tv, radio, 
newspapers and trade publications be- 
gan March 28, according to the agency. 
Supermarket contests with multiple 
prizes have been introduced. 


® Carling Brewing Co., Cleveland, ap- 
points Lund-Heitman Smith, Honolulu, 
as its Hawaiian agency. 


= Sunbeam Corp. (electric appliances), 
Chicago, appoints Foote, Cone & Beid- 
ing, that city, to handle advertising for 
new product to be introduced this fall. 
Perrin-Paus, Chicago, will continue to 
handle appliances and other products. 
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EDITORS OPPOSE NEW REGULATIONS 


Poll at ASNE convention shows they favor self-regulation 


The nation’s newspaper editors are 
overwhelmingly opposed to more regu- 
lations or new laws as a solution to 
broadcasting’s problems. 

A poll of editors representing large, 
medium and small markets shows 
agreement that more government con- 
trol is not the answer to the problem. 
In general they feel the solution lies 
within the broadcasting industry itself. 

The broadcasting poll was con- 
ducted at the annual convention of the 
American Society of Newspaper Edi- 
tors, held April 21-23 in Washington. 
It was based on a spot check or cross 
section of editors representing news- 
paper-only and newspaper-broadcaster 
affiliations. 

Editors contacted showed an almost 
complete independence of thought in 
cases where broadcast properties are 
operated under common ownership. 
And in nearly every instance they in- 
sisted the inter-medium competition of 
newspapers and broadcasters had no 
affect on press reporting and commen- 
taries on the quiz scandals and payola 
charges. 

Those interviewed—and they repre- 
sented newspapers in New York, Chi- 
cago, Los Angeles, Henderson, N.C. 
and 14 other markets—took the posi- 
tion there are plenty of laws now, and 
plenty of regulations, too. The prospect 
of more bureaucratic control appalled 
them, though few showed any special 
fear that government entry into broad- 
cast program content might lead even- 
tually to censorship of newspapers. 

The editors chided broadcasters, 
especially those in medium and small 
markets, for a declared failure to offer 
responsible news coverage or to hire 
trained personnel. 

Special emphasis was placed by a 
number of editors on what they de- 
scribed as broadcasters’ failure to as- 
sume proper control over programming, 
with agencies, advertisers and package 
producrs described as the actual editors 
of broadcast programming. A number 
said broadcasters could avoid this type 
of criticism by employing the news- 
paper-magazine concept of open edi- 
torial-news space. Under this format, 
they emphasized, the advertiser has no 
control over programs. As applied to 
broadcasting, sales to advertisers would 
be based on separate announcement in- 
tervals independent of programs. 

Here are the comments of newspaper 
editors, with broadcast affiliation or 
ownership indicated: 


Milburn P. Akers, editor, Chicago 
Sun-Times: 'm opposed to more reg- 
ulation of broadcasting—and newspa- 
pers, too. Competitive aspects might 
have had a slight influence on news- 
paper coverage of broadcast scandals, 
but only in a few instances. 


Robert W. Brown, associate editor, 
St. Petersburg (Fla.) Times: Radio and 
television must capture control of pro- 
gramming from agencies and produc- 
tion firms. Already the scandals have 
had a favorable effect on programming. 
Newspapers featured the stories because 
these people involved in rigged quiz 
shows were household names. I doubt 
if inter-media competition influenced 
the way newspapers covered the scan- 
dals except possibly in such highly com- 
petitive markets as New York and West 
Coast cities. We need more legislation 
and regulation like we need a hole in 
the head. 


Turner Catledge, managing editor, 
New York Times (WQXR-AM-FM) 
and new president of ASNE: The FCC 
will not go any farther than the public 
will stand for. Pending legislation offers 
no particular threat to freedom of the 
press, which is the same as freedom of 
the air. There’s nothing worse than 
being neglected. Broadcasting can’t 
complain that it’s being neglected. Every 
industry must police itself. The solu- 
tion? Just keep going. 


Norman Chandler, former pub- 
lisher of Los Angeles Times and now 
president of Time-Mirror Co. (KTTV- 
[TV]): Government entry into the field 
of program content would be a calam- 





A proposal 


The establishment of a News 
Committee for Mass Coverage 
representing newspaper, wire serv- 
ices and broadcasting, was rec- 
ommended by John F. Day, vice 
president, CBS News, during a 
panel discussion last Saturday 
(April 23) at the annual conven- 
tion of the American Society of 
Newspaper Editors in Washing- 
ton. Mr. Day proposed the com- 
mittee be organized in Washing- 
ton to prevent such “mob cover- 
age” scenes as occurred during 
Nikita Khrushchev’s visit to the 
United States last summer. 











ity. Threats of new legislation and pro. 
gram controls do not offer a threat jp 
the near future to freedom of the press, 
The broadcasting industry must work 
out its own problems. 


Carl Corbin, editor, New Orleans. 
Item: Just one more good story. The 
equal time rule (Sec. 315) is unduly 
restrictive. Radio and television ar 
starting to meet their public imag 
problem by an information campaign, 
I doubt if program control would have 
any effect on freedom of the press. 


Henry A. Dennis, editor, Henderson 
(N.C.) Dispatch: They’re trying to 
regulate everything in Washington. The 
public will make the television people 
toe the line. We haven’t played up the 
quiz scandals unduly, merely carrying 
the AP stories just as we carry any 
other news. They’ve got too many laws 
and regulations now. 


Robert W. Goodell, president and 
editor, San Luis Obispo (Calif.) Tele- 
gram-Tribune: It was a heck of a good 
story. There’s no call for more legisla- 
tion or regulation just because of one 
or two crooked quiz programs. Once a 
government bureaucracy starts regulat- 
ing, it’s hard to stop. 


Norman E. Isaacs, managing editor, 
Louisville Times (WHAS-AM-TV): 
Coverage of the broadcasting scandals 
was not fanned out of proportion to the 
public’s interest just because the media 
are competitive. Some years ago the 
story involving newspapermen on the 
payroll of the Illinois governor’s office 
was given a big play by newspapers. 
All those shenanigans at the FCC 
haven't helped the broadcasters’ prob- 
lems. 


John S. Knight, president, Knight 
Newspapers Inc. (WAKR-AM-TV 
Akron, Ohio, WCKR Miami): I'm 
against government control. It’s the 
responsibility of the broadcasters them- 
selves. 


Robert Lasch, editor of editorial 
page, St. Louis Post-Dispatch (KSD- 
AM-TV): Broadcasters should become 
editors of their own programs. They 
show their capacity when they produce 
and control their own broadcasts. We're 
opposed to legislation and regulation as 
a solution to the problem. 


Robert C. Notson, managing editor, 
Portland Oregonian (KOIN-AM-TV 
Portland, WSYR-AM-TV Syracuse, 
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N.Y.): There’s a need to develop more 
sense of individual responsibility as 
proadcasting grows. Advertising con- 
trol over programs should be elimi- 
nated. More legislation and regulation 
are not the answer. Such regulations as 
the FCC’s Sec. 317 interpretation are 
silly. 


Dwight E. Sargent, editorial page 
director, New York Herald-Tribune 
(affiliated in ownership with Corinthian 
station): Broadcasters invited all this 
just as the corruption of a few union 
officials brought government and pub- 
lic wrath on organized labor. We han- 
died the scandals purely as a newspaper 
story of industry and government cor- 
ruption. At the Herald-Tribune we hold 
daily editorial conferences. At no time 
has anyone suggested playing up a 
scandal story or taking an editorial 
position because of competitive aspects. 
Nor did we contact anyone in our re- 
lated electronic interests (Corinthian 
stations) about how we should play 
these stories. We simply recognized the 
public’s intense interest in broadcasting 
corruption and covered the stories just 
as we covered the Illinois newspaper 
scandals when reporters were found on 
the governor’s payroll. I don’t know the 
answer but it definitely is not federal 
regulation or control. 


William P. Steven, executive editor, 
Minneapolis Star & Tribune (WCCO- 
AM-TV, Cowles stations): A federal 
regulatory agency should have no more 
power to control station program con- 
tent than to control the stories and 
editorials in newspapers transported by 
a truck or other public carrier. The 
broadcasting problem centers around 
advertiser impact on program content. 
Broadcasters should sell time between 
programs rather than sell programs. 
Newspapers have open space for their 
news and editorials—space not influ- 
enced by the advertiser. Federal broad- 
cast regulatory powers should be limit- 
ed to licensing of facilities and not 
what goes on the air. There’s no threat 
to freedom of speech or press in im- 
minent regulations or laws because 
broadcasting is directly licensed under 
federal law. 


Mason C. Taylor, editor, Utica 
(N.Y.) Observer-Dispatch & Press: The 
broadcasting industry is still going 
through the growing-up stage. The 
Scandal stories were played up because 
of public interest, not because news- 
Papers compete with radio and televi- 
sion. Extension of federal program 
control might eventually affect freedom 
of the press. Broadcasters should im- 
prove local news coverage and employ 
Competent news personnel. Disc jock- 
eys are just old-fashioned pitchmen. 


Kenneth D. Tooill, executive editor, 
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Pleased beginning ® The opening 
ceremonies of WBAL-FM Baltimore 
attracted some prominent Maryland 
citizens. Discussing the latest addi- 
tion to WBAL-AM-TV are (I. to r.) 
Charles McCabe, Hearst Corp. vice 
president; Dr. Peter Herman Adler, 
conductor of the Baltimore Sym- 





phony; Senator John M. Butler; D. 
L. Provost, Hearst Corp. vice presi- 
dent, radio-tv division; and Thomas 
S. Carr, WBAL-AM-FM vice presi- 
dent and manager. The addition pre- 
sents Maryland with its only am-fm- 
tv broadcasting service. WBAL-FM 
began broadcasting on April 11. 








Toledo (Ohio) Times: Regulations, leg- 
islation? Definitely not. It’s merely a 
matter of maturity, growing up. We 
went through all this in the newspaper 
business—yellow journalism, featuring 
of trivia. Broadcasting needs more com- 
petent management and more aware- 
ness of the public’s needs instead of 
catering to low-brow tastes. I watch 
television a lot. Local newscasts remind 
me of newspapers many, many years 
ago. A station will run 200 feet of film 
covering a minor accident or crime. 
The calibre of broadcast entertainment 
should be raised. 


M.E. Walter, editor, Houston Chron- 
icle (KTRH Houston): The quiz and 
payola scandals were not over played 
by newspapers. Actually most large 
newspapers own radio or tv stations 
and conceivably some might tend to 
play down these stories. All this has 
had.a salutary effect—improvement in 
programs, especially on radio. I couldn't 
believe public taste had descended to 
the musical level of some stations’ pro- 
gramming. A medium licensed by the 
government inevitably faces some gov- 
ernment controls. That’s why we op- 
pose federal aid to education. The gov- 
ernment would set standards and assert 
some control over the way schools are 
run. Tv, incidentally, has been a bless- 
ing to morning papers but a headache 
to afternoon papers. 


Don E. Weaver, editor Columbus 
(Ohio) Citizen-Journal (Scripps How- 
ard stations): You're just going through 
a period of convulsion. We went 
through it many years ago. It happens 
when a government tries to regulate 


ethics with laws. Federal broadcasting 
regulation should be limited to technical 
controls. If the FCC’s interpretation of 
Sec. 317 were applied to newspapers, 
I suppose we would have to put .an 
italic precede on a baseball story ex- 
plaining that tickets to cover the game 
were donated. 


J. Russell Wiggins, executive editor 
and vice president, Washington Post 
and past president of ASNE (WTOP- 
AM-TV Washington, WJXT [TV] Jack- 
sonville, Fla.): Laws and regulations? 
Just say I’m against it. 


SHARED PROBLEMS 
Newspaper-broadcast 
troubles analyzed 


Newspaper editors last week shared 
many of their freedom-of-speech limita- 
tions with broadcasters and many of 
the oft-heard charges of failure to pro- 
vide an enlightened service for public 
consumption. 

Common. broadcaster-newspaper 
problems were analyzed at the annual 
convention of the American Society of 
Newspaper Editors, held in Washing- 
ton April 21-23. Many of the editors 
and publishers went to New York for 
this week’s convention of the American 
Society of Newspaper Publishers. 

The editors invited outside criticism, 
and got it. Among critics were Clare 
Boothe Luce, author-journalist, and 
Marya Mannes, of Reporter magazine. 
They appeared at the annual dinner of 
the Women’s National Press Club, hon- 
oring ASNE, and took full advantage 
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of their topic, “What’s Wrong With the 
Press.” 

In a poll of a cross-section of ASNE 
members by BROADCASTING, the editors 
indicated almost unanimous objection 
to the enactment of new laws or ex- 
pansion of FCC program powers as a 
way of meeting broadcasting’s present 
problems (see story page 48). 

The Common Problem #® Frank 
Stanton, CBS Inc. president, addressed 
the April 22 luncheon of ASNE on the 
topic “Journalism-—Half Slave, Half 
Free.” 

Dr. Stanton said editors and broad- 
casters face grave issues in their fight 
for access to information on govern- 
ment activities. 

This is neither a duel between gov- 
ernment and journalism nor a luxury 
to the country, Dr. Stanton said, but 
rather a minimum essential to self- 
governed people. Dr. Stanton said 
journalism is “half free and half slave. 
It is free to give out information; it is 
not free to take in information.” 

Dr. Stanton said that passing resolu- 
tions against secrecy in government is 
not enough, and urged both broadcast- 
ing and newspapers to bring the matter 
to the people to create a “groundswell 
of public opinion.” 

In his opening remarks to the edi- 
tors, Dr. Stanton passed briefly over the 
accumulated differences between news- 
papers and broadcasting emphasized in 
press coverage of the quiz and payola 
crises. He noted that righteous indigna- 
tion about violence on tv often comes 
from papers which devote more space 
to wife-killings than to disarmament 
proposals, and that criticism of tv’s 
“Sunday ghetto” is seen in papers 
which restrict cultural features to Sun- 
day editions. Dr. Stanton, while saying 
he was “reluctant to conclude that this 
great gap between what you would wish 
of us and what many of you practice 
for yourselves results from a good, 
hard, practical concern for circulation” 
left the impression he thought just that. 

Newspaper Derelictions Mrs. Luce 
criticized newspapers for their failure 
to cover important issues and con- 
tributing to the debasement of popular 
tastes, arguments that had a familiar 
ring to broadcasters in the audience. 
She contended some newspapers “deem 
survival their first duty” and charged 
them with sensationalism in reporting. 

Miss Mannes took editors apart, 
contending network tv does a better 
job of informing the public in the 
limited time made available than news- 
papers are doing. She said many small 
stations default on their news responsi- 
bility. 

Newspapers are derelict in their fail- 
ure to provide news service that permits 
the public to develop balanced and 
informed opinions, she said, adding, 
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“Most of you have a monopoly. Why 
cater to the lowest common denomina- 
tor?” She commended some network 
news programs, especially those having 
“four or five experts who knock each 
other down” but spoke critically of 
tv’s “lust for violence.” 

Eugene Pulliam Jr., vice chairman 
of the ASNE Freedom of Information 
Committee, said news suppression in- 
volving “executive privilege” is setting 


back the continuing battle for th 
people’s right to know. He reporte 
“minimal progress” in the inter-medig 
effort to persuade the American By 
Assn. Canon 35, banning broadcast ang 
photographic coverage of court pro 
ceedings. J.R. Wiggins, Washington 
Post, retiring ASNE president, said the 
society will raise a fund to survey the 
news flow between Latin American na. 
tions and the United States. 


"60 TIMES SALES AHEAD OF ’59 


Government troubles, competitive pressures 
not hurting business, NAB estimates show 


Radio and television time sales in 
1960 will run well ahead of 1959. 

Estimates compiled from nearly 
1,000 stations by NAB point to a 
prosperous year for the _ industry 
despite unprecedented pressures from 
government agencies and competing 
media. Radio stations are more cheer- 
ful than they have been in many years. 

Here are the findings: 

= 3.2% median increase in 1960 to- 
tal radio revenues expected in com- 
parison to 1959; a year ago a 2.5% 
median increase was noted. 

= 6.8% median increase in 1960 
total television revenues expected com- 
pared to 7.2% increase predicted at 
this time a year ago. 

Breaking down the survey by radio 
stations, NAB found that 69.3% of 
those responding said they expect an 
increase in total revenue compared to 
last year; 7.3% expect a decrease, and 
23.4% predict no change. Last year 
57.6% expected an increase, 12.4% 
a decrease and 30% no change. 

In the television study, 85.3% of 
stations said they expect an increase 
in total revenues over 1959; 1.5% 
expect a decrease and 13.2% no 
change. A year ago 84% expected 
an increase, 4.4% a decrease and 
11.6% no change. 

Radio expects the largest percentage 
increase in total revenues to appear in 
major markets—2,500,000 million 
population and up, with a 7.6% rise 
estimated compared to 4.4% at the 
same time a year ago. Only one type 
of radio market—500,000 to 1,000,000 
—looks for a revenue drop. In this 
field, where radio competition is stiff, 
stations look for a 5.1% decrease in 
revenue; a year ago a 6.5% decrease 
was estimated. 

All market groups expect television 
revenue increases in 1960, ranging 
from 5.8% in markets of 500,000- 
1,000,000 to 9% in markets of 25,- 
000-100,000 population. 

A breakdown by percentage of sta- 
tions shows that 90% of radio stations 
in markets of 1,000,000-2,500,000 ex- 


pect revenue gains. No stations in this? 
market group expect a decrease. 

Even more optimistic are television 
stations, with all market groups e& 
pecting increases and 93.1% of stations 
in the 25,000-100,000 markets look 
ing for gains. Gloomiest of the tv mar 
ket groups are stations in the 250,000 
500,000 category, where 74.3% expect 
higher revenues this year. Tv is a little 
less optimistic than was the case a 
year ago but still expects more of 
an increase than was the case in 1958 
and 1957. 


Tv to double ad take 
in next five years 


Television will double its advertising 
revenue in the next five years. That 
was the goal set by the TvB board last 
week at its semi-annual meeting. To 
meet it, tv’s annual revenues will have 
to reach $3 billion by 1964’s end. 

Otto Brandt of KING-TV Seattle, 
chairman of TvB, was confident the 
goal could be reached “through hard 


work and the power of television.” He | 


thought tv not only would meet its 
own objectives but also contribute its 
part to a 50% increase in total adver 
tising revenues during the next five 
years. 

Norman E. Cash, TvB_ president, 
predicted the top 100 advertisers will 


be spending 25% more five years from 
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now. He thought the fastest growti} 


would come in retail advertising—up” 


100% from 1959. 

The TvB board also set a goal of 
300 members by 1961. This compare 
with 262 members now, composed @ 
stations, networks and station repre 
sentatives. In addition, the board ap 
proved associate membership for ae 
credited colleges and universities. 

The board meeting was held Thu 
day (April 21) at Boca Raton, Fla., if 
conjunction with the annual meetin 
of the American Assn. of Advertising 
Agencies (see page 36). : 


The Media continues on page 76 
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tW Spokane, Washington 
y§ Seattle, Washingten 
yA Yakima, Washington 

w Portland, Oregon 

jl Eugene, Oregon 
1¥ Sacramento, California 
qW San Francisco, Calif. 

} Fresno, California 
AK Bakersfield, California 
th Los Angeles, California 
$) San Diego, California 
PX Salt Lake City, Utah 


Sle os 


Fort Worth, Texas 
Houston, Texas 

San Antonio, Texas 
Boston, Massachusetts 
Cleveland, Ohio 
Pittsburgh, Penna. 
Washington, D. C. 
Minneapolis, Minnesota 
Baltimore, Maryland 
Buffalo, New York 
Scranton, Pennsylvania 
Springfield, Mass. 


Jacksonville, Florida 
Champaign, Illinois 
Macon, Georgia 
Youngstown, Ohio 
Milwaukee, Wisconsin 
Tulsa, Oklahoma 
Columbus, Ohio 
Dayton, Ohio 
Charleston, S. Carolina 
Richmond, Virginia 
Toledo, Ohio 


MINUTES 


in television! 


WNHC New Haven, Connecticut WTVW 


WS M Nashville, Tennessee 
WTAR Norfolk, Virginia 
WREC Memphis, Tennessee 
KAKE Wichita, Kansas 

KMBC Kansas City, Missouri 
WXYZ Detroit, Michigan 

KF SA Fort Smith, Arkansas 
WISH _ Indianapolis, Indiana 
KRNT Des Moines, lowa 
WDSU_ New Orleans, Louisiana 


WRGEP 
KLRJ 
KOOL 
wow 
KTSM 
K 0B 
WLOF 
WAFB 
KTVO 
WEN 


Evansville, Indiana 
Chattanooga, Tennessee 
Las Vegas, Nevada 
Phoenix, Arizona 
Omaha, Nebraska 

El Paso, Texas 
Albuquerque, N. Mexico 
Orlando, Florida 

Baton Rouge, Louisiana 
Ottumwa, lowa 
Chicago, Illinois 

















RADIO-TV TAKE OFF IN AIRCRAFT 


157 stations fly 138 planes, 34 helicopters; 50 own their own 


So you think maybe you could use 
a plane or helicopter at your station? 

You may be more ready than you 
realize, but don’t leap before looking. 

Possibly you’re ready now if at 10:30 
tomorrow morning you could say to 
your secretary, “I’m flying up to Next 
Town to address the Retail Merchants 
Assn. lunch. After that I'll fly over to 
Nearville and call on the new regional 
bakery account and catch that beer 
prospect. Be back at 4.” It’s more 
likely you’re ready if tomorrow at 4 
you also could tell your airport serv- 
iceman, “Gas her up. One of the disc 
jockeys has to get down to Collegeburg 
this evening for a record hop.” 

A station plane or ‘copter will earn 
your organization a high profit in pres- 
tige, but if this is your only reason, you 
probably are not ready for one. Un- 
less, that is, you have no economy- 
minded board of directors or stock- 
holders to review the operating costs 
of your fancy “prestige” machine. 

Not ‘Just for Fun’ ® And it’s highly 
unlikely you’re ready if your reason is 
simply because it would be “fun.” Busi- 
ness aircraft are for just that—business. 
The “fun” is there, too, but it’s inci- 
dental. Like driving your station car 
up the mountain to the transmitter on 
a balmy spring day. 

But station-owned and _ chartered 
planes and ’copters are much more than 
fast and flexible transportation for sta- 
tion executives and talent who must 
pack three days’ work into one (and 
who like to be home for dinner, too). 
These business aircraft now are serv- 
ing regularly as accepted technical 
tools in news coverage, traffic report- 
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ing and special events programming, as 
well as publicity, promotion and com- 
munity service such as search and 
rescue or mercy flights. 

In terms of the dollar, the economy 
of flying business aircraft may not be 
fully documented yet for many radio- 
tv stations. But those outlets using 
planes report very high returns in sav- 
ings of time, plus prestige, and in some 
cases the aircraft has been the only 
means to cover a big news break or 
keep a business date in a distant city. 
Safety is cited as an important plus, too. 

Who flys? How much? Why? What 
does it cost? Operating problems? Ad- 
vantages? And speaking of safety, 
what’s the accident record? 

Finding the Answers ® To find the 
answers to these questions which every 
station operator asks when he is think- 
ing about buying or -leasing business 
aircraft, BROADCASTING surveyed the 
nation’s 4,000 radio-tv stations for their 
actual experiences. Here are highlights 
from the returns: 

® 157 radio-tv stations reported they 
fly 34 helicopters and 138 planes, most 
on a regular basis, some occasionally. 

= Of the 157 stations flying, nearly 
one-third (50 stations) said they own 
their own aircraft, representing four 
helicopters and 48 planes. KMPC Los 
Angeles owns two ‘copters; WPEN 
Philadelphia and WGH Newport News, 
Va., each own one. KWRT Boonville, 
Mo., was the only station reporting 
ownership of two planes. Some stations 
now are on their second or third 
plane, having used them for quite 
some time. 

= The remaining 107 stations rent 


or lease their aircraft on weekly, 
monthly and per-use bases. Rental and 
lease costs range broadly, depending 
on type of aircraft, market, and wheth- 
er a pilot is supplied, but light planes 
average in the $15-20 per hour bracket 
while helicopters, more complex mech- 
anisms requiring careful maintenance 
and operation, generally fall in the $55- 
$100 per-hour area. There are excep- 
tions ranging to extremes in both di- 
rections. 


= Of the 107 stations renting or leas- 
ing their planes, 18 reported trade 
deals with the airplane charter firms. 
No standard policy appeared to gov- 
ern these “trade-outs.” In some cases 
mere air credits pay the tab. In others 
spot advertising exchanges are in- 
volved. 


= Seven stations maintain their own 
private landing sites. The others use 
regular commercial airports. 

= At one-half of the plane-operating 
stations (78), the pilots of the planes 
also have other responsibilities in the 
radio-tv operations. Thirty-two are 
executives such as presidents or get- 
eral managers; 12 are newsmen, 8 engi- 
neers, 5 program directors, 4 announc- 
ers and one production manager. For 
21 others, their alternate station posi- 
tions were not detailed. In a few in- 
stances stations have fulltime pilots, but 
in most other cases the stations obtain 
pilot services along with their lease or 
rental aircraft. 

= What do these 157 stations use 
their aircraft for? News coverage, more 
than 80% replied (128 stations): traf- 
fic reporting, 46 stations; farm pro- 
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4 Picture shows WHIZ-TV Zanes- 
ville, Ohio’s Cessna-172, popular 
model ($14,000). For details on all 
station aircraft, see table page 62. 


ming, 19 stations; special events, 
109; publicity and promotion, 90; sales 
calls, 58; executive travel, 69, and com- 
munity service such as search and res- 
cue, 47. 

s How many hours a week do they 
use them? A hard question, since the 
flying hours range widely from just an 
occasional hour to as much as 50 hours 
weekly (WPEN Philadelphia’s helicop- 
ter). But the most quoted average ran 
5-10 hours weekly. 

# While flying, 64 radio stations 
(over 40%) reported they originate live 
programs. One tv station—KTLA (TV) 
Los Angeles—reported live tv program- 
ming from its helicopter (see story, 
page 56). Another 95 said they tape or 
film in the air. 

= Of 99 stations answering a ques- 
tion on whether they obtain specific in- 
come from their planes, 43 said yes. 
Also asked if they feel their planes 
“pay their own way,” 42 out of a total 
7] respondents said yes, 35 said no. 
Others did not answer these questions. 

® Rarely does weather appear to in- 
terfere significantly with plane opera- 
tion. Some are instrument-equipped 
for all-weather flying. In a few in- 
stances stations commented how planes 
have helped them overcome the haz- 
ards of winter driving. 

# Only five of the 157 stations re- 
ported accidents, none serious to per- 
sonnel and only two causing extensive 
damage to the aircraft. 

Radio-tv stations are holding their 
own as a category in general business 
flying, based on statistics compiled by 
National Business Aircraft Assn. Inc., 


Washington. NBAA works hard for 
air safety and effective development of 
business aircraft use. It feels that big 
multi-engine business aircraft should be 
flown by professional pilots in order to 
assure the most efficient overall utiliza- 
tion of the aircraft and for long-range 
economy. NBAA, however, feels that 
the businessman who is properly trained 
can pilot the lighter planes safely. 

Other heavy users of business planes 
are such fields as petroleum and large 
manufacturing corporations. Total 
hours flown in business planes this past 
decade have more than doubled, with 
business flying in 1959 totaling 855 
million miles and 5.7 million hours— 
1.8 million hours more than the com- 
mercial scheduled airlines. 

The average light business plane 
averaged about 200 hours last year. 
Many radio-tv station planes did much 
better than that. 


Agencies, networks 
use airplanes, too 


Stations are not the only users of 
business aircraft in the broadcast field. 
Networks and agencies use them too. 

NBC on occasion uses the private 
plane of parent RCA when the net- 
work’s executives cannot meet their 
schedules on _ regular commercial 
planes. CBS has a second-hand DC-3, 
but is very reluctant to talk about it. 
It’s used mostly by CBS Inc. Chairman 
William Paley, President Frank Stanton 
and division heads, CBS said. 

CBS News was the first customer 
for the DC-4 flying video tape unit 
which MVT Television, New York, ac- 
quired last fall as part of its mobile 
vtr color/monochrome fleet. CBS News 
used it to cover President Eisenhower’s 
foreign trip last December. The DC-4 


vtr plane is completely self-sustained, 
including living quarters for a crew of 
20. Cost: $400 per flying hour. 

NBC last fall leased a Convair 440 
to shuttle its news crew from city to 
city just ahead of Mr. Khrushchev. 

Benton & Bowles and Campbell- 
Ewald Co. appear to be the only major 
radio-tv agencies operating their own 
aircraft today. Benton & Bowles has 
just acquired a new plane to replace 
an earlier model. it regularly visits 
places like Cincinnati where client 
Procter & Gamble is headquartered. 

Ward Stevenson, president of Gen- 
eral Public Relations, Benton & Bowles 
subsidiary, flies his own plane on busi- 
ness, about four hours a week. It’s a 
Piper Apache Twin, a luxury model 
among light personal planes. 

Detroit-based Campbell-Ewald has 
been flying its own plane to contact 
clients for three years and used it dra- 
matically several months ago when 
agency President Thomas B. Adams 
flew into the United Aircraft port at 
Hartford, Conn., and landed the ac- 
count. Mr. Adams, a Navy bomber 
pilot during the war, sometimes takes 
the controls after the plane is up. Ron 
Kimmler is the agency’s professional 
pilot. C-E now has an Aero Com- 
mander, earlier flew a Cessna-310. 

McCann-Erickson has no plane, but 
on occasion its president-chairman, 
Marion Harper Jr., will lease one for 
himself and others at the agency to 
keep a client date or make a quick trip 
for a speech. 

Kudner Agency once had three 
planes operating to help service the 
GM account, no longer in its port- 
folio. The planes were sold. Kudner’s 
former head, Jim Ellis, was said to 
have been “at his best creatively” when 
flying. 





One of the most luxurious com- 
pany airplanes in use in broadcast- 
ing is owned by the Storer Broad- 
casting Co. 

It is a Howard Super Ven- 
tura. It’s a custom conversion of a 
World War Il Lockheed Ventura 
PV-1 patrol bomber. Howard Aero 
Inc., San Antonio, Tex., does the 
major transformation of these surplus 
Navy craft, turning out plush execu- 
tive planes which can cost $500,000 
or more for the finished package. 

(Picture to the right shows a 
Howard Aero craft similar to the 
Storer plane.) 

The Super Ventura is a twin-engine 
craft which cruises at 300 mph for 
over 2,000 miles and at lower speeds 
up to 3,000 miles. Howard Aero has 





Storer Broadcasting’s Howard Super Ventura 


rebuilt the shallow bomb bays under 
the cabin floor into two baggage com- 
partments. Since the Ventura was a 
bomber, the fuselage had no win- 
dows. This permits Howard Aero to 
install any type windows desired by 
the customer and picture windows 
are popular. Cockpit windows have 


been redesigned and fitted with safety 
glass. They’re bird proof. 

When Howard Aero starting sell- 
ing the conversions several years ago, 
the basic cost of the transport was 
$296,800. With more powerful en- 
gines the basic transport cost was 
$385,525. In addition to this, cabin 
interiors cost $30,000-35,000 and 
electronic equipment $35,000-110,- 
000, depending on customer desires. 

The Storer plane is registered as 
N20S. The plane is based in Ft. 
Lauderdale. In Washington it hang- 
ars at Butler Aviation, Washington 
National Airport. 

Butler said the Storer craft is 
there “at least a hundred times every 
52-week period. It’s in and out a 
couple of times a week.” 
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How planes are used 
by station groups 


Seven group station interests reported 
they fly their own aircraft as an effi- 
cient means of communication among 
their properties. These include Cascade 
Broadcasting Co., Crosley Broadcast- 
ing Corp., Griffin Broadcast Group, 
Inland Broadcasting Co., C.A. McClure 
Stations, Jerrell Shepherd Stations and 
Taft Broadcasting Stations. An eighth 
multiple owner, Storer Broadcasting 
Co., is perhaps the most air-minded of 
all. Storer did not return a BROADCAST- 
ING questionnaire, but information on 
its aircraft was obtained from other 
sources (see box page 53). 

Tom Bostic, part owner and general 
manager of Cascade, flies the group’s 
seven-passenger Beechcraft Bonanza 
Twin-DS50A. It averages 15 hours a 
week in the air. Mr. Bostic said the 
plane “enables us to place our executive 
and sales personnel at the disposal of 
our seven stations more economically 
and more easily than is possible by 
commercial airlines.” 

Fully instrumented for all-weather 
flying, the plane can cover 1,500 miles 
nonstop, linking Cascade’s KIMA-AM- 
TV Yakima, KEPR-AM-TV Kenne- 
wick-Pasco-Richland, KKWIQ Moses 
Lake, KBAS-TV Ephrata, all Wash., 
and KLEW-TV Lewiston, Idaho. The 
plane is used for news and special 
events as well as for sales calls and 
executive travel. 

Crosley Broadcasting since 1958 has 
been using its $160,000 Aero Com- 
mander-680 for efficient communication 
among its related properties, WLW and 
WLWT (TV) Cincinnati, WLWC (TV) 
Columbus, and WLWD (TV) Dayton, 
all Ohio, and WLWA (TV) Atlanta, as 
well as for live news programming and 
client service. 

In addition, WLW began leasing a 
Bell helicopter in the fall of 1958 to 
put Police Lt. Arthur H. Mehring in 
the air for traffic reporting, now spon- 
sored 10 hours weekly by Shell Oil Co. 

Operating Cost Details = Crosley’s 
Aero Commander ranges 1,100 miles, 
carries seven and is fully equipped for 
all-weather flying. Crosley said it costs 
$120 per hour to operate (including 
fulltime pilot), $93,600 annually (in- 
cluding maintenance and depreciation). 
It averages 15 hours a week in the air. 
President Robert E. Dunville sometimes 
takes the controls. 

The helicopter costs $48,750 a year 
($93.75 per hour), leased from Heli- 
copter Airlift Inc. Both craft are used 
for tv filming too. 

Lt. Mehring’s flying airtime earns 
regular talent fees of $580 a month, but 
he requested WLW to pay this directly 
to the police department’s education 
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fund for training personnel in accredited 
schools outside the city. 

“Flexibility of movement is prob- 
ably the greatest single advantage in 
having our own airplane,” Mr. Dunville 
said. “We are able to eliminate the re- 
strictions of schedules, we have easier 
access to our own stations and other 
places of appointment because we can 
land the plane at small airports usually 
closer to mid-city than regular airports, 
or even in fields.” 

Safe and Dependable ® James C. 
Leake, president of the Griffin Broad- 
cast Group, pilots his group’s Aero 
Commander about 200 hours annually 
and commercial pilots are hired at other 
times, plus other planes, to meet news 
or business requirements. “We fly all 
over the U. S.,” Mr. Leake said. “We 
find that the airplane in times of bad 
snowy weather and slick roads is a 
much safer and more dependable trans- 
portation facility than an automobile if 
you are traveling any distance,” he 
added. “We use the airplane so many 
different ways it would take several 
pages to list them.” 

The Griffin Broadcast Group includes 
KTUL-AM-TV Tulsa, KATV (TV) 
Little Rock and KWTV (TV) Okla- 
homa City, with general offices in 
Muskogee, Okla. 

Mr. Leake said the plane was used 
several weeks ago to fly air personali- 
ties from Tulsa to a lunch appearance 
in McAlester, Okla., 110-115 miles dis- 
tant, making it in plenty of time after 
one did his regular 11:30 a.m. news- 
cast. Following the lunch they quick- 
ly returned to Tulsa for their tight 
afternoon schedule. 

The plane makes frequent business 
trips to New York. During competitive 





City ‘trade-out’ 


While several stations have fly- 
ing policemen reporting on the 
air, WJOB Hammond, Ind., 
worked a unique trade deal with 
local officials to produce its suc- 
cessful schedule of flying traffic 
and weather reports by Officer- 
Pilot Les Downing. WJOB con- 
ducted a listener contribution 
campaign to buy $11,500 worth 
of Cessna-172 Special for the po- 
lice department. 

Officer Downing flies five hours 
a day catching speeding motorists 
(painted lines on roads at inter- 
vals permit precise clocking) and 
in other police work. In late after- 
noons he reports on-the-air for 
WIJOB. He’s helped 13 other 
cities in the U.S. and Canada es- 
tablish their own air police forces 
since WJOB obtained the plane a 
little more than a year ago. 














tv hearings in Washington before the 
FCC, Mr. Leake used it to fly his 
voluminous exhibits to Washington, 
Griffin reported its Aero Commander 
was acquired in April 1957 for $120, 
000. It operates at 20¢ a mile or $35 
an hour, the firm said. 

Spreading Talent Efficiently ® Mervin 
V. Ling, president and general manager 
of Inland Broadcasting, flies the group’s 
1959 model Cessna-172 an average of 
six hours a week among the three In. 
land stations which he _ supervises; 
KAYT Rupert and KWEI Weiser, both 
Idaho, and KACI The Dalles, Ore. “Our 
main success story,” he reported, “ig 
the fact that the shortage of real engi. 
neers with first phone licenses has not 
hurt us. Fast transportation allows us to 
transport our technical director where 
needed in emergency.” 

From Rupert to The Dalles, for in. 
stance, is 12 hours by car, mostly moun- 
tain driving. Flying time is 3’ hours, 
The plane also is used for news, special 
events and sales calls. It cost $10,500, 
operates at $4.80 per hour. Annual 
cost is figured at approximately $2,000. 

Jerrell A. Shepherd, former air force 
flying instructor, uses a $15,500 Piper 
Comanche to tie together his Missouri 
properties, KNCM Moberly and 
KHMO Hannibal. He sold KLIK Jef- 
ferson City, Mo., last year. The group's 
first plane was a Cessna-182 (1957). 

C. A. McClure, president and ger 
eral manager of WGBA Columbus and 
WCHK Canton, both Georgia, and 
WULA Eufaula, Ala., said the “man- 
agement, engineering and accounting 
phases of all stations are supervised on 
a regular basis by air travel in the 
company-owned airplane,” a $11,000 
1958 model Cessna-182. Besides Mr. 
McClure, F. Keith Brown, vice presi- 
dent and chief engineer and two other 
Station employes, pilot the plane. It 
costs $12 an hour to operate, $5,500 
annually (including depreciation). 

Taft Broadcasting Stations reported 
its president, Hulbert Taft Jr., as well 
as its director of engineering pilot the 
group’s Cessna-310 an average of eight 
hours weekly. The $78,000 plane was 
acquired in July 1955. Taft said it costs 
$55 an hour to operate, $33,000 an- 
nually. It’s used mostly for sales calls 
and executive travel, but also some pub- 
licity and promotion. 

“We use our airplane to get to our 
stations and to other places with such 
outstanding time-savings to executives, 
program and sales personnel, that we 
do not consider any one use worthy of 
comment,” the Taft group reported. 
Taft stations include WKRC-AM-FM- 
TV Cincinnati, WTVN-AM-FM-TV 
Columbus, Ohio, WBRC-AM-FM-TV 
Birmingham, WBIR-AM-FM-TV Knox- 
ville (30%) and WKYT (TV) Lexing- 
ton, Ky. 
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The new Hughes 269A cuts helicopter 
costs in half—with lower initial cost, 
lower operating costs, lower mainte- 
nance costs. Hughes engineers took a 
fresh, objective look at helicopters. They 
came up with a new compact 2-place 
design, emphasizing simplicity. They 
built it light, yet sturdy. 

In exhaustive military tests and in com- 
mercial demonstrations, the 269A was 
cheered by pilots who have “flown them 
all"—for nimble performance, quick 
control response, dependability, ease of 
maintenance. 


HUGHES TOOL COMPANY °« AIRCRAFT DIVISION 


CULVER CITY 7, CALIFORNIA ¢ UPTON 0-7111 
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With this helicopter, you save precious 4 


time and avoid the strain of today’s 
traffic. You move from your door—to 
office—or to appointments with ease 
and comfort. 


At $22,500, virtually one-half the price 
of comparable helicopters, together 
with drastically reduced operating 
costs, the Hughes helicopter is the best 
buy in business air transportation today. 


Get all the facts. Write on your letter- 
head or use the coupon. 


NOW YOU 
CAN AFFORD A 
/AHELICOPTER 


Director of Customer Relations“ ‘ Dy, 

HUGHES TOOL COMPANY, Aircraft Division 

Culver City 7, California ey" 

(0 Please send complete information on the 
Hughes Helicopter. 

(0 | would like to arrange for a demonstration. 


Name 





Title 





Company. 
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THE WHIRLYBIRD STORY 


Maneuverability provides an extra plus 


Putting a helicopter in the air 
equipped to originate live tv takes more 
than exceptional technical skill, pa- 
tience and a big bag of money. Tears 
go with the triumph too. 

KTLA (TV) Los Angeles, which 
claims it is the only station in the 
world to telecast live from the air on 
a regular basis, learned this in 1958 
when it tackled the problem. NBC-TV 
did too this last New Year’s Day when 
it put in the air a ‘copter specially 
rigged with experimental gear to tele- 
cast live, in color, from Pasadena’s 
Rose Parade. 

John Silva, KTLA chief engineer, 
began actual physical work on the 
“telecopter” project in January 1958. It 
was preceded by three years of pre- 
liminary planning. First major obstacle 
was to get the live tv signal from the 
‘copter to KTLA’s transmitter atop Mt. 
Wilson, north of Los Angeles. There 
were three alternatives: (1) Brute force 
—a high-power transmitter to beam the 
signal in all directions, thereby elimi- 
nating the need for any precise position 
for the antenna; (2) homing—using ex- 
isting microwave links with a servo- 
mechanism and automatic direction 
finding equipment to keep the trans- 
mitting dish in line with Mr. Wilson’s 
receiving dish, and (3) compromise— 
using a semi-nondirectional antenna 
that would transmit equally in all di- 
rections horizontally and be directional 
in the vertical axis. 

Compromise ® Methods one and two 
were impractical because of weight, 
power and maintenance. So the No. 3 
compromise evolved as Mr. Silva 


KMPC’s ‘AIRWATCH’ OVER Los ANGELES 


RAC RR Er 


worked with General Electric engineers 
to compress GE’s 65-ft. helical uhf 
antenna into a 3-ft. unit. 

Since the “workhorse” Bell-G2 heli- 
copter was to be used, all electronic 
gear (originally estimated at 2,000 Ibs. 
minimum) had to be redesigned. The 
Bell G-2, after counting pilot, passenger 
(tv engineer-reporter) and just a half 
a tank of gas, could carry only a maxi- 
mum 400 Ibs. cargo under federal avia- 
tion law. Bigger helicopters would be 
unmaneuverable for news work and 
impossible economically. 

Mr. Silva and his crew did the radical 
redesign work at the machine shop of 
Paramount Pictures, KTLA’s owner. 
Two boxes were designed to ride on 
the ’copter’s landing skids and carry 
most of the gear. The GE vidicon cam- 
era ‘(with zoom lens), monitor and 
audio-video controls went inside the 
“bubble.” It all scaled out at 460 Ibs. 

But it was rejected. CAA law meant 
400 Ibs., no more. The crew redesigned 
again, substituted transistors for-tubes, 
cut holes in the already light aluminum 
panels. Result: 368 Ibs. 

Now to pick ‘copter and crew. It was 
decided then to lease from an experi- 
enced organization rather than pur- 
chase. KTLA chose National Helicop- 
ter Service and Engineering Co., Van 
Nuys, Calif., headed by Dick Hart, 
president, then 32, and Bob Gilbreath, 
vice president in charge of operations, 
then 31. The latter, considered one 


of the five top ‘copter pilots in the 
world, flys KTLA’s tv craft. 

Cloak and Dagger ® To preserve 
KTLA’s status in the intensely-com- 








Pilot Max Schumacher is ready to fly one of station’s twins 
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petitive radio-tv community, the jp. 
stallation of the tv gear was a secret 
project carried out cloak-and-cdagger 
style in the back yard of Mr. Hart’ 
home in Studio City. After weeks of 
sweat, tinkering and testing, it was fip. 
ished. On July 3, 1958, the ’copter was 
taken in shrouds to the airport for 
its first test flight. 

The tv system didn’t work. 

All that day and into the night the 
crew re-built, checked and tested. Op 
July 4 back into the air. Mt. Wilson 
got a picture on its monitor. Hazy, but 
it was there. More testing. More re. 
finements.. 

On July 24 a group of civic, military, 
fire and police officials gathered at the 
police academy to witness a demonstra- 
tion ‘copter-cast. On July 29, KTLA 
viewers saw the first of the ’copter’s 
regular news telecasts. On eight-hour-a- 
day, seven-day-a-week stand, the ’cop- 
ter is now used almost every day, as 
often as seven times in one day. It has 
covered forest fires, house fires, auto 
accidents, police chases, landslides, 
civic construction, drownings, suicide 
attempts and a host of other news 
stories. 

What does it cost? The electronic 
gear cost $40,000 and another $50,000 
went into engineering and development, 
The ’copter lease runs about $100,000 
annually. 

Money Maker ® But it makes money 
too. Its promotion impact was described 
as “fantastic.” In the first four weeks 
following its debut, KTLA salesmen 
signed a record $510,000 in local busi- 
ness. And early last year it was re- 
ported Procter & Gamble and Philip 
Morris signed for $250,000-worth of 
*copter news commentary by Clete 
Roberts. 

KTLA now flies an updated version 
of its telecopter, a Bell-47J. Tv gear 
has been further refined and contained 
inboard. The transmitting antenna has 
been equipped with a gyroscope, allow- 
ing greater maneuverability for the 
craft without loss of picture. In a test 
flight last year, a strong signal was 
obtained from as far south as San 
Diego and as far north as Santa 
Barbara. 

NBC-TV Color-’copter ® NBC-TV 
recounted a similar tale of blood, sweat 
and tears getting its color telecopter 
into the air for air shots of the Rose 
Parade. Using a leased craft, technical 
crews labored long days to lick critical 
problems of weight, balance and vibra- 
tion. 

A 125-lb. 1,500-w Onan generator 
was hung outboard to power the tv gear 
which included RCA’s experimental! 24- 
lb. 380-transistor color tv camera. This 
midget color vidicon is being developed 
under the supervision of RCA engineer 
Leslie (Doc) Flory. Four days before 
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NOTICE TO EDITORS—For more than 30 years, Metropolitan 
Life has sponsored advertising messages on national health and 
safety. Because of public interest in the subject matter of these 
advertisements, Metropolitan offers all news editors (including 
radio news editors) free use of the text of each advertisement in 


this series. The text may be used in regular health features, 
health columns or health reports with or without credit to 
Metropolitan. The Company gladly makes this material avail- 
able to editors as one phase of its public-service advertising in 
behalf of the nation’s health and safety. 





Some things you should know about... 


Excessive 


Most Americans either leave alcoholic beverages 
alone entirely—or drink moderately and sensibly, 
mainly for social and special occasions. 


Unfortunately, however, there are 5 million men 
and women in our country who cannot control their 
drinking—and most of them break down socially, 
emotionally and physically. Inevitably, they also 
damage the lives of their families and other people, 
sometimes in the most tragic ways. 


Since alcoholism is a most important health prob- 
lem, it deserves our attention. These questions and 
answers may give you a better understanding of it. 


Why do people become alcoholics? 


Medical science does not yet know the precise cause 
or causes of alcoholism. Authorities agree, however, 
that emotional difficulties—tension, worry, guilt, 
and other dreaded feelings—are certainly connected 
with alcoholism. The alcoholic drinks to escape his 
inner conflicts. And he becomes so dependent on 
alcohol that he cannot face life without it. 


What are the warning signs of alcoholism? 


When a person starts “gulping” alcohol to “fortify” 
himself, trying to hide from others how much and 
how often he drinks, drinking alone or in the morn- 
ing, giving strange excuses for his behavior, having 
trouble on the job or at home. . . addiction to alco- 


Drinking 


hol may be in the offing. In some cases, it may de- 
velop quickly — within a few months. In others, 
slowly over a period of years. 


Can an alcoholic recover? 


Recovery depends on the alcoholic’s own funda- 
mental desire to stop drinking—and, having stopped, 
never to drink alconol in any form again. 


Medical treatment is becoming more important in 
furthering recovery. New drugs help ease the alco- 
holic’s discomfort. Psychotherapy helps him recog- 
nize his problems and deal with them without 
the use of alcohol. 


What should you do to help an alcoholic? 


Face the problem without embarrassment . . . just 
as you would any other serious threat to your family. 

The family—especially those members closest to 
the alcoholic—should seek help from someone who 
knows the problem. The family doctor, or a clergy- 
man, or a social worker, or a trusted friend may be 
able to advise you about the best course to take. 


Alcoholics Anonymous helps many people con- 
quer their compulsion to drink. The only require- 
ment for AA membership is an honest desire to give 
up liquor. There are no dues or fees for its services. 


When given the help they need, many alcoholics 
can recover and make a fresh start in the world. 





Help for the Alcoholic and His Family 


If Alcoholics Anonymous is not listed in your tele- 
phone directory, write to: Alcoholics Anonymous, 
P. O. Box 459, Grand Central Annex, New York 
17, New York. 


For Family guidance write to Al-Anon Family 
Groups, P. O. Box 182, Madison Square Station, 


New York 10, New York. 


For educational material and consultation, write 
to the National Council on Alcoholism, Inc., 
2 West 103rd Street, New York 29, New York. 


Metropolitan’s new booklet — Alcoholism, A Guide 
for the Family—summarizes this problem and 
offers helpful suggestions for its solution. 











Metropolitan Life 
INSURANCE COMPANY® 


A MUTUAL COMPANY, 1 MADISON AVE.,N.Y.10, N. Y. 
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SPOT-BUYING FACTS NOT ON THE RATE CARD ABOUT WJZ-TV BALTIMORE 





LARGEST SHARE 
OF AUDIENCE* 

OF ALL BALTIMORE 

TV STATIONS 





And that’s not all! 

™ Highest rated local live shows of all Baltimore TV stations. 

= Most newscasts of any Baltimore TV station. 

= Only Baltimore station that editorializes on community problems. 
That’s why, in Baltimore, no spot TV campaign is complete 


without the WBC station AJ JZ-TV13 


*Balt. ARB Reports, Nov. 1958-Mar..1960 BALTIMORE 


WJZ-TV Baltimore represented by Television Advertising Representatives, Inc. 





@ — 
=6© WESTINGHOUSE BROADCASTING COMPANY, INC. 


Teveen Cove 








Fi Attention \ 
/ advertisers! \ 

/ Piel’s Beer is sponsoring 
INTERPOL CALLING, 
starring Charles Korvin as 

} Inspector Paul Duval 
on New York’s WPIX, | 
| Sunday nights at 10:30. ] 
| Now Interpol’s story, 
which the public hes heen | 
\ reading about in | 
\ Reader’s Digest and other 
\ magazines and 
\ newspapers, comes to 
television . . . 
\ presented by / 
\ Piel’s. / 
4 








great, Bert. Just 
« like you and me, 
/ INTERPOL CALLING 
| and Piel’s make a 
sure-fire selling 
| combination. And if I may 
make one small pun, 
both Duval and Piel’s } 
\ always keep their 
\ heads... in any 
situation. J 
‘ a 


~ 


‘INTERPOL CALLING’ 


the new television series that 
Bert, Harry, Blitz-Weinhard, 
Pfeiffer’s, Labatts, Miller High Life, 
Santa Fe Winery and so many 
other kinds of advertisers are 
buying, buying, buying! 





—— 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Ave. * N. Y. 22 © Plaza 5-2100 


ITC OF CANADA, LTD. 
100 University Ave. © Toronto 1, Ont. © EMpire 2-1166 


@ 1960 PIEL BROS., BROOKLYN, N.Y. 
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Jan. 1 the craft was converted to color 
tv and tested. But virbration was still 
excessive. Like the KTLA crew, NBC- 
TV engineers dug in and wrestled 
through the readjustment and testing 
trials, in time for the parade colorcast. 

Helicopter Veteran ® A _ veteran 
user of helicopters is KING-AM-TV 
Seattle, which opened its own heliport 
(King County’s first private heliport) 
atop the KING Broadcasting Co. 
studios in July 1953. The ’copters are 
leased from Aero-Copters Inc. 

Aside from news, special events and 
promotion, the ’copters transport talent 
to suburban dates and meet guests such 
as NBC Board Chairman Robert Sar- 
noff at Seattle’s airport. The craft also 
help in sales calls and executive travel. 
News events such as the Gold Cup boat 
races gives the KING-copter real op- 
protunity to provide unique coverage, 
KING feels. 

KMPC Los Angeles owns a pair of 
Bell-47H-1 helicopters which it ac- 
quired last July from Riley Jackson 
Productions, Hollywood. RJP in De- 
cember 1957 had packaged a new pro- 
gram service called “Airwatch” using 
the choppers for traffic and beach re- 
ports. KABC Los Angeles was the 
initial client for the show. 

KMPC uses the choppers some 25 
hours a week, feels “there is no doubt 
that they have increased the stature 
of the organization.” Ranging south to 
the Mexican border and north to Santa 
Barbara and Bakersfield, the choppers 
are operated by Pilot Max Schumacher 
and commentator Don Reed, both for- 
merly with RJP’s “Airwatch.” They 
broadcast live from the air using a light- 
weight Collins vhf transmitter-receiver 
unit to link them with KMPC. The 
Collins gear also monitors KMPC and 
police frequencies for the fliers. 

The helicopters operate in close co- 
ordination with KMPC’s ground fleet 
of mobile news units. During the most 
recent Laurel Canyon fire, the ground 
units were successfully deployed to 
strategic areas by the ‘copter which 
also aided police and fire units. During 
the hours of crisis, Pilot Schumacher 
rescued a mother and her three chil- 
dren when their home was isolated by 
the fire and radioed for fire fighters 
who saved the home. 

Two Others Own ® WPEN Phila- 
delphia got its own helicopter about a 
year ago at an investment of $30,000, 
uses it for live traffic reporting by a 
flying policeman as well as news, spe- 
cial events and publicity. It costs about 
$65 per hour to operate. Recently while 
traffic reporting, the copter saw a truck- 
car crash occur and was able to speed 
immediate first aid. 

WGH Newport News, Va., acquired 
its own Bell helicopter last fall, flies it 
from its own landing port and con- 








The Texas way a 


KIUN Pecos, Tex., was amorig 
the many stations which reported 
their aircraft helped develop siz- 
nificant new business in outlying 
towns within their coverage area. 
But KIUN also found a new twist 
to the additional use of the plane 
in transporting talent from place 
to place: “We heard of a good 
man in Colorado. We got in the 
plane, went there and hired him.” 






















siders it “great promotion.” Weather 
cuts use 20% of the time, but it’s 
used for in-flight broadcasting of traf- 
fic and news reports in the Norfolk 
area, plus special events, publicity and 
sales calls. The chopper complements — 
WGH’s ground fleet of 10 units. ’ 


Aircraft help traffic 


move a lot smoother 


Besides Los Angeles, Philadelphia 
and Norfolk, there are other major 
cities which get extensive traffic report 
service from station “traffic-copters”™ 
and planes, in some cases city police’ 
men doing the reporting. : 

All of WEBR Buffalo’s traffic-copter™ 
reports are sponsored and frequently” 
include spot news coverage too, such” 
as a four-alarm fire Jan. 25. 

WGN Chicago finds ready sponsors © 
for morning and evening traffic-copter 
reports. Flying policeman Leonard 
Baldy marked his first year of report- 
ing for WGN last November. Officer 
Baldy makes emergency landings oc- 
casionally to help a distressed autoist, 
recently put out a fire in the car of a 
woman driver and took off again to 
complete his broadcast. 

WERE Cleveland’s _ traffic-copter, 
started last November, is known as 
“Cruiser 13” in the city’s police force. 
Two-way communication with head- 
quarters and other police cars is main- 
tained. 100% of the 10 hours weekly 
of traffic reports is sponsored by Shell, 
WERE said. The “Shellicopter” is heav- 
ily merchandised. Flying Police Lt. 
Chester L. Kluzik, while on a WERE 
reporting trip Jan. 19, landed the 
whirlybird at an accident-blocked five- 
point intersection to unsnarl the jam 
and was in the air again to broadcast. 

Civic Event ® WJBK Detroit's traf- 
fic-copter marked its first year of service 
last Nov. 12 and Mayor Louis C. 
Miriani proclaimed the day “WJBK 
Radio Traffic-Copter Day.” It kicked 
off a city-wide traffic safety drive. 
WJBK’s ’copter flies 10 hours weekly. 
Morning reports are sponsored. 

(For all stations providing traffic re- 
ports from the air, see next page.) 
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n- 

ly “We're proud that Station WLW-T made the 
li, first colorcasts of indoor sports events, showing 
if professional basketball November 21 and 22, 
E 1959. New super-sensitive G-E camera tubes, like 
he the one on my desk, made this possible, since the 
e- light for basketball, bowling, and hockey is too 
- low for colorcasts with standard tubes. Now, our 
r" GL-7629’s add the thrill of color to sport. 

- “Another plus for General Electric’s new tube, 
is the use we can make of it for black-and-white 
od “remotes” where the light is too dim for standard 
re. camera tubes. And we like the GL-7629’s built-in 
ly: protection against burn-in. No trace of this fault 


has appeared; whereas, with most tubes, burn-in 
starts to show at an early stage. 



















Says HOWARD LEPPLE, Chief Engineer, 


*} “Ten percent of normal TV lighting is all we need 
: with General Electric’s new camera tube!” 


Oe ee 






WLW-T, Cincinnati: 


“We consider the new General Electric camera 
tube a fine long-term investment, as well as a 
promising program builder for WLW-T!” 
* * * 

Get ... now ... the complete facts on Type GL- 
7629 from your G-E tube distributor! This great 
new tube is interchangeable electrically and 
mechanically with all standard image orthicons. 
Distributor Sales, Electronic Components Divi- 
sion, General Electric Company, Owensboro, Ky. 


Progress /s Our Most Important Product 


GENERAL @ ELECTRIC 


312-401 








Station & City 


E. Anthony & Sons 
Cascade Becstg Co 


Crosley Bestg Co 


Griffin Best Group 


Inland Bestg Co 


WEDR Birmingham 


WBAM Montgomery, 
Ala 


WSFA-TV Montgom- 
ery, Ala 


WVNA Tuscumbia, 
Ala 


KOFA Yuma, Ariz 


KDMS El Dorado, Ark 
KCLA Pine Bluff, 
Ark 


KFMU (FM) Los 
Angeles 


KMPC Los Angeles 


KTLA (TV) Los 
Angeles 


KKIS Pittsburg, 
Calif 


KVIP-TV Redding, 
Calif 


KFMB-AM-FM-TV 
San Diego, Calif 


KLZ-TV Denver 


WICC Bridgeport, 
Conn 


WTIC-AM-FM-TV 
Hartford, Conn 


WAVP Avon Park, Fla 


WEZY Cocoa, Fla 


WJSB Crestview, Fla 


WESH-TV Daytona 
Beach, Fla 
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(P) Plane, (H) Heli- 
copter: Make; (Date 
acquired) 


(P) 


(P) Beechcraft 
Bonanza Twin-D50A 
(Jan 1959) 


(P) Aero Commander- 
680; (H) Bell 47H1 


(P) Aero Commander 
(April 1957) 


(P) Cessna-172 
(June 1959) 


(P) Piper Cub 


(P) Stinson Station 
Wagon (1954); (own 
landing strip) 


(P) Cessna 
(several yrs) 


(P). Cessna-310 
(P) Piper Tri-Pacer 
Caribbean (Oct '59) 
(P) Piper Tri-Pacer 

(1955) 


(P) Cessna-140 
(March ‘59) 


(P) Cessna-140 
(1959) 


(H) Bell-47H1 
(H) Bell-47H1 
(July ‘59) 


(H) Bell-47J 
(July ‘58) 
(own landing port) 
(P) 


(P) Piper Comanche 
(Nov ‘59) 


(H) —— 


(P) Cessna-310 


(P) Piper Apache 
(Spring ‘59) 
(P) Piper Tri-Pacer, 
Cessna 


(P) Ercoupe 
(1960) 
(P) Cessna-150 
(1958) 


(P) Forney Air- 
coupe (1959) 


(P) Beechcraft 
Twin Bonanza 
(P) Aero Commander 


Station aircraft: costs, 


(0) Own, (L) Lease, 
(R) Rent, (T) Trade- 
out; Original cost, 
(Operating cost) 


(0) Mass. Air 
Industries 
(subsidiary) 


(0) 


(0-P)-$160,000 
($93,600/yr; 
$120/hr); 
(L-H)-$48,750/ 
yr ($93.75/hr) 


(0) $120,000 
($35/hr) 


(0) $10,500 
($2,000/yr; 
$4.80/hr) 


(L) $16/hr 


(0) $5,000 


(L) varies 
(0) —— 
(L) $13.50/hr 


(0) $65,500 
($2,000/yr, 
$20/hr) 

(0) $3,200 ($5/hr, 
$780/yr) 


(0) $2,500 
($7.50/hr, 
$1,000/yr) 
(0) $97,000 for 
both ($70/hr; 
$91,000/yr for both) 


(L) $100,000/yr 


(R) occasionally 


(0) $12,500 
($8.50/hr, 
$3,700/yr) 


(L) $90-155/hr 


(R) —— 
(L) $55/hr 


(L) —— 


(0) $3,000 (6¢ mi; 
$760/yr) 


(L) $120/mo 


(0) $7,400 


(O) by parent firm; 
also (T) local airport 
for (P) & (H) 


Uses 


News 


News, sp events, pub & 
prom, sales, exec travel 


News, traffic, sp events, 
pub & prom, sales, 
exec travel 


News, farm, sp events, 
pub & prom, sales, 
exec travel, pub serv 


News, sp events, sales, 
exec travel 


Sp events, pub & prom 


Sp events, pub & prom, 
sales, exec travel 


News, sp events 
News, sp events, pub & 


prom, sales, exec travel 


News, sp events, pub & 
prom, sales, exec travel 


News, traffic, pub & 
prom, sales, exec 
travel, pub serv 


News, sp events, pub & 
prom, sales, exec travel 


Sp events, exec travel 


News, traffic, sp events, 
pub & prom, sales, exec 
travel, pub serv 


News, sp events, pub & 
prom, pub serv 


News, sp events, pub & 
prom, sales, exec travel 


News, traffic, sp events, 
pub & prom 
News 


News, pub serv 
News 


News, traffic, sp events, 
pub & prom, sales, exec 
travel, pub serv 


News, traffic, sp events, 
pub serv 


News, traffic, farm, 
sp events, pub & prom, 
exec travel, pub serv 


News, prom, sales, 
studio shuttle 
(Orlando-Daytona) 


How much 


used (avg) 


15hrs/wk 


P-15hrs/wk 
H-10hrs/wk 


4hrs/wk 


6hrs/wk 


5hrs/wk 


Varies 


lhr/wk 


2hrs/wk 


3hrs/wk 


0-5hrs/wk 


25hrs/wk 


40hrs/wk 


7hrs/wk 


Varies 


Occasionally 





3hrs/ wk 


3hrs/wk 





uses, weather 


Pilot do other 
work at 
station? 


No 


Pres 


Engr 


No 


No 


Mor 


Mor 


Mor 


Yes (in-air 
anncr) 


No 


No 


Mor 


No 


Sta Owner 


Slsman 
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Effect of 
weather 


None 
(instruments) 


P-None 
(instruments) 
H-fog only 


10% 


Rare 


Doesn't fly 
when bad 


Not much 
None 
None 


Quite a bit 


Very little 


None 


Very little 


Very little 


None 


None 


None 


Very little 


None 


None 
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| KETV FIRST IN NIGHTTIME! 








STATION 


Station & City 


WFTL Ft Lauderdale, 


Fla 


WPDQ Jacksonville, 
Fla 

WABR Orlando, Fla 

WHIS Orlando, Fla 

WLOF-TV Orlando, 
Fla 


WSTU Stuart, Fla 


WFLA-TV Tampa, Fla 


WJBF (TV) Augusta, 
Ga 


WGBA Columbus, Ga 


WSAV-AM-TV 
Savannah, Ga. 


WJEM Valdosta, 
Ga 
KBAR Burley, Idaho 
WCIL Carbondale, Ill 
WGN Chicago 


WTAQ La Grange, Ill 


WLBH Mattoon, Ill 


WRAM Monmouth, II! 


WJDA Quincy, Ill 
WTAX Springfield, Ill. 


WCSI Columbus, Ind 


WPTA-TV Ft. Wayne 
WJOB Hammond, Ind 


KSIB Creston, Iowa 


KDOTH Dubuque, Iowa 
KXIC Iowa City, Iowa 


KLWN Lawrence, Kan 


WREN Topeka, Kan 
KAKE-TV Wichita, 
Kan 


KFH Wichita, Kan 


KSIR Wichita, Kan 


AIRCRAFT 


(P) Plane, (H) Heli- 
copter; Make; (Date 
acquired) 


(P) 
(P) Cessna 
(1959) 


(P) Cessna-150 
(May 1959) 


(P) Piper Comanche- 
180 (May 1959) 


(P) 
(P) Cessna-172 
(P) Cessna-172 


(1957) 


(P) Piper Apache 
Twin (1958) 


(P) Cessna-182 
(1958) 


(P) Aeronca (1950) 
Own landing strip 
at radio trans 


(P) Cessna-172 
(Sept 1958) 


(P) Piper Tri-Pacer 
(Nov 1958) 


(P) Cessna 
(H) Bell-47H 
(Nov 1958) 


(P) Cessna-172 
(1959) 


(P) Beechcraft 
Bonanza 
(March 1955) 


(P) Piper Tri- 
Pacer (1958) 


(P) 
(P) 


(P) Aeronca Sedan 


(P) 
(P) Cessna-172 
(P) Cessna-170 
(Jan 1958) 


(P) 
(P) Ercoupe (1959) 


(P) 


(P) Cessna-172 
(1959) 


(P) Cessna-175 
(1958) 


(P) Beechcraft 
Bonanza-G35 
(1956) 


(P) Piper Apache 
Twin (Dec 1957) 


CONTINUED 


(0) Own, (L) Lease, 

(R) Rent, (T) Trade- 
out; Original cost, 
(Operating cost) 


(R) —— 
(R) $12.75/hr 
(L) $9/hr 
(0) $18,000 


(10¢/ mi) 
(L) 
(T) $16/hr 
(L) $17/hr 
(0) $40,000 
($10,000/yr) 
(0) $11,000 


($12/hr; $5,500/yr) 


(L) $10/hr plus 
pilot fee 


(0) $10,400 
($4/hr; $7G0/yr) 
(L) $20/hr 


(L) $17.50/hr 
(L) $70/hr 
(0) $10,000 


(0) $12,000 used 
($22.50, hr; 
$3,000/ yr) 


(0) $9,000 
($10-12/hr) 


(R) 


Co-op with Ill. 
State Police 


(R) $11.50/hr 


(R) 


Co-op with city & 
police ($8.50/hr) 


(R) $12.50/hr 


Arrangement 


(0) $5,000 


(L) 


(L) $13.50/hr 


(R) Flying club 
($250 membership, 
$20/mo plus $10/hr) 


(0) $30,000 
($23/hr; 
$3,489.59/yr) 


(0) $45,000 
(15¢/mi) 


Pub & prom 
News, traffic, sp events 
News, traffic, sp events 


Sp events, sales calls, 
exec travel 


News, exec travel, 
rescue 


News, sp events 


News, pub & prom, 
sales, exec travel 


News, sp events, pub & 
prom, sales, exec 
travel, sta liaison 


News, sp events 


News, sp events, pub & 
prom, pub serv 


News, sp events, 
exec travel 


News, sp events, pub & 
prom, sales, exec travel 


Traffic, news, sp 
events, rescue 


News, pub & prom, exec 
travel, pub serv 


News, sp events, pub & 
prom, sales, exec travel 


Sp events, pub & prom, 
sales, exec travel 


Traffic 


News, sp events, 
pub serv 


News, traffic, sp events 


News, farm, sp events, 
pub & prom, sales, 
exec travel 


Spot news 


News, traffic, farm, 
sp events, pub & prom, 
sales, exec travel 


News, traffic, sp events, 
pub & prom, sales} 
exec traffic 


News, exec travel 


News, traffic, farm, 
sp events, pub & prom, 
sales, exec travel 


News, traffic, farm, pub 
& prom, sales, exec 
travel, pub serv 


How much 
used (avg) 


10 trips/wk 
1lhrs/wk 
10hrs/ wk 

6-10hrs/wk 

Occasionally 

Occasionally 
lhr/wk 
5hrs/wk 


8hrs/wk 


Varies 


10hrs/ wk 
4hrs/wk 
0-20hrs/wk 
25hrs/wk 
5Shrs/wk 


3hrs/wk 


5-6hrs/wk 


Major 
holidays 


Occasionally 


Daily 


4hrs/wk 


Rare 
occasions 


5hrs/mo 


2-3hrs/wk 


Pilot do other 
work at 
station? 


No 


No 


Prog Dir 


Yes 


Gen Mor 


Gen Mor 


Anncr 


Yes 


Gen Mar; 
Chf Engr 


Chf Engr 


No 


Owner, Sta 
Mar, Sls Mor 


Yes 


Mor 


No 


Newscstr 


Newsman, 
ComI pilot 
(air show) 


Yes 


Three on 
staff are 
pilots 


Effect of 
weather © 


Pract never 


Slight 


Some 


Not 
appreciable 


Littie 
Very little 
No (instru- 


ment flying) 


Not too much 


Very little 
Very little 
Doesn't fly 


when bad 


About 4% of 
flights 


Restricted 
during winter 


Not over 5% 


15% or less 


Very little 


Very little 


10% of 
time 


Very little 
(instrument 
equipped) 


Occasionally 


64 (SPECIAL REPORT) BROADCASTING; April 25, 1960 





take a peek at a powerhouse! 


. 


SYLVANIA 
© MERCURY-VAPOR 
RECTIFIERS 


all being dealt to you. Sylvania offers a powerful “hand” of hard- POPULAR SYLVANIA 
working, high-efficiency Mercury-Vapor Rectifiers for your power MERCURY-VAPOR RECTIFIERS 
supply replacement needs. 
























Maximum Anode Ratings 
You’! find these husky Rectifiers have the kind of stamina that means Sylvania Type Voltage (Vdc) Current (Adc) 
longer working hours, reduced maintenance time. Your station man- 











agement will value that Sylvania brand of quality because it offers 575-A 15,000 6.0 
lower tube costs per hour of operation. 673 15,000 6.0 
Deal yourself in! Phone your Sylvania Industrial Tube Distributor 857-6 22,000 20.0 
for prompt delivery on Mercury-Vapor Rectifiers and all Sylvania 866-A 10,000 1.0 
Tubes for AM, FM, VHF, and UHF. Ask for the descriptive “Sylvania 869-B 20,000 10.0 
Industrial Tubes” booklet. Or, write Electronic Tubes Division, 872-A 22,000 20.0 
Sylvania Electric Products Inc., Dept. 124, 1100 Main Street, Buffalo, 8008 10,000 5.0 





















New York for your copy. 
i 


IVIAULN EL 


Subsidiary of GENERAL TELEPHONE & ELECTRONICS ‘e) 
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STATION 


Station & City 
KWBB Wichita, Kan 
WHAS-TV Louisville, 

Ky 
WLCS Baton Rouge, 
La 


KLOU Lake Charles, 


La 
KNOE-AM-TV 
Monroe, La 


KTBS-TV Shreveport, 
La 
KWKH Shreveport, La 


KUZN West Monroe, 
La 


WCME Brunswick, 
Me 
WEST Caribou, Me 
WTBO Cumberland 
Md 
WMEX Boston 


WFGM Fitchburg, 
Mass 


AIRCRAFT 


(P) Plane, (H) Heli- 
copter; Make; (Date 
acquired) 


(P) Cessna-172 
(April 1958) 


(P) 
(P) Cessna-190 


(P) Cessna-175 
(1959) 


(P) (Jan 1958) 


(P) Cessna-172 
(1957) 


(P) Beechcraft 
Bonanza (1955) 


(P) Cessna-180 
(1957) 
(P) 
(P) Aeronca Coupe 
(P) Piper Co- 
manche 250 


(P) Cessna-172 


(P) Piper Tri-Pacer 


CONTINUED 


(0) Own, (L) Lease, 
(R) Rent, (T) Trade- 
out; Original cost, 
(Operating cost) 
(L) $6/hr 
(R) 

(T) 


(T) for spots 


(L) $20/hr 


(L) $20/hr 
(0) $26,000 
($10/hr; $2,500/yr) 
(0) $12,500 
($7/hr) 
(R) $7.50-15/hr 
(R) $15/hr 
(R) varies 


(L) $8-up/hr 


(T) $20/hr 
trade-out 


Uses 
News, sp events 
News 
News, sp events, 
pub & prom 
News, traffic, sp events, 
pub & prom, exec 
travel, rescue 
News, sp events, pub & 
prom, exec travel, 
rescue 


News, sp events, pub 
& prom, sales 


News, farm, sp events, 
sales, exec travel 


News. traffic, farm, sp 
events, pub & prom, 
sales, exec travel, rescue 


News, traffic, sp events, 
pub & prom, exec travel 


News, sp events, sales, 
exec travel 
Sales, exec travel 


News, traffic, sp events 


News, exec travel 


How much 
used (avg) 


lhr/wk 


Once a mo 


3hrs/wk 


3-6hrs/wk 


2hrs/wk 


300hrs/yr 


5hrs/wk 


3hrs/wk 


5-10hrs/wk 


lhr/wk 





Pilot do other 
work at 
station? 


No 


No 


No 
Gen Mar, 
Com! Mor 
Sta Owner 
Chf Engr 

No 

No 


Chf Engr 


Pres 


Efiect of 
weather 


Slight 


Little 


1% of time 


5% of time 


None 


Very little 
Very little 
Little 
About 50% 


of time 


Normal 





Station 


wsBs | 
ringtc 


WESX S 


WWLP ( 
fiel¢ 


WTVB 
WJB 
WION 


WKLZ 


KMHL I 
wcco-T 
WTCN- 

oli: 


WBKH 


WJQS 
KWRT 





l 
7 A A 


APA/T 


UNDERWATER 
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ttle 


ttle 


10% 
le 


Station & City 
wsBs Great Bar- 
rington, Mass 
WESX Salem, Mass 


WWLP (TV) Spring- 
field, Mass 


WTVB Coldwater, 
Mich 
WJBK Detroit 
WION Ionia, Mich 


WKLZ Kalamazoo, 
Mich 


KMHL Marshall, Minn 

WCCO-TV Minneapolis 

WTCN-TV Minneap- 
olis-St. Paul 


WBKH Hattiesburg, 
Miss 


WJQS Jackson, Miss 
KWRT Boonville, Mo 


KCMO-AM-TV 
Kansas City, Mo 


WDAF-AM-TV 
Kansas City, Mo 


KNCM Moberly, Mo 


(P) Plane, (H) Heli- 
copter; Make; (Date 
acquired) 


(P) & (H) 


(P) 


(P) Beechcraft 
Bonanza (1955) 


(P) Cessna-182 
(1958) 
(H) 


(P) Cessna-170 
(Jan 1960) 


(P) Luscombe 


(P) 


(P) Beechcraft 
Bonanza 


(H) 

(P) Beechcraft 
Bonanza-H35 
(P) Cessna 
(P) Ercoupe 
(P) Piper Tri-Pacer 
(1959) 

(P) Cessna-172 
(P) Cessna-150 
(1959) 


(P) Piper Co- 
manche (1957) 


(0) Own, (L) Lease, 

(R) Rent, (T) Trade- 
out; Original cost, 
(Operating cost) 


P-$10/hr; 
H-$100/hr 


(R) 


(0) $25,000 
($5/hr; $1,500/yr) 


(0) $20,000 
(12¢/mi; $3,000/yr) 
(L) 

(0) $6,000 


(R) $50/hr 


(R) 
(L) $20/hr 
(L) $195/hr 
(L) $528/mo; 
$21/hr 
(T) 
(0) Ercoupe $2,000 
used; Piper $9,000- 
plus 


(L) $85/hr 


(T) 


(0) $15,500 (8¢/mi) 


Uses 


Sp events 


News, sp events 
exec travel 


News, traffic, farm, 
exec travel 
Traffic, news, sp events 


News, sp events, pub & 
prom, sales, exec travel 


Pub & prom 


News 


News, traffic, sp events 
pub & prom, sales 


Sp events, pub & 
prom, sales 


News, sp events, pub & 
prom, sales, exec travel 


News, farm 
News, sp events 
News, traffic, sp events 
News 


News, traffic, farm, 
sp events, sales 


How much 
used (avg) 


Once a yr 


10hrs/wk 


Varies 
10hrs/wk 


Frequent 


4hrs/wk 


3hrs/wk 


6hrs/wk 


Varies 


13hrs/wk 


Pilot do other 
work at 
station? 


No 


No 


Mgmt Consit, 
Chf Engr, 
Anncr 
No 


Yes 
No 
Mor 


Anncr, 
Sisman 


Pres, 
Gen Mar 


Newscstr 
Sta Owner 
No 


No 


Sta Owner 


Effect of 
weather 


Normal 


Very little 


Slight 


Little 


Slight 


None 


Very little 


Considerable 


Very little 


25% of time 
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* spells SCUBA—short for the Self-Contained- 
Underwater-Breathing-Apparatus that has enabled 


millions to discover an exhilarating new world. 


Now tens of millions who like a story swirling 


with action, spilling over with thrills, buoyant with 


human spirit and peopled with characters they can 


root for will experience their own exhilaration 


when they watch this sea-fresh new show. 


Thirty-nine new half-hours, starring Bill Williams, 


swimming champion as well as movie star. Let 


ASSIGNMENT: UNDERWATER fly your ensign 


in your own ocean! Wigwag your interest to 


Harold Goldman, NTA, 9570 Wilshire Boulevard, 


Beverly Hills, California, CR 4-0411 © A subsidiary 
of National Theatres & Television, Inc. 


NTA 


















STATION AIRCRAFT continuep 






































































































































































































Stati 
(0) Own, (L) Lease, ’ 
(P) Plane, (H) Heli- (R) Rent, (T) Trade- How much Pilot do other =ffect of JER 
Station & City copter; Make; (Date out; Original cost, Uses used (avg) work at weather W 
acquired) (Operating cost) station? 
KFEQ-AM-TV St. (P) Piper Apache (0) $40,000-pius News, traffic, farm, sp 400-500 Gen Mgr, ot much WBNS | 
Joseph, Mo Twin (April 1959) ($16/hr) events, pub & prom, hrs/yr Chf Engr 
sales, exec travel, rescue 
WTOl 
KWK St. Louis (H) Bell Ranger (L) $85/hr News, traffic, sp 15hrs/wk No Very seldom 
(Oct 1959) events, pub & prom 
WFM. 
KXOK St. Louis (H) (R) Pub & prom te 
KOOK Billings, Mont (P) (R) News a —— = WHIZ: 
KXGN-AM-TV Glen- (P) Beechcraft (0) Mar’s own plane News, sp events, pub 2-5hrs/wk 
dive, Mont Bonanza (second & prom, sales, exec KLT 
plane) (1959) travel, rescue 
KAWL York, Neb (P) Mooney Mark 20A (0) $19,320 News, pub & prom, 2hrs/wk WKY 
(Dec 1959) ($8 /hr) sales, exec travel winter 
KENO Las Vegas, Nev (H) (April 1959) (T) for adv time News, sp events, rescue 4hrs/wk News Dir Little KAK 
(Shares with ($200/mo; $60/hr) 
KLRJ-TV) 
KLRJ-TV Las Vegas, (H) In cooperation KFL' 
Nev with KENO (see 
above) 
KUM) 
KDOT Reno, Nev (P) Piper Co- (0) $24,000 Exec travel a Owner Less than 5% 
manche (1959) (10¢/ mi) - WAE 
KOLO-TV Reno, Nev (H) Bell (L) News, sp events, pub & Varies No Normal 
° (Nov 1959) prom, exec travel 
WFII 
KVER-TV Clovis, (P) Cessna-195 (T) News, sp events lhr/wk No None 
NM (Sept 1959) 
WI 
KMGM Albuquerque (P) Cessna Sky- (T) ($15/hr) News, sp events, pub 2hrs/wk News Dir None 
lane (Oct 1959) & prom 
WP 
KOB-AM-TV Albu- (P) (R) Varies News — No aie 
querque 
Wi 
WEBR Buffalo, NY (H) Beli-47J (L) $100/hr News, traffic, sp events 10hrs/wk No Seldom 
(April 1959) WD. 
WHLI-AM-FM Hemp- (H) Bell-47D (L) Varies News, traffic, sp events, 10hrs/wk No Some 
stead, LI, NY pub & prom, rescue wIc 
WFYI Garden City, (P) Piper Tri-Pacer (L) $21/hr News, traffic, sp events, 14hrs/wk No Fly 80% 
LI, NY (Dec 1959) pub & prom of time WPF 
WINS New York (P) Luscome (L) $12-35/hr News, emergency traffic, — Enar — 
float plane, sp events 
Cessna-180 float 
plane (1958) 
WHDL Olean, NY (P) Piper Tri-Pacer (L) $11/hr News, sp events, pub Varies No Very little 
& prom, sales ws 
WLOS-TV Asheville, (H) Bell (Sept 1959) (L) Pub & prom Varies No ed 
NC-Greenville & 
Spartanburg, SC 
WRAL-TV Raleigh, (P) (R) ee Occasionally -— — 
NC K) 
KEYZ Williston, (P) Beechcraft (0) $7,500 ($18/hr) News, farm, sp events, 4-5hrs/wk Mor _—— 
ND Bonanza (third pub & prom, sales, W 







plane) (1955) 


(H) (1957) (own (L) News, sp events, Varies No Little 
landing strip) pub & prom 


WKRC Cincinnati (P) Cessna-310 (0) $78,000 Pub & prom, sales, 
(July 1955) ($55/hr) exec travel 





exec travel, rescue 





WCPO-TV Cincinnati 








8hrs/wk Pres, 
Engr Dir 


Vioderate 






paces 


Crosley’s $160,000 Aero Commander 











Taft's $78,000 Cessna-310 
GROUP pTATION OWNERS CAN AFFORD THE LUXURY MODELS 
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Station & City 
WERE Cleveland 
WBNS Columbus, Ohio 


WTOL-TV Toledo, 
Ohio 


WFMJ-TV Youngs- 
town, Ohio 


WHIZ-TV Zanesville, 
Ohio 
KLTR Blackwell, 
Okla 


WKY-TV Oklahoma 
City 
KAKC Tulsa, Okla 


KFLY Corvallis, Ore 


KUMA Pendleton, Ore 
WAEB Allentown, Pa 


WFIL-AM-TV Phila- 
delphia 


WIP Philadelphia 
WPEN Philadelphia 


WCAE Pittsburgh 
WDAU-TV Scranton, 
Pa 


WICE Providence, RI 
WPRO-TV Providence, 
RI 
WCSC-AM-TV 


Charleston, SC 


WFBC-AM-TV 
Greenville, SC 


WORD Spartanburg, 
sc 
WSPA-AM-TV 
Spartanburg, SC 
KXAB-TV Aberdeen, 


WDXB Chattanooga, 
Tenn 


WDXN Clarksville, 
Tenn 


WENO Nashville, 
Tenn 


ie 


WICC Bridgeport, Conn., 


(P) Plane, (H) Heli- 
copter; Make; (Date 
acquired) 


(H) Bell-47H1 
(Nov 1959) 


(P) Helio Courier 
(June 1959) 


(P) (1958) 
(P) 
(P) Cessna-172 


(Aug 1959) 


(P) Stinson Station 
Wagon (1958) 


(P) 


(P) Piper Tri-Pacer 
(June 1958) 


(P) Mooney 


(P) Piper Tri-Pacer 
(P) Cessna Skylane 
(1956) 

(H) (own landing 
strip) (July 1958) 


(P) Piper Comanche 
180 (1959) 


(H) Bell-47H 
(1959) 


(H) Bell (1960) 
(P) Piper Tri-Pacer 


(Jan 1959) 
(P) & (H) 
(P) 

(P) 

(H) Bell (1959) 
(H) Bell (1959) 
(P) 

(P) Cessna-175 
(P) 

(P) Cessna-175 


(June 1958) 
(H) Bell 


(0) Own, (L) Lease, 
(R) Rent, (T) Trade- 
out; Original cost, 
(Operating cost) 
(L) $80/hr * 

(L) $25/hr 
(L) special 
arrangement 
(T) 
(0) $14,000 
(10¢/mi) 


(0) $3,300 
(7¢/mi; $7/hr) 
(R) $16-31/hr 


(L) 


(L) $30/hr 
(L) $14/hr 
(L) $25/hr 
(L) 
(T) 
(0) $30,000 
($65/hr) 


(L) 
(L) $20/hr 


(R) P-$20/hr; 
H-$60/hr 
(R) 

(R) 

(L) $85/hr 
(L) $85/hr 
(R) 

(L) $16/hr 


(T) for time 


(L) $14/hr 


leases at $55 an hour 


Uses 
News, traffic, sp events, 
pub & prom, exec travel 


News, traffic 


News, farm, sp events, 
pub & prom, pub serv 


News, sp events 


News, sp events, sales 
exec travel 


News, farm, sp events, 
pub & prom, exec travel 


News 
News, traffic, sp events, 
pub & prom, exec 
travel 


News, sp events, pub 
& prom, sales 


News, sales, exec travel 
News, traffic, sp events, 
pub & prom, exec 
travel, pub serv 


News, traffic, sp events 
News, traffic, sp events 

News, traffic, sp events, 
pub & prom, pub serv 


Traffic 


News, sp events, pub 
& prom 


Sp events, sales, rescue 
News 

News, sp events, pub & 

prom, sales, exec travel 
News 

News, traffic, sp events, 

pub & prom, pub serv 
News 

News, sp events, sales, 

exec travel 


News, sp events, pub 
& prom, rescue 


Sp events, pub & prom, 
sales, exec travel 


Sp events 


How much 
used (avg) 


10hrs/wk 


10hrs/wk 


Varies 


Varies 


éhrs/wk 


21hrs/mo 


4hrs/wk 


30hrs/wk 


2hrs/wk 
Varies 
10hrs/wk 
50hrs/wk 


5Shrs/wk 


4hrs/wk 


Occasionally 


Regularly 


lhr/wk 


Occasionally 


5-10hrs/wk 


Pilot do other 
work at 
station? 


No 


Sta Mor 


Mor 


No 


No 


Mor 


Prog Dir 


No 


Prog Dir 


No 


No 
No 


Sta Mor 


Effect of 
weather 


Less than 5% 


Not 
extensively 


Very little 


Fly 90% 
of time 
Some 


Some 


Very little 


Very little 


Occasionally 


Serious 
factor 


None 


Little 


Little 


10% 
Little 


Rare 


WCCO-TV Minneapolis leases at $20 an hour 
OTHER POPULAR PLANES: $40,000 PirER APACHE (1); $25,000 BEECHCRAFT BONANZA (r) 
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STATION 


Station & City 


WLAC-TV Nashville, 
Tenn 


WSM-TV Nashville, 
Tenn 


KVLF Alpine, Tex 


KBST Big Spring, Tex 


KLIF Dallas 


KROD-AM-TV 
El Paso, Tex 


KNUZ Houston 
KTRK-TV Houston 
KIUN Pecos, Tex. 


KWTX-AM-TV Waco, 
Tex 


KVNU Logan, Utah 


WMEK Chase City, 
Va 

WPRW Manassas, Va 

WGH Newport News, 


Va 


WBOF Virginia Beach, 
Va 


KBKW Aberdeen, 
Wash 


KFHA Lakewood, 
Wash 


KING-AM-TV 
Seattle 
KOL Seattle 
WHMS Charleston, 
WVa 
WJPB-TV Fairmont, 


WVa 


WTAP-TV Parkers- 
burg, WVa 


WELC Welch, WVa 
WBAY-TV Green Bay, 
Wis 
WKTY La Crosse, Wis 
CJLH-TV Lethbridge, 
Alberta, Canada 
CJDC-AM-TV Dawson 


Creek, BC, Canada 


CHCH-TV Hamilton, 
Ont, Canada 


CBFT(TV)-CBMT(TV) 
Montreal, Que, 
Canada 


AIRCRAFT 


(P) Plane, (H) Heli- 
copter; Make; (Date 
acquired) 


(P) Cessna-Skylane 
(Feb 1959) 


(H) & (P) 
(July 1959) 


(P) 
(P) Piper Comanche 
(Oct 1959) 
(P) Cessna-172 


(P) Piper Comanche 
(April 1960) 


(H) Bell 
(P) 


(P) Cessna 


(P) Beechcraft 
Bonanza Twin 
(1957) 

(P) 


(P) Piper Super 
Cruiser 


(P) Piper Tri-Pacer 
(1957) 


(H) Bell (Oct 1959) 
(P) Piper Tri-Pacer 
(Nov 1958) 


(P) Cessna-172 
(Mar 1959) 


(P) Piper Tri-Pacer 
(May 1959) 


(H) Bell (own 
heliport) 
(H) & (P) 

(own heliport) 

(P) 


(P) Piper Cub 
(1958) 


(P) Cessna-172 
(1959) 


(P) Piper Tri-Pacer 
(Jan 1960) 


(P) (1959) 
(P) Piper Tri-Pacer 
(1958) 


(P) Cessna 


(P) Bellanca Cruisair 
1959) 


(P) & (H) 


(P) & (H) 
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CONTINUED 


(0) Own, (L) Lease, 
(R) Rent, (T) Trade- 
out; Original cost, 
(Operating cost) 
(L) $5,850/yr 
(T) air credit 


(R) 
(L) $26/hr 
(L) 


(0) 


(L) $150/hr 
(R) 
(L) $23/hr 


(0) ($3,600/yr) 
(R) 
(R) 
Flying cluh ($9/hr) 
(0) 
(L) $16/hr 
(L) $155/mo; 


$10/hr 


(0) $10,000 
($2,000/yr) 


(L) $100/hr 
(R) 
(T) 


(0) $4,900 ($10/hr) 


(0) In conjunction 
with WHIZ-TV 
Zanesville, Ohio 


(0) $4,750 
($12-15/hr) 
(T) 

(R) $6/hr 


Flying club 


(0) $5,000 
($9.80/hr) 


(R) 


(R) 


Uses 


News, sp events, pub 
& prom 


News, sp events 


News, rescue 


News, farm, sp events, 
pub & prom, sales, 
exec travel, pub serv 


News, traffic, sp events 


News 


Sp events, rescue 
News 
News, farm, sp events, 
pub & prom, sales, exec 
travel, pub serv 
News, sp events, pub & 
prom, sales, exec travel, 
pub serv 


News, farm 
Sp events, pub & prom, 
sales, exec travel 


News, traffic, sp events, 
pub & prom, sales 


News, sp events, pub & 
prom, sales, exec travel 


News, traffic, sp events, 
pub & prom, rescue 


News, farm, sp events, 
pub & prom, exec travel 


News, sp events, pub & 
prom, sales, exec travel, 
pub serv 


News, sp events, 
pub & prom 


News, sp events, pub & 


prom, sales, exec travel, 
* pub serv 


News, sp events, 
pub & prom 


News, farm, sp events, 
pub & prom 


News, sp events, 
exec travel 


News 
News, farm, sp events, 
pub & prom, sales, 


exec travel 


News 


News 


How much 
used (avg) 


5hrs/wk 


Seldom 


Varies 


10hrs/wk 


5hrs/wk 


10hrs/wk 


25hrs/wk 


Seldom 


8hrs/wk 


6hrs/wk 


6hrs/wk 


5hrs/wk 


5hrs/wk 


Varies 


Varies 


5hrs/wk 


Varies 


4hrs/wk 


lhr/wk 


6-10hrs/wk 


Occasionally 


Occasionally 


Pilot do other 
work at 
station? 


Prod Mar 


No 


No 
Newsman 


No 


Mor, Treas 


No 


Mar 


No 


Mor 


Newsmen (2) 


News Dir 


Yes 


Newsman 


Very li 


Very little 


— 


—- 


Very little» 


Little 

20% 
Seldom = 
3mo/yr 

50% 


None 


Very little 


10% 
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Greatest versatility for color or black-and-white! 


* More outputs in less rack space Greatest versatility; combined with very low differential 


* Greatest selection to meet specific needs phase and gain, plus extremely wide band width, offers 
+ More flexibility: for every possible application the optimum solution to all ro) ae video distribution 
problems. 
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ea - cr 
Eo ES 


Type 










nits aFe also available as ‘‘bathtub”’ rack mounted chassis. 


Write: today for new 


N N 
THE il co. |p LIVINGSTO 
4-page technical bulletin on | NEW JERSEY 
Davey video equipment for 
colorzand black-and-white. 
: TODAY, MORE THAN EVER, THE DAVEN 0D) STANDS FOR DEPENDABILITY 
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MON. (ADV RES IN PARADISE) 9:04am 


PICK 
| AN HOUR FROM 
91010 


YOU'LL BE PICKING THE KIND OF PRIME-TIME PROGRAMMING 
THAT MAKES ABC-TV AVERAGE OUT FIRST* 


SOURCE: NIELSEN 24-MARKET TV REPORT, WEEK ENDING APRIL 10, ALL SEVEN NIGHTS 8-10:30 PM, NYT. 
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THURS. (THE UNTOUCHABLES) 9:30-10:30 PM 


at 





4, 
24 
4% 
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__ REAL MeCOYS 
ROBERT TAYLOR STARRING IN 
we S. bae. WALT DISNEY PRESENTS 


ABC TELEVISION 
> 
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PI sAWRENCE WEL K'S DANCING PARTY) 9-10 PM SUN. (THE REBEL) 9-9:30 PM 





AIRCRAFT IN PROMOTION 


They’ve dropped everything but bombs 


to attract attention 


What goes up must come down. 

It may not necessarily be a law of 
Newton, but it is a formula that works 
wonders—and sometimes a headache, 
too—for station promotion managers 
with a yen for using their planes and 
helicopters for scattering things among 
the population below. Things like “fly- 
ing (paper) saucers,” Ping Pong balls, 
balloons, leaflets, bottles (over water) 
and pictures. Usually they contain 
some sort of gift certificate or other 
prize. 

But before attempting such a pro- 
motion, stations should be sure to 
check local ordinances. Occasionally 
a station forgets, to its subsequent re- 
gret. 
KFMB San Diego used its leased 
‘copter recently for a successful Ping 
Pong ball drop over a new housing de- 
velopment which was being heavily ad- 
vertised on KFMB-FM. The balls con- 
tained certificates worth up to $500 on 
a house purchase. Some 5,000 balls 
were dropped, five worth $500, others 
for lesser sums and prizes such as land- 
scaping, lawn sprinkling systems, etc. 
Four finders of the $500 balls bought 
on the spot houses worth $21,000-25,- 
000. Eight others signed later. The 
promotion turned out 2,000 people to 
inspect the homes. 

WEDR Birmingham, Ala., which 
leases a Piper Cub ($16 per hour), 
dropped 4,000 pictures with gift certifi- 
cates over four local high schools to 
promote a disc jockey. 

‘Feud’ in linois * WRAM Mon- 
mouth, Ill., which rents a Piper Tri- 
Pacer ($10-12 per hour), “has been 
feuding with the city administration for 
some time on many fronts. In a recent 
promotion, the WRAM plane figured 
prominently in the act as it was to 
drop leafiets over the city and subse- 
quently on other cities in the area.” 

Warned in advance by the mayor not 
to proceed, WRAM made the drop any- 
way and the station manager was ar- 
rested for “littering the sidewalks.” He 
protested he couldn’t have done it since 
he was on the ground. The police then 
searched in vain for the plane and pilot. 
The charge against the manager was 
then changed to “caused to have an- 
other litter the sidewalks and streets’ 
and other cities joined in the attack. 

The jury trial that followed found 
the manager “not guilty” on the ground 
that the certificates dropped were things 
of value and were picked up as fast as 
they were found. WRAM then made 
drops on a few other towns “but wished 
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and win audiences 


it hadn’t and refuses to ever have an- 
other air drop. The certificates were so 
wind blown they fell everywhere except 
where the people were.” WRAM’s con- 
clusion: 

“Best publicity stunt ever pulled, but 
never again.” 

Saturation ® KUZN West Monroe, 
La., used its leased Cessna-180 to drop 
paper plate “flying saucers” to promote 
a supermarket. Of the 5,000 dropped, 
4,700 were brought to the market to 
claim small prizes. 

WCME Brunswick, Maine, did a “fly- 
ing saucer” drop too last summer and 
the publicity and revenue were said to 
be “tremendous.” Only certain num- 
bered saucers in this drop entitled find- 
ers to gifts of Pepsi-Cola and Circus 
Time potato chips. 

WMEX Boston made a balloon drop 
over that city. The balloons bore cards 
good for prizes and cash. The station 
also does leaflet drops over cities hav- 
ing no ordinances. 

KOL Seattle has an annual promotion 
involving the drop of “booty bottles” 
filled with merchandise certificates. 
Some 1,300 of these plastic eight-ounce 
flasks, containing station call letters 
and insignia, are dropped in the water 
areas around Seattle. “Since these 
bottles are distributed at the rate of 100 
per day, we have found aircraft the only 
feasible and certainly the most economi- 
cal method of doing so,” the station 
reported. 


The safety factor: 
personal equation 


The safety factor in business flying 
depends in large measure on the attitude 
of those doing the flying. Realizing this, 
KTRK-TV Houston has established a 
firm policy governing its use of planes. 

The station regularly charters from 
Guinn Flying Service and feels that the 
airplane “has expanded its area of op- 
erations for major stories to the fullest 
extent of its signal area and beyond.” 
Now it means that a reporter-camera- 
man can fly a couple hundred miles, 
return and get out on another story in 
less time than formerly it took to cover 
the first story, KTRK-TV said. 

Under KTRK-TVW’s safety policy, the 
first consideration is the story and its 
location. Once a “cover” decision is 
made, the choice of transportation 
comes next and the time element be- 
comes a factor—both in getting to the 
story and getting the film back. Even 
when it’s considered advantageous to 





fly, several other factors must be taken 
into account. 


No Short Cuts ® Weather must be 
vfr (visual flying regulations) “on both 
ends” of the trip, KTRK-TV said, “and 
forecast for vfr in the time period the 
return trip will be made before the 
decision to fly.” If the weather or fore. 
cast is ifr (instrument flying regula. 
tions), the story must be important 
enough and the time element critical 
enough to warrant the effort and “an 
instrument pilot is carried as a safety 
measure to insure getting back into 
Houston.” 

The station has a standing rule that 
under no circumstances will flying short 
cuts of any kind be allowed which 
would involve violation of FAA rules 
or endanger life, limb or property. Ac- 
cessibility of landing facilities and 
ground transportation are vital factors, 
“Cow pastures are for cows, not air- 
craft,” KTRK-TV said. “Only chartered 
landing strips are used.” 


No flight is ever made “where the 
pilot must also shoot the camera while 
attempting to fly the plane,” KTRK- 
TV said. “We will admit that it can be 
done, but in doing so, one function or 
the other does not get the required 
attention to properly accomplish the 
job with utmost safety and turn in a 
film clip of professional quality.” 

Safety was an important factor con 
sidered by KEYZ Williston, N.D., when 
it began business flying in 1955 (now 
owns its third plane) to cover its retail 
business area which has a radius of 
100 miles. Station has a second studio 
in Crosby, N.D., 70 miles away. Chuck 
Scofield, general manager-pilot, said 
“modern navigation equipment and in- 
struments make today’s business flying 
safe and practical. The KEYZ Beech- 
craft Bonanza flies out of Williston 12 
months a year and affords armchair 
comfort coupled with speed up to three 
miles a minute.” 

WDXN Clarksville, Tenn., rents a 
Cessna-175 five to 10 hours a week for 
“utility, speed, convenience and above 
all safety.” WDXN notes statistics show 
approximately seven fatalities per 100 
million miles on the highway to about 
one per 100 million miles in the air in 
business flying. 

Accidents ® There were two major 
crashes of aircraft last year, neither 
involving serious personal damage. 
WPEN Philadelphia in August suffered 
$25,000 damage to its traffic-copier and 
a plane was used to continue air traffic 
reports until another helicopter could 
be obtained (BRoapcasTING, Aug. 24, 
1959). 

Earlier in the year, Jay Crouse, as- 
sistant director of news for WHAS-AM- 
TV Louisville, was flying in a private 
plane to Harlan, Ky., to film a strike 
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story for the daily tv newsreel. Coming 
in for landing on the municipal “cow 
pasture” airport, WHAS said, the plane 
hit a ditch, sheared off its landing gear 
and flipped over into a $19,000 total 
wreck. A companion newspaper photog- 
rapher and Mr. Crouse suffered some 
injuries, but Mr. Crouse was able to 
get his story. Camera and Minitape 
were damaged considerably, but still 
worked. The pilot, “a good ducker,” 
was unhurt. 

KXGN-AM-TV Glendive, Mont., re- 
ported its first plane nosed up on a 
down-wind landing after dark and was 
damaged, but it was repaired and sold. 
Neither of the two planes owned since 
then have been in accidents. KXGN 
now flies a 1947 Beechcraft Bonanza. 
WGN Chicago’s traffic-copter has suf- 
fered “a couple of minor” accidents 
in forced landings. KDMS El Dorado, 
Ark.’s Piper Tri-Pacer suffered minor 
damage when it nosed over while. taxi- 
ing on an unfamiliar sod strip. 


Getting the news 
aided with aircraft 


Stories of how aircraft helped radio- 
tv stations get news “scoops” or unique 
news coverage advantages are too nu- 
merous to detail. Some stations, like 
WDAF-AM-TV Kansas City, find they 
can cover the multiple small commu- 
nities in their area much more effec- 
tively and that these cities “are delighted 
when we sweep in from the skies to 
cover happenings in their town. Often 
as not there’s someone waiting to vol- 
unteer car and chauffeur service to help 
our crew get to the scene and back.” 

Others, like KNOE-AM-TV Monroe, 
La., find that by flying newsmen to 
cover outlying stories “minimizes the 
use of stringers,” and like KXGN-AM- 
TV Glendive, Mont., has helped iden- 
tify the station “prominently” as a 
“news station”—with resulting increase 
in cooperation from news sources in 
obtaining the news. 

Still others can relate the typical 
hair-breadth news break made possible 
to WCCO-TV Minneapolis through use 
of its regularly-chartered Beechcraft 
Bonanza. Recently there was a major 
court trial of wide interest at Austin, 
Minn. The station’s two pilots, an- 
nouncer Sherm Booen and salesman 
Wally Green, waited at the courtroom 
with the news director and cameramen 
until 8:30 p.m. on the day the verdict 
was expected. 

Deadline @ They couldn’t wait 
longer because any break after that 
time was considered impossible to film 
and get back to Minneapolis in time 
for the 10 p.m. news that night. Re- 
luctantly the pilots left. The news di- 
fector remained. 
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At 8:40 p.m. at the airport the 
pilots rechecked by phone and learned 
the jury was just returning. Mr. 
Booen warmed the plane as Mr. 
Green raced by cab back to court, 
arriving at 8:50 p.m. At 8:55 the 
jury gave its verdict and the WCCO- 
TV men went into action. By court 
rule they could not film the actual 
verdict, but were allowed to film in 
the court immediately thereafter. Nar- 
ration of the verdict by the announcer 
was done in the hallway on a sound- 
on-film camera and in the court, by 
silent film, the reaction of the plaintiff, 
jury, judge and attorneys was re- 


corded. At 9 p.m. the news director 
raced back to the airport with the 
films. 

With the plane in the air at 9:10, 
the news director called Minneapolis 
and had landing clearance set up. At 
9:40 the plane touched down adjacent 
to a WCCO-TV news car which 
rushed five miles to the station. The 
films were prepared for processing en 
route. At 9:52 the film went into the 
processing tank. The court scene, 
shot less than 1% hours earlier at 
a city 100 miles south, went into the 
news show at 10:10 p.m. as had been 
planned. 
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The Media continued from page 50 


Changing hands 


ANNOUNCED 8 The following sales of 
Station interests were announced last 
week, subject to FCC approval: 


= KVOY Yuma, Ariz.: Sold by Bill 
Lindsey and associates to Colonial 
Broadcasting Corp. for $186,000. Co- 
lonial comprises Clifford Botway, 
Ogilvy, Benson & Mather, New York; 
Robert F. Adams, WABC-TV New 
York; Budd Getschal, New York busi- 
nessman and John R. Williams, KVOY 
program director. Mr. Williams, who 
transfers his 1624% ownership to new 
corporation, will remain as general 
manager. KVOY is 250 w on 1400 
kc. Transaction was handled by Wilt 
Gunzendorfer & Assoc. 


= WFBS Fort Walton Beach, Fla. by 
H. French Brown Sr. and associates 
to Smith Radio Inc. for $100,000. 
Smith Radio is controlled by M. D. 
Smith III and also has interests in 
WAAY Huntsville, Ala., and WJIG 
Tullahoma, Tenn. WFBS is 1 kw day- 
timer on 950 kc. Broker was Paul H. 
Chapman Co. 


APPROVED ® The following transfers 


of station interests were among those 


approved by the FCC last week (for 
other commission activities see For 
THE REcorD, page 102). 


= WRDW-TV Augusta, Ga.: Sold by 
Southeastern Newspapers to Friendly 
Group (Jack N. Berkman, president) 
for $1,575,000. Commissioner Robert 
T. Bartley dissented. 

The Friendly stations are WSTV- 
AM-FM-TV Steubenville, Ohio; WPIT 
Pittsburgh, Pa.; KODE-AM-FM-TV 
Joplin, Mo.; WBOY-AM-TV Clarks- 
burg and WPAR and WAAM (FM) 
Parkersburg, both West Virginia; 
KMLB-AM-FM Monroe, La.; WSOL 
Tampa, Fla.; WHTO-TV Atlantic City, 
N.J., and 30% of WRGP (TV) Chat- 
tanooga, Tenn. 


= WSBS Great Barrington, Mass.: Sold 
by John Parsons, James Miller and 
Dorothy Crane to WSBS-The Berk- 
shires Inc. (J. Leo Dowd, president) 
for $115,175. Mr. Dowd is a marketing 
consultant and was formerly sales di- 
rector for International Silver. 


= WCBG Chambersburg, Pa.: Sold by 
James R. Reese Jr. to Norman E. Mess- 
ner, Samuel Youse, John H. Norris and 
Lester Grenewalt, 25% each, for $80,- 
000 paid to Mr. Reese for his 80% 
interest. Messrs. Youse, Norris and 
Grenewalt are owners of WGSA Eph- 
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rata, Pa., and WABW Annapolis, Md 
Mr. Messner held 20% interest jp 
WCBG before sale. 


AB-PT’s net earnings 
up 44% last year 


Improved business for the ABC 
Broadcasting Division is the primary 
reason for the record high earnings of 
American Broadcasting - Paramount 
Theatres Inc., Leonard Goldenson ap. 
nounced last week in a report to stock. 
holders. 


Estimated net operating earnings for 
AB-PT rose by 44% during the 1960 
quarter to $3,336,000 (80 cents a 
share), as compared with $2,313,000 
(54 cents a share) for the corresponding 
1959 period. 


“In broadcasting,” Mr. Goldenson 
observed, “The ABC television network 
continued to maintain the strong com- 
petitive position, in terms of program 
acceptance and audience circulation, 
that it achieved during the past year. 
This growth and the attendant adver. 
tiser support was refletced in an in- 
crease of approximately 20% in gross 
time sales in the first quarter over the 
like period of last year.” 


He reported that overall results of 
other AB-PT operations, including 
theatres, “were also ahead.” 


AB-PT last week also announced its 
stockholders meeting May 17 in New 
York. The proxy statement announcing 
the meeting noted remuneration to top 
officers on the company in fiscal 1959. 
Of note: President Goldenson drew 
$181,000 (including a $25,000 expense 
allowance plus options on 50,000 
shares), James G. Riddell, a vice presi- 
dent of the ABC division drew $65,000 
(plus options on 3,000 shares) and Si 
mon B. Siegal, financial vice president 
of AB-PT drew $72,478 (plus options 
on 15,000 shares). A new nominee to 
the AB-PT board is Oliver Treyz, presi- 
dent of ABC-TV. 


DeGray honored 


ABC Radio Affiliates Advisory Boatd 
and executives of eight affiliated sta 
tions last week passed a resolution hom 
oring former ABC Radio President Eé 
ward DeGray, who resigned recently 
(see BROADCASTING, April 18). The trib- 
ute stated that Mr. DeGray “has great 
ly strengthened the ABC radio network 
and brought it to an improved position 
from which programming services to af 
filiates can be expanded.” It further 
said that he “has been attentive to the 
needs of the network, the affiliates, the 
advertisers and the listening public,” 
and praised him for “diligent and com 
scientious application.” 
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CBS’ THREE RING CIRCUS 


Paley, Stanton give stockholder report 
despite heckling from a few dissidents 


CBS Inc.’s management pulled 
through more than a two-hour stock- 
holders’ ordeal last week, heckled but 
confident that stockholders support the 
company’s past performance and join 
in expectations of a prosperous future. 

Officially CBS Board Chairman Wil- 
liam S. Paley and President Frank Stan- 
ton could report progress and upcom- 
ing plans. But the proceeding tired as 
the day’s agenda was completed under 
duress. The CBS studio on 52nd St. 
in New York took on a_ show-like 
atmosphere as a few stockholders ap- 
plied pressure (“harassment” was the 
work from the podium) by peppering 
Mr. Paley and Dr. Stanton with crit- 
ical questions, harangues and the like. 

The fireworks elicited comments 
from Mr. Paley that tactics of this sort 
over the past three or four years have 
“come to the point where we dread 
these meetings.” He said certain 
stockholders (Barney Young, a music 
publisher, and Gloria Parker, perfor- 
mer-songwriter) hoped by “continual 
harassment” to force a settlement in 
pending lawsuits against the network. 
He asserted that they could not expect 
“one penny from us except through the 
courts.” Miss Parker and Mr. Young 
failed to pick up stockholder support. 
Upon the suggestion of attorney Bruce 
Bromley (who has handled some legal 
business for CBS) that they be evicted, 


CBS’ STANTON & PALEY 
We dread these meetings 
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the audience joined in thunderous as- 
sent. (The threat apparently was effec- 
tive in quelling anger for a while.) 

Aside from the stir evoked from the 
floor, a newsy report was delivered by 
Dr. Stanton, stockholders approved 
three management proposals and elect- 
ed the slate of directors. 

Among highlights of Dr. Stanton’s 
report: 

CBS’ net sales and income last year 
were the highest in the company’s his- 
tory. He indicated that earnings for 
the first quarter of 1960 were slightly 
lower than last year with its profit of 
over $7 million (87 cents a share). But 
he said he expects 1960 as a whole will 
show sales and earnings above last year. 

Children’s Classics ® A better balance 
in CBS-TV programming is planned for 
the fall season along with new stand- 
ards for commercials. Nighttime news 
and informational programming will be 
expanded (see public affairs story, page 
31) and a new evening series with 
12-16 hours of children’s programming 
will be slotted in the 7:30-8:30 p.m. 
period. It will deal with children’s 
classics. (The series will be produced 
by CBS and Talent Assoc., with each 
classic told in two hours, one hour pro- 
grammed on one evening and the sec- 
ond in the next evening and in the 
same time period. 


This year is proving to be one of the 
“most productive” for the CBS News 
Division. In addition to describing 
coverage plans of an election year, Dr. 
Stanton observed the equal time amend- 
ment of Sec. 315 still does not go far 
enough to permit political debates. 
(The CBS president received a Peabody 
award last week for his leadership.) 

CBS-TV Stations Div., he said, is 
continuing a “strong growth trend” in 
this first quarter. CBS Radio’s fourth 
quarter 1959 and first quarter 1960 
“have justified our confidence,” Dr. 
Stanton reported. He added that its 
Program Consolidation Plan (PCP) 
has placed the network on a much 
sounder financial basis.” 


In reviewing changes inaugurated 
since the quiz-payola crisis broke, Dr. 
Stanton said CBS-TV eliminated its big 
money quiz programs after a network 
investigation revealed quiz rigging 
could not be prevented with “absolute 
certainty.” He stressed that CBS has 
developed a “comprehensive” policy 
on tv production practices and tech- 
niques; that new standards and prac- 
tices have been set for the radio and 
news divisions and new tv commercial 
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standards have been adopted. 

Government Threat ® In the past 15 
months, Dr. Stanton asserted, CBS’ 
management spent a “great deal of 
time and energy on administrative and 
legislative proposals and hearings. But, 
he warned, “There is an increasing and, 
in our opinion, an extremely danger- 
ous drive for increased government in- 
trustion in programming, either through 
network licensing or through other 
means.” 


Stockholders approved changes in 
the pension plan for CBS employes de- 
signed to establish larger retirement 
benfits but reduce termination and 
death benefits. Also approved was a 
new employe stock purchase plan to 
allow employes to buy CBS stock. 


Cleanup ® It appeared at times that 
matters would get completely out of 
hand despite Mr. Paley’s firm grip on 
proceedings. Aside from the heckling 
of Miss Parker and Mr. Young, Wilma 
Soss, president of Women Federated 
Shareholders, clothed in apron and 
holding mop, pail and scrub brush told 
the chair: “In the 32nd year [of CBS’ 
history] and in the year of payola” that 
it will not be the government “but 
the stockholders who will help Dr. 
Stanton clean up.” 


At one point, Mr. Paley, whose pa- 
tience was being tried, asked for a vote 
to call Miss Parker out of order. His 
request was approved in a roar of as- 
sent. Miss Parker, nominated by Mr. 
Young for a position on the board, 
“accepted” the nomination by reading 
lengthy quotes from newspaper articles 
and columns dealing with quiz-payola 
and CBS’ affairs. Miss Parker received 
117 votes (Mr. Young owns 111 shares, 
Miss Parker one share). 


Mr. Young attacked a New York 
Supreme Court decision denying him 
the right to examine CBS stock books 
and complained about the sale of CBS’ 
interest in Broadcast Music Inc. 





How all networks will air candidates 


All three tv networks are pre- 
pared to telecast discussion programs 
this fall in which the major presi- 
dential candidates could appear. But 
these problems exist: (1) how to 
format the programs and stay out- 
side the equal time framework of 
Sec. 315 and (2) the uncertainty of 
what the candidates themselves will 
agree to. 

NBC plans news interviews in 
prime time (story page 79), CBS 
has available the Westinghouse- 
sponsored series of nine pre-election 
program (tentatively Friday, 9:30- 
10 p.m.), and ABC has budgeted a 
13-week series of pre-election half- 
hours, Campaign Roundup, some to 
appear in prime time. 

All three lean toward discussion 
(news interviews the most likely) 
since debates would be open to ques- 
tion under the equal time provisions 
of the political broadcasting section 
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(315) of the Communications Act, | 
At issue is interpretation of that part | 
of the revision enacted by Congress | 
that obligates a broadcaster “to af- | 
ford reasonable opportunity for the | 
discussion of conflicting views of 
public importance” (including news. | 
casts, news interviews, documentaries 
or on-the-spot coverage of news 
events). 

In the West Virginia primary 
situation: all networks have offered 
time to Sens. Kennedy and Hum- 
phrey for their debate, but none 
has received firm acceptances. This 
debate presents a unique chance for 
broadcast. The only race involved 
is that for the Democratic presi- 
dential preference in the one state, 
and the networks feel they can air 
the Humphrey-Kennedy debate with- 
out risking equal time requirements 
for other candidates in other races, 











Salant hits blaming 
newspapers for trouble 


Broadcasters are making “real prog- 
ress” in the quality of their program- 
ming but are slowing down the pace 
when they blame their troubles on news- 
paper and magazine handling of the 
medium’s troubles, according to Rich- 
ard S. Salant, CBS Inc. vice president. 

Addressing the Arizona Broadcasters 
Assn. at Tucson April 22, Mr. Salant 
observed, “There has been a good story 
in the troubles of broadcasting and the 
press has reported it with the same 
relish that some of the papers have de- 
voted to the troubles of Dr. Finch and 
Carol Tregoff. 

He criticized “shotgun marriages” for 
broadcasters, leading to a federal pro- 
gram director or a government pro- 
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gram commission or even a citizens’ ad- 
visory committee. Referring directly to 
the proposal of ex-Senator William 
Benton for a citizens group, he ob- 
served, “I can’t quite figure out why 
a dozen of Mr. Benton’s friends are 
the public but 2,000 people like you 
and me are slobs.” He added, “The 
programming dictator or adviser is 
bound to program what he likes of, 
more likely, what he decides the people 
ought to like. If there’s any more uF 


democratic concept in the field of com 7 


munications, I’ve been unable to think 
of it.” 


Two CBS newsmen 
kicked out of Cuba 


It is the firm contention of CBS tr 
porter Dick Bate that “there is nothing 
short of chaos” in Cuba, 


CBS cameraman Mario Biasetti last 


week after they were arrested, jailed” 


and expelled from the country. 


Their trouble in Cuba started last” 


Monday (April 18), the day after Mr 


Bate reported from Havana that Cubai ~ 
Prime Minister Fidel Castro would like 
a face-to-face meeting with either Pret ~ 
ident Eisenhower or Secretary of State 


Christian Herter. 


The newsmen said that several houts 
after the newscast they were arrested ” 
by secret police in their Havana hotel 
room and taken to police headquartets ~ 
where they were held incommunicad® — 
for 30 hours. After several false starts, 
Mr. Bate said Thursday, they were pul — 


aboard a plane which arrived in Miami 
a little after 9 p.m. Wednesday. 














a belief 7 
brought bitterly home to both him and ~ 
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NBC TRIES FOR GREAT DEBATE 


Sarnoff tells tv plans for campaigners; 
blasts government ‘tampering’ as hazard 


NBC-TV last week tried for a double- 
play in this election year. As announced 
by Board Chairman Robert W. Sarnoff 
in New York last week: 

The network has wired an offer to 
campaigners John F. Kennedy and 
Hubert H. Humphrey, both seeking 
the Democratic nomination, to appear 
in a debate telecast at a time and date 
to be chosen. 

NBC-TV plans also, said Mr. Sarnoff, 
to invite the two convention-selected 
major candidates for President to ap- 
pear on an expanded Meet the Press 
that would be rescheduled. The hour- 
long World Wide 60 (Saturdays, 9:30 
P.M.) would be pre-empted to handle 
Meet the Press. 

The Presidential candidates would 
appear in six shows. In these, they 
would have equal chance to reply to 
questions put to them by a newsmen 
panel. One program in the series would 
be devoted to a session with the vice 
presidential candidates and another to 
the minor candidates for president. Mr. 
Sarnoff contrasted the NBC plan with 


a — “ 
Ee AE AS 


inigines 





proposed legislation to compel broad- 
casters to give at least eight hours of 
free evening time to the two major 
presidential nominees. Mr. Sarnoff an- 
nounced the NBC plans at a luncheon 
meeting Thursday of the Academy of 
Television Arts & Sciences in New 
York. 


New allies 


NBC’s Bob Sarnoff sees some 
wry paradoxes in the battle lines 
which have formed around the 
“tv crisis.” In an aside during his 
address last week before the 
ATAS in New York he observed 
that “The popular pastime of de- 
ploring television has made some 
strange bedfellows: David Sus- 
skind and Jack O’Brian, Walter 
Winchell and Walter Lippmann, 
James Hoffa and the Attorney 
General of the United States, 
Henry Luce and Clare.” 


He attacked the bill pending in Con- 
gress as government dictation as op- 
posed to a broadcaster’s “exercise of 
his own judgment as to how the candi- 
dates can be presented most effectively.” 
Mr. Sarnoff said it would not be the 
airwaves that would be expropriated 
under the proposed legislation but an 
enterprise-created service that did not 
exist before and was developed through 
business risk. 

The Hazard ® Mr. Sarnoft asserted: 
“When the government can tell a broad- 
caster that he must carry a certain pro- 
gram, or a publisher that he must print 
a certain story, it is as much a curb 
on free expression as when the govern- 
ment tells them what not to print or 
to broadcast.” 

The threat of government “tamper- 
ing” with program content was de- 
scribed by Mr. Sarnoff as “the chief 
hazard before us.” 

NBC-TV would originate the Ken- 
nedy-Humphrey telecast at its basic 
affiliate WTRF-TV Wheeling, W.Va., 
which last week said it would program 
a debate between the two candidates. 

The matter came to. a head in West 
Virginia where both men were cam- 
paigning for the primary election. The 
station offered the senators a half-hour 
in prime evening time before the May 
10 primary. Sen. Humphrey already has 
approved May 5, tentatively. 
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Educators to study 
broadcasting’s role 


The role of broadcasting in the na- 
tional scene will be subjected to the 
scrutiny of educators and industry 
leaders at the 30th Institute for Educa- 
tion by Radio & Television, to be held 
May 4-7 at the Deshler Hilton, Colum- 
bus, under auspices of Ohio State U. 
I. Keith Tyler, of the university, is 
institute director. 

Taking the theme “Freedom and Re- 
sponsibility in Broadcasting,” the insti- 
tute will hear Ralph McGill, Atlanta 
Constitution syndicate writer, deliver 
the keynote talk. 

Clair R. McCollough, Steinman Sta- 
tions and chairman of NAB’s Tv In- 
formation Committee, will preside at 
a freedom - responsibility discussion. 
Participating will be Robert F. Fore- 
man, executive vice president, BBDO; 
William G. Harley, past president, Na- 
tional Assn. of Educational Broadcast- 
ers, and Gilbert Seldes, director, An- 
nenberg School of Communications, 
U. of Pennsylvania. 

FCC Chairman Frederick W. Ford 
will take part in a panel on “Laws, 
Codes or Czars?” Others will be Leon- 
ard Marks, communications lawyer; 
Mildred E. Brady, editorial director for 
Consumer Report, and E.K. Harten- 


bower, KCMO-TV Kansas City, mak- 
ing his first public appearance since 
becoming chairman of the NAB Tv 
Code Review Board. 

A radio programming discussion will 
follow a presentation by Matthew J. 
Culligan, general corporate executive, 
McCann-Erickson. Among scheduled 


participants in the program, which will 
include closed-circuit tieups in New 


‘Rocky’ gives in 


New York’s Gov. Nelson 
Rockefeller last week reversed his 
policy of separate news confer- 
ences for print and broadcast 
media. Pennsylvania and New 
York broadcasters covered the 
April 20 Williamsport, Pa., ses- 
sion simultaneously with news- 
papers. Later it was reported that 
the governor still prefers separate 
conferences but “decided not to 
fight it any longer.” Networks 
had declared a tape-film boycott 
of Rockefeller news conferences, 
and local broadcast newsmen on 
the Williamsport assignment were 
prepared to walk out if the gover- 
nor did not allow simultaneous 
coverage. 


York, will be Marion Harper Jr., Mo. 
Cann-Erickson board chairman; Corey 
Thompson, spokesman for Canadian 
radio, and Robert H. Armstrong, of 
Detroit, representing Listeners’ Lobby, 
Inc. 


Newspaper ads up 


National advertising in daily and 
Sunday newspapers reached an all-time 
high of $772,905,000 for space in 1959, 
the Bureau of Advertising of the Amer. 
ican Newspaper Publishers Assn. re- 
ported last week. 

With the addition of the usual pro. 
duction factor of 6.9 percent, the Bu- 
reau said, the actual expenditure figure 
is $826,235,000, an increase of 7.5 
percent of 1958. The figure, based on 
actual measurements of linage in news- 
papers, was compiled for the Bureau by 
Media Records Inc. (The Bureau of 
Advertising noted that according to Me- 
Cann-Erickson, total advertising, in- 
cluding retail and classified, amounted 
to about $3,517,000,000 in 1959). 

A booklet, listing all national adver- 
tisers calculated to have invested $25, 
000 or more in newspapers in 1959, 
will be made available to advertisers 
and agencies on request to any of the 
five Bureau of Advertising offices in 
New York, Chicago, Detroit, San Fran- 
cisco and Los Angeles. 
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WHY DID 3M BUY AILING MUTUAL? 


Company becomes 


The giant Minnesota Mining & Mfg. 
Co. purchased the Mutual radio net- 
work last week (CLOSED Circuit, April 
18). It became the network’s sixth own- 
er in three years. 

Although 3M had been expected to 
purchase a 25% interest in Mutual for 
some time, the decision to take over 
the entire package came as a surprise. 
The deal raised two major questions: 
Why does 3M want a piece of the ail- 
ing radio network business? And why 
did the McCarthy - Ferguson group, 
which had seemed the most content of 
the owners who had held Mutual in 
the past few years, decide to drop out? 

The official explanations: 

Mutual, which came through bank- 
tuptcy after the McCarthy - Ferguson 
group took over last fall has reduced 
its losses to $25,000 a month. President 
Robert Hurleigh (who remains under 
the 3M ownership) says break-even can 
be achieved by September. The only 
major obstacle between Mutual and 
profit, according to Mr. Hurleigh, is 
advertiser reluctance to believe that the 
network will be around next week, or 
next month, or at the end of the year. 
With the 3M reputation, and bankroll, 
behind it, Mr. Hurleigh is convinced 
the advertisers will buy. 

“[ve missed four or five good ac- 
counts in the past month because ad- 
vertisers weren’t sure of us,” Mr. Hur- 
leigh says. “If I can get just 50% of 
that money we can break even.” 

Why They Sold ® The McCarthy- 
Ferguson group reportedly put $1.5 
million in the network since it took 
over. It’s understood they felt it would 
be necessary to put at least another half 
million into it before seeing the first 
profit, and that the best they could 
hope for would be a quarter-million in 
profit in 1961. At that rate it would 
take too long to get back the original 
investment, and they had others needs 
for capital in the meantime. So they 
decided to sell. 

Herbert P. Buetow, 3M _ president, 
to whom Mr. Hurleigh will report, had 
stil another reason to offer for his 
company’s decision to buy. “It appeared 
to be a new direction for us . . . the 
Opportunity to acquire a potentially 
Profitable enterprise and at the same 
time perform an important public 
service.” 

Mr. Buetow’s stressing of the public 
Service angle is buttressed by a look 
at the money league 3M travels in. 
It’s sales last year amounted to $500,- 
675,932, with net profit of $63,664,- 
729. The company paid $1.50 dividend 
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sixth owner in three years, Hurleigh stays 


3M President Buetow (I.) & MBS President Hurleigh start a new regime 


on earnings of $3.74 per share. Wall 
Street sources felt there was little point 
in looking for a money motive behind 
the 3M buy. Whatever the possibilities 
of a tax loss situation, or a profit situa- 
tion, they would be insignificant in the 
context of 3M’s financial standing. And 
as one 3M spokesman put it, “If money 
were all we were interested in, we could 
have invested it better elsewhere.” 

The exact amount 3M paid for 
Mutual is not disclosed, although au- 
thoritative guesses place it at around 
$1.3. million. That would amount to 
about a _ break-even deal for the 
McCarthy-Ferguson group, which in 
light of past owners’ experience is not 
a bad record. 

Mr. Buetow said Mutual would con- 
tinue its present policies under present 
management, “with the greatest pos- 
sible degree of independence. 

Ownership Parade ® Mutual started 
going through rapid changes in owners 
when RKO-Teleradio pictures sold it 
to Dr. Armand Hammer (oil interests) 
and associates in August 1957. He in 
turn sold the network to Hal Roach 


Studios in September 1958. Hal Roach 
had been purchased shortly before by 
Scranton Lace Corp., controlled by 
A.L. Guterma’s F.L. Jacobs Co. The 
network, which had been plagued by 
money losses for some time, was on the 
brink of going out of business after Mr. 
Guterma and his associates became in- 
volved with stock manipulation charges 
early last year. 

Mr. Guterma was convicted in federal 
court in New York last winter (BRoAD- 
CASTING, Feb. 1). 

Mr. Guterma and Mr. Roach gave 
an option on the network to the cur- 
rent president, Robert Hurleigh, who 
negotiated still another sale of Mutual 
to a group headed by Malcolm Smith 
(recording interests). That was in 
March last year. Mr. Smith sold out 
to the McCarthy-Ferguson group later 
in the year, under condition that 
Mutual would go through bankruptcy 
proceedings to clear past obligations. 
These proceedings were concluded suc- 
cessfully last December, with Mutual 
paying creditors on a 10 cents to the 
dollar basis. 














GOVERNMENT 









A couple of superpower uhf tv trans- 
mitters operating in New York City 
by Jan. 1? 

While FCC Commissioner Robert 
E. Lee admits that he may be just 
“Whistling Dixie,” he held out high 
hopes that the commission’s $2 million 
uhf research program can be operative 
by then. Adding to his optimism: The 
House last week approved the FCC’s 
fiscal 1961 appropriation of $12.9 mil- 
lion, including the sizable chunk ear- 
marked for the New York experi- 
ment. 

House passage was considered the 
chief stumbling block for the surprise 
item in the 1961 budget (BROADCASTING, 
Feb. 8). It is €xpected that the Senate 
will approve the study with only a 
cursory examination. 
Lee already has championed the study 
before Sen. John Pastore (D-R.1), 
chairman of the Communications Sub- 
committee: Also due to give the study 
a sympathetic ear is Sen. Warren Mag- 
nuson, chairman of both the Commerce 
Committee and appropriations subcom- 
mittee which will consider the measure. 
Both senators have been pushing the 
FCC for years to come up with a solu- 
tion for the uhf problem. 

Government Red-Tape ® Overjoyed 
with the House blessing, Commissioner 
Lee pointed out that, once the money 
receives final approval, the main stum- 
bling block will be the necessary gov- 
ernment red tape and paperwork. With 
independent contractors scheduled to 
provide the equipment and make the 
necessary installations, bids will have 
to be asked, a time consuming process, 
he pointed out. 

While plans still are very tentative, 
justifications submitted to the House 
indicate that one uhf transmitter, with 
a minimum power of 1 mgw (and it 
may go much higher), will be installed 
on top of the Empire State Building, 
with a second, smaller transmitter to be 
built further up Manhattan to test 
simulcasting. Receivers, including spe- 
cially-built prototypes and regular sets, 
would be situated throughout New 
York. 

Actual breakdown of costs—original- 
ly $2,250,000 was sought with $250,- 
000 lopped off by the House—will not 
be known until bids have been ac- 
cepted, but the following figures were 
submitted to Congress: $200,000 for 
salaries and travel expenses (including 
$20,000 annually for director); $369,- 
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HOUSE OKAYS UHF STUDY MONEY 


Commissioner Lee eyes Jan. 1 as kick-off date in New York 


000 for transmitter and _ installation 
atop Empire State, plus $131,500 for 
operational costs; $382,500 for second 
transmitter and $65,000 operational 
costs; receiver research and develop- 
ment, $341,500; receiver installation 
and observation, $167,000; field inten- 
sity and survey, $334,500; analysis and 
report, $25,000, and $234,000 to be 
held in reserve. 

Commissioner Lee expressed the hope 
that manufacturers will donate at least 
part of the receivers needed for the 
project. Many, he expected, will be 
placed in private homes. The possibility 
of using the experiment for in-school 
classroom instruction also is being ex- 
plored with both the New York public 
schools and universities expressing in- 
terest. 

Transmitters, with two at the start 
and more possibly to be added later, 
probably will be leased from General 
Electric at an expected cost of $446,- 
000. 

Best offer to date on the two-planned 
transmitters came in a $446,000 lease 
deal from General Electric, as opposed 
to the $668,000 RCA wants for out- 
right purchase of its equipment. The 
commission will ask for bids giving 





HE HAS HIGH HOPES 


Comr. Lee shoots for Jan. 1 





both lease and sale prices from mianv- 
facturers interested in supplying the 
transmitters. 

A New Policy ® The commission 
told Congress that its proposed uhf 
study goes beyond the policy hereto- 
fore followed by the commission; i.e., 
“to engage only in applied technical 
research essential to the regulation of 
developments of the industry on its 
own initiative. . . .” Uhf has not yielded 
to this approach, the FCC said, and 
therefore the proposed study must be 
made to determine the capabilities of 
uhf. 

The actual experiment will be con- 
tracted out to an independent research 
organization, with the commission 
keeping control. Also playing as yet 
an undetermined part will be the Na- 
tional Bureau of Standards and the 
National Academy of Science. 

Some broadcast organizations, no- 
tably the Assn. of Maximum Service 
Telecasters, have asked to participate 
in the study. Commissioner Lee said 
that they would be welcome so long as 
they had no specific axe to grind or 
narrow, selfish interests. 

Programming, generally, would be 
provided on a rotating basis by the 
three networks, excluding actual class- 
room instruction and educational pro- 
grams which might be offered. The 
network programming is desired so that 
side-by-side comparisons of uhf and 
vhf can be made. 

New York City was picked for the 
experiment because, “with its most dif- 
ficult problems of metropolitan area 
coverage, if uhf works in New York the 
chances are it will work anywhere.” 

How It Started & Commissioner Lee 
has been generally credited with origi- 
nating the idea for the uhf experiment, 
but he disclaimed any credit last week. 
He said the idea first came from the 
staff and that, as the commission’s “No. 
1 uhf egg-head,” he was selected to 
try to sell the proposal to the Budget 
Bureau and Congress. 

The $2 million appropriation is for 
two years, with commissioners saying 
that by then they will know once and 
for all if uhf will work in commercial 
tv. What will happen to the ready- 
built tv stations and uhf receivers when 
the study ends? Commissioner Lee said 
he didn’t know but that maybe the 
transmitters and necessary equipment 
could be legally given to educational 
WNYC-TYV, permittee of ch. 31. 
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REFORM BILLS 
NBC, ABC add views 


to pending comments 


NBC and ABC filed comments last 
week suggesting a modus operandi for 
a group of tv industry “reform” legisla- 
tion bills under discussion at the House 
Communications Subcommittee hearing. 
FCC Chairman Fredrick W. Ford also 
filed a letter endorsing bill provisions 
dealing with license suspensions. 

The bills under discussion cover 
payola, plugola, rigged quizzes, quickie 
grants, procedures covering applications 
for new stations and sanctions to keep 
down abuses of laws and FCC rules 
(BROADCASTING, April 18). 

NBC concentrated its remarks main- 
ly in the areas of payola and sponsor- 
ship identification. The network told 
the subcommittee that it preferred the 
approach of H.R. 11341 which deals 
broadly with payola rather than with 
bills tending to be too specific in nar- 
rowing down areas of payola activities. 

NBC recommended two separate 
statutes “simply because there are two 
separate problems to be dealt with.” 

One is to provide “adequate safe- 
guards” to insure that advertising mat-’ 
ter broadcast is identified as such. The 
other “is to outlaw undercover pay- 
ments to disc jockeys” who accept 
money for including certain material in 
their broadcasts. 

Crime To Receive = Proper ap 
proach to undercover payments, NBC' 
stated, is to make it “a crime to receive 
or make such payments” under com- 
mercial bribery statutes. Commercial 
bribery would make such payments 
without the knowledge and consent of 
the employer a crime. However, the 
network maintained, “the disclosure of 
the payment to the employer and his 
consent to it avoids the crime.” 

If the commercial bribery statute 
was translated for the broadcasting in- 
dustry it would “raise a compelling 
factor,” the network said. The employe 
who has received undercover payments 
for the broadcast of material “excul- 
pates himself from a commercial brib- 
ery statute by informing his employer, 
and if the employer ratifies the pay- 
ments, then the broadcaster may be re- 
quired to make a sponsor identification 
announcement under Sec. 317.” 

NBC suggested added language to 
Sec. 317 which would place “a new ob- 
ligation upon the broadcaster.” Under 
the NBC proposal the broadcaster 
would make announcements of sponsor 
identification “not only in those cases 
where the payments are received by the 
Station, but where the station has re- 
ceived information that payments were 
Teceived by others under circumstances 
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which would have required an an- 
nouncement had the station been the 
recipient.” 

On the matter of sponsorship identi- 
fication, NBC admitted that some free 
records are added to a station’s library 
with the “hope, or even an expecta- 
tion,” that some of the records will be 
broadcast “and that this will confer a 
benefit upon the supplier.” However, 
NBC declared, “lacking an agreement 
by the broadcaster to guarantee ex- 
posure, we see no violation of Sec. 
337.” 

In a statement filed with the sub- 
committee, ABC warned “that a statu- 
tory provision which would preclude 
new grants without hearing would place 
the commission in a strait jacket and 
create evils of serious proportions.” 

Long, Long Time ® The network said 
that “the most valid criticism” which 
can be made against the FCC “is the 
inordinate time” it takes to resolve mat- 
ters arising before it. “Pressing alloca- 
tions problems” ABC said, “are being 
sidetracked” because the commission 
is constantly being diverted “to matters 
on which hearings are already obliga- 
tory.” Thus, ABC maintained, any stat- 
utory provision which would add “still 
further” to the already overburdened 
FCC hearing calendar would not be in 
the public interest. Accordingly the net- 


work told the subcommittee that it pre- 
ferred the policy embodied in the Sen- 
ate’s bill (S. 1898) which would elimi- 
nate hearings on needless matters rather 
than the House bill which would re- 
quire a hearing on every application 
for a new or changed facility. 

Hitting at the sections of H.R. 11341 
dealing with swap-offs and payoffs 
among applicants, ABC said that bona 
fide mergers and drop-outs should be 
encouraged. It cited figures which in- 
dicated that of the 50 tv hearings held 
in 1952 the “average time elapsed be- 
tween the filing of an application and a 
final decision by the commission has 
exceeded 29 months . . .” The commis- 
sion has only been able to decide 50 
cases in eight years “of intensive ef- 
fort” where the “result was contested 
every step of the way.” 

Much of the subcommittee’s concern 
over payoffs and swap-offs “would be- 
come academic” the network suggested, 
if there could be found a “more ex- 
peditious resolution” of comparative 
hearings and if the FCC “were more 
consistent in applying its various cri- 
teria for preferring one applicant over 
another.” 

Other ABC comments: 

On license suspensions: Sec. 2 of 
H.R. 11341 which would authorize the 
FCC to suspend broadcast licenses after 
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A full-scale hearing on free-time 
on tv for presidential candidates has 
been set for May 12 by the Senate 
Commerce communications subcom- 
mittee, it was learned last week. 

The committee, headed by Sen. 
John O. Pastore (D-R.I.), will hear 
industry and political witnesses. The 
hearing is expected to run about a 
week. Nicholas Zapple, committee 
staff professional on communica- 
tions, was arranging for witnesses 
at the end of last week. 

The bill (S-3171) was introduced 
on March 10. It was co-sponsored 
by Sen. Warren G. Magnuson (D- 
Wash.), and Sen. A.S. Mike Mon- 





Hearing set on free-time bill 


roney (D-Okia.) and signed by 
20 other senators (BROADCASTING, 
March 14). 

It provides that tv networks and 
stations provide each of the major 
party presidential candidates with 
one prime evening hour free weekly 
beginning Sept. 1, eight weeks be- 
fore election. 

The bill defines a major party as 
one whose nominee in the last elec- 
tion received at least 4% of the total 
popular vote. 

The measure would require the 
FCC, networks and stations to ar- 
range for simultaneous telecasts in 
all time zones. 








a notice and hearing for a 10 day period 
“punishes the innocent along with the 
guilty—by depriving the public and the 
sponsor of the program service other- 
wise available on that station.” 

On conditional renewals: If shorter 
than three years, and used as “another 
‘raised eyebrow’ technique” by the FCC 
which would place a program on “pro- 
bation so as to make known its dis- 
pleasure,” the network would be op- 
posed. 

Sponsorship identification: ABC said 
that “until March 16 [the date of the 
FCC public announcement on plugola] 

. it understood the meaning, pur- 
pose and scope of Sec. 317... .” If 
after reviewing the briefs and com- 
ments to be filed by May 2 the FCC 
still adheres to its original notice, ABC 
said that it would urge the exemption 
of the announcement of records used 
by stations supplied by record distribu- 
tors and government agencies. Requir- 
ing such announcements “would serve 
no useful purpose and . . . would mere- 
ly work a hardship on the broadcaster 
and the listening and viewing public,” 
ABC asserted. 

In a brief letter filed with Rep. Oren 
Harris (D-Ark.), chairman of the Com- 
mittee on Interstate and Foreign Com- 
merce, FCC Chairman Ford stated that 
the FCC is “in accord” with the provi- 
sions in H.R. 11341 dealing with sus- 
pension of licenses. Chairman Harris 
introduced the bill which would sus- 

- pend licenses for short periods. 


Conelrad alert May 3 


The National Industry Advisory 
Committee met in Washington last 
Thursday (April 21) to formulate final 
plans for the May 3 nationwide Conel- 
rad test as part of “Operation Alert— 
1960.” The 96-member group includes 
broadcasters, representatives of indus- 
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trial and private communications and 
government officials. 

Leo Hoegh, OCDM director, in ad- 
dressing the meeting, thanked broad- 
casters for their participation in civil 
defense and other emergency activities. 
Other items on the agenda included (1) 
emergency assignments of NIAC mem- 
bers in case of attack; (2) the FCC’s 
current rulemaking on Conelrad at- 
tention-getter signals; (3) emergency 
generators for stations, and (4) state 
defense networks. 

Commissioner Robert E. Lee, who 
chaired the meeting, plans to visit Butte, 
Mont., May 6 to boost that state’s In- 
dustry Advisory Committee. This will 
make the 46th state committee the de- 
fense commissioner has visited since 
1958. He said a drive is underway to 
make the state broadcaster committee 
members local civil defense leaders. 
Also, he pointed out, NIAC is actively 
pushing emergency fm networks. Ap- 
proximately 25 state groups will par- 
ticipate in the May 3 Conelrad test. 


FCC for defense in 
Mack-Whiteside trial 


All present FCC commissioners, in- 
cluding the present chairman, are going 
to be called to testify in the second trial 
of former FCC Commissioner Richard 
A. Mack and his Miami friend, Thur- 
man A. Whiteside. 

They will be called for the defense, 
Nicholas J. Chase, attorney for Mr. 
Mack said last week. They will be inter- 
rogated on FCC procedures. 

The re-trial of Messrs. Mack and 
Whiteside is scheduled to begin today 
(April 25) in U.S. District Court in 
Washington. Federal Judge Alexander 
Holtzoff will preside. 

The two Floridians are accused of 
having conspired to ensure that the 
grant of Miami ch. 10 went to National 





Airlines. Both have pleaded not guilty, 
Mr. Mack resigned from the FCC fol- 
lowing the disclosures, first brought to 
light by the House Legislative commit. 
tee in 1958. 

The first trial last year ended in a 
hung jury. 

First move in the second trial actu. 
ally took place last Monday in US, 
District Court in Miami. Attorneys 
called 14 character witnesses for Messrs, 
Mack and Whiteside, including Chief 
Judge Murray Wisehart and Judge 
Francis Kehoe, both of the Dade Coun- 
ty Circuit Court. Their testimony will 
be made part of the record at the com- 
mencement of the Washington trial. 


Earlier, attorneys for the government 
and the defense stipulated prior testi- 
mony which, according to Mr. Chase, 
will cut down the length of the second 
trial to a mere month. Mr. Chase esti- 
mated that about eight weeks of testi- 
mony were included in the stipulations. 

The second trial was supposed to 
begin in January, but was postponed 
when Mr. Mack was committed to a 
Miami hospital for observation. He 
was found competent to stand trial. 
He is also being sued for divorce. 


NARBA in effect 


The North American’ Regional 
Broadcasting Agreement went into ef- 
fect April 19, the U.S. State Dept. 
announced last week. The NARBA 
Agreement, which covers standard 
radio relations among the U.S., Canada, 
Cuba, Dominican Republic, Bahamas 
and Jamaica, was signed in Washington 
in 1950 and ratified by the Senate Feb. 
23. It was signed by President Eisen- 
hower on March 9 and was deposited 
with the Canadian government on 
April 4. The treaty provides that it 
shall enter into effect 15 days after 
ratification by at least three of the four 
countries. Cuba ratified in 1953 and 
Canada in 1957. Radio relations with 
Mexico are contained in a_ separate 
treaty. 


Two v’s added in Reno 


The FCC last week added chs. 2 and 
5 (educational) to Reno, Nev., and re- 
moved the educational reservation on 
ch. 21 in that city. Reno now will have 
chs. 2, 4 (for which six applications 
are pending), 5, 8 (KOLO-TV), 21 and 
27. The commission said, however, that 
the rulemaking proceedings will be kept 
open to consider conflicting proposals 
to add vhf to northern California. 

Also last week, FCC invited com- 
ments on a proposal to assign ch. 26 
to Hanover, N.H., and ch. 20 to Water- 
bury, Conn. 
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ANTITRUST VIOLATION ALLEGED 
KRON-TV cries foul in NBC buy of KTVU(TV) 


The Dept. of Justice has been stirred 
into an investigative flurry by charges 
that the NBC buy of KTVU (TV) San 
Francisco is a violation of the antitrust 
laws. 

The allegations were made by the 
San Francisco Chronicle, owner of the 
NBC-affiliated KRON-TV there. They 
were submitted to the Justice Dept. in 
conjunction with the submission by 
NBC of its agreements to exchange sta- 
tions with RKO General and to buy 
KTVU (BRoapDCASTING, April 18). 

The Chronicle charged, it was under- 
stood, that NBC at first attempted to 
buy KRON-TV by offering less than 
it was worth on the alleged threat of 
buying KTVU and taking the NBC 
affiliation away from KRON-TV. 

Another aspect being investigated, it 
was learned, is whether there is any 
connection between the NBC-RKO 
General exchange agreements and 
NBC’s purchase of KTVU. KTVU, 
which began operating in 1958, num- 
bers among its principal stockholders 
former RKO General executives, in- 
cluding Ward D. Ingrim, KTVU pres- 
ident, and William D. Pabst, KTVU 
executive vice president. 

There is also the question, Justice 
officials observed, whether the ex- 
change agreement between NBC and 
RKO General is contingent on NBC’s 
purchase of KTVU. This may raise 
tie-in questions, it was said. 

NBC is required to advise the Justice 
Dept. of its planned station transfers 
under a consent decree signed last year. 
This was the outcome of a government 
antitrust suit against NBC for alleged- 
ly pressuring Westinghouse Broadcast- 
ing Co. into swapping its Philadelphia 
radio-tv stations for NBC’s Cleveland 
radio-tv plus $3 million. 

The consent decree requires that 
NBC dispose of the Philadelphia sta- 
tions and submit any acquisitions in 
major markets to Justice before filing 
with the FCC for that agency’s ap- 
proval. 

Justice has 30 days to consider the 
Philadelphia-Boston exchanges and the 
network’s $7.5 million purchase of 
KTVU. If it feels the transfers and the 
purchase run afoul of the antitrust 
decree it can ask the Philadelphia U.S. 
District Court to rule on this objection. 
If it takes no action, the next step is 
submission of the applications to the 
FCC. 

_ The NBC-RKO General transaction 
involves exchanging the network’s 
WRCV-AM-TV Philadelphia for RKO 
General’s WNAC-AM-FM-TV Boston. 
NBC is also selling its *WRC-AM-FM- 
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TV Washington to RKO General for 
$11.5 million, but this does not have 
to clear with the Justice Dept. Because 
of FCC’s duopoly rules, RKO General 
will have to sell its WGMS-AM-FM 
Washington in order to buy the NBC 
capital city outlets. It has been reported 
that Crowell-Collier is negotiating to 
purchase the WGMS stations for $1.5 
million. 


Propose daytimer 


sign-off rulemaking 


The FCC last week announced 
rulemaking which would permit day- 
timers to sign-off at 6 p.m. local time 
instead of local sunset, provided they 
operate the minimum two-thirds of the 
broadcast time between 6 a.m. and 6 
p.m. The proposed rule would eliminate 
the necessity of daytimers securing 
prior FCC approval to sign-off early 
during the summer months. 

Every spring, a stream of stations 
come to the commission for such au- 
thority on the grounds it is economic- 
ally unfeasible for them to continue to 
broadcast until dark. Permission in the 
past has been almost automatic. As 
part of the same proceeding, comments 
were invited on a proposal to discon- 
tinue the requirement that stations no- 
tify the FCC when they are forced off 
the air for short periods because of 
technical difficulties. Interested parties 
were invited to file their views with 
the commission by May 20. 


Equal time provisions 
win first court test 


A Circuit Court in New Orleans up- 
held the FCC’s first decision under the 
new equal time provisions of Sec. 315 
while the commission itself announced 
its decision in a second case. Both de- 
cisions denied the complaints. 

The New Orleans court decision up- 
held the FCC final judgement on 
KWTX-AM-TV_ weathercaster Jack 
Woods, a candidate for reelection. Mr. 
Woods’ opponent for the Texas legisla- 
ture, William H. Brigham had appealed 
the commission’s ruling that the pro- 
visions in Sec. 315 prohibiting stations 
from “censoring” candidates’ appear- 
ances indicates that Mr. Brigham is not 
entitled to equal time (BROADCASTING, 
April 18). 

The court quoted from the FCC de- 
cision which formed the sole basis of 
its own verdict. “There is not the slight- 
est hint in the undisputed facts that this 








weathercaster’s appearance involved 





ADULTS 
OF ALL 
AGES 


LISTEN T0 
WOC RADIO 
BECAUSE... 


Traditionally, they have expected 
—and received — from WOC the 
area’s most complete coverage of 
local, farm, sports and weather 
news. . as well as NBC’s ex- 
cellent coverage and analysis of 
national and international head- 
lines. 


Traditionally, WOC has pro- 
grammed for the family, provid- 
ing entertainment and changing 
when change is desired. 1960 
programming will feature music 
to all tastes. 


Traditionally, WOC personalities 
have been the friendliest of peo- 
ple — known on the streets .. . 
welcome in the homes. 


Traditionally, advertisers have 
used WOC to move merchandise 
from display to the home. 


*Adults from 18 to ? spend 95% of the na- 
tion's EBI 
Facts, figures, data, statistics and other 


pertinent information are at the fingertips 
of your PGW Colonel. See him today. 
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The U.S. Information Agency’s 
broadcasting arm in the future will 
use something communist countries 
understand best: that’s power. 

The big stick the Voice of America 
will wield is kilowatts. And the 
European, Asian or African who 
spins his dial won’t have to strain 
his eyes or ears to pick up one of 
the 100-odd Voice programs broad- 
cast daily in 37 languages. When he 
dials across a Voice frequency the 
signal will be coming in so strong he 
can lean on it. 

This simple and straightforward 
plan to fight power with power is 
never far from the thoughts of Voice 
Director Henry Loomis, who moved 
into the.job in July 1958 with a 
background completely uncluttered 
by any experience in broadcasting. 
Mr. Loomis is youthful (41 last 
Tuesday) and enthusiastic and is a 
physicist who got sidetracked into 
government research, strategy and in- 
telligence in 1950. Two of the half- 
dozen government posts he held be- 
fore taking over the Voice were with 
the parent USIA. 

Mr. Loomis thinks the Voice’s 
Greenville base will make U.S. in- 
ternational broadcasting impossible 
to ignore and put the Voice in a 
more competitive position with the 
communists in telling what this 
country has to say with reasonable 
assurance it will be heard. 

The Greenville plant will have six 
superpower shortwave transmitters 
of 500 kw each, six of 250 kw and 
six of 50 kw. The 500-kw transmit- 
ters, which cost the U.S. $2.9 mil- 
lion, were paid for with money ap- 





DEMOCRACY’S MOUTHPIECE 


More kw for VOA transmitters will give world a clear ear 


propriated during the 1950-51 Ko- 
rean War period. But Voice plans at 
that time to use the six transmitters 
on the East and West Coasts (Baker 
East & Baker West) ran afoul of two 
Senate committees which charged 
waste of money and the equipment 
has been in warehouses ever since. 

Financial Manipulations = Con- 
gress shoved off the Greenville proj- 
ect in fiscal 1959 with an appropri- 
ation of $10 million; it added $9 
million more in fiscal 1960 and 
diverted another $3 million in un- 
expended funds, the unused trans- 
mitters and other gear to the North 
Carolina base. 

The Greenville operation will in- 
clude three sites totaling 6,100 
acres, one 15 miles northeast of 
Greenville, one 15 miles southeast 
and the third 6% miles west. Be- 
sides the 18 large transmitters, 
there also will be smaller trans- 
mitters and new receiving equip- 
ment. 

The Greenville facility will be 
the world’s largest and most pow- 
erful long-range broadcasting plant 
and when its 18 transmitters go 
into operation simultaneously late 
in 1962 the Voice will retire its 14 
East Coast transmitters in New 
York and New Jersey operated un- 
der contracts with their owners, 
NBC, CBS and General Electric 
Co. These transmitters, Mr. Loomis 
says, were built in the 1930s, have 
long since been amortized and are 
obsolete and subject to frequent 
breakdowns. 

For Project Larry in Liberia— 
where the U.S. has signed a 40-year 





agreement with that country for tie 


proposed transmitter base—tiie 
Voice plans to install six 250-kw 
and two 50-kw shortwavers. Though 
physical distance from the U.S. and 
other inconveniences may tend to 
slow down Project Larry’s comple- 
tion, the Voice plans to offset this in 
part by putting to use some of the 
blueprints and experience from the 
Greenville project. The Voice is 
ready to get moving on the Liberia 
project July 1 if Congress ap- 
proves the money. 

The Voice doesn’t intend to call 
a truce in its kilowatt power play, 
despite a reduction in Soviet jam- 
ming which went into effect begin- 
ning with Russian Prime Minister 
Nikita Khrushchev’s visit to this 
country last year. USIA Director 
George V. Allen told Congress last 
month that the Russians were be- 
lieved to have reduced jamming be- 
cause among other things this jam- 
ming (1) tends to cause interfer- 
ence to broadcasts by Russia and 
neighboring countries on nearby 
channels and (2) is expensive in ma- 
terial, manpower and money. Thus, 
more VOA broadcasts now are get- 
ting through to communist areas 
and the Voice is taking advantage 
of this letup by redirecting trans- 
mitters it had massed to overcome 
jamming. 

But if the Russians resume jam- 
ming, they'll find it a lot tougher, 
still more expensive and trouble- 
some when Greenville, Larry and 
other VOA projects go on the air. 

To beat the Russian propagandists, 
and lately the Chinese, at their own 





anything but a bona fide effort to pre- 
sent the news. The weathercaster is not 
even identified by name, but only as 
the ‘TX Weatherman’ and his employ- 
ment is not something arising out of 
the election campaign, but rather is a 
‘regular job,’” the court declared. 


Last week the commission revealed 
that a request for equal time by Robert 
J. Dieli, Democratic candidate for Con- 
gress in Columbus, Ohio was denied be- 
cause it was not applicable under Sec. 
315. 


Cites Broadcast ® Mr. Dieli charged 
that a discussion program, Columbus 
Town Meeting on the Air, broadcast 
over WBNS-AM-TV had on its panel 


86 (GOVERNMENT) 


Congressman Samuel J. Devine (R- 
Ohio) the unopposed candidate in the 
Republican primary to be held in May. 
The Democratic candidate alleged that 
the appearance of Rep. Devine was not 
incidental to the panel’s discussion but 
rather to advance his own candidacy. 
Since the congressman is uncontested, in 
the primary, Mr. Dieli maintained that 
Sec. 315 is applicable since Rep. Devine 
is not seeking the nomination. 

The FCC stated that since Mr. Dieli 
is a Democratic candidate and the con- 
gressman a Republican in separate pri- 
mary elections, candidates “for nomi- 
nation for an office of any given party 
are entitled to use broadcast facilities 
within the cited section of the Act equal 





to those which have been afforded to 
other candidates for the same office in 
the same party’s primary.” However 
the commission said that “they are not 
entitled to such use with respect to 
candidates seeking nomination for the 
same office in the primary elections of 
other parties.” 


@ Government briefs 


Educational translator = Jefferson 
Standard Broadcasting Co. (licensee of 
WBT and WBTV [TV] Charlotte, N.C.) 
has announced plans for the construc- 
tion of a tv translator to be used for 
“in school” tv and other educational 
purposes. Charles H. Crutchfield, 
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game—shortwave broadcasting—Mr. 
Loomis has an ace in the hole and 
his big problem right now is to hold 
himself in check while he waits for 
Congress to pair it. As things stack 
up now: 

# The Voice has completed blue- 
prints begun a year ago and started 
clearing ground last February for a 
$25.3 million project near Green- 
ville, N.C., which will equip the 
Voice on the East Coast with a bat- 
tery of 18 high-powered shortwave 
transmitters. Upon completion late 
in 1962 all 18 will go on the air 
simultaneously. When this happens 
the Voice, which has depended large- 
ly on pre-World War II vintage 
shortwave transmitters in the U.S. to 
fudge a 50%-usable signal barely to 
the eastern edge of Europe, will 
blanket that continent with a com- 
fortable, 90%-usable signal. (The 
old, 50% signal will be booted all 
the way into Moscow without aid 
from overseas relays.) 

= Approved by the House and 
awaiting action in the Senate is 
Phase No. 2 of the Voice’s thrust, 
called Project Larry, an octet of 
high-kilowattage shortwavers which 
will carry VOA broadcasts through- 
out Africa and a big piece of the 
Middle East from a site in Liberia. 
The House appropriated $8.7 mil- 
lion (of $9.2 million asked by the 
Voice) for Project Larry in new 
money, to which will be added $3.9 
million in unexpended funds and 
equipment left over from the pres- 
ently - deferred Project Delta and 
other projects for a total of $12.6 
million. (Congress appropriated the 
money in 1957-58 for Delta’s pro- 
jected medium wave transmitter base 
in the Mediterranean, but U.S. ne- 
gotiators have been unable to obtain 
a site.) 

Though there’s nothing else in the 
budget books, there’s plenty more 


THE Voilce’s Loomis 
Hot seat on a cold war 


in the minds of Mr. Loomis and his 
associates, which means the Voice is 
almost certain to be back at the old 
stand on Capitol Hill next year and 
the year after with new building 
projects. Mr. Loomis’ strategy 
doesn’t call for doing things up less 
than brown. The Voice wants new 
high-power medium wave transmit- 
ters in Liberia (1.6 megawatt) and 
in the Mediterranean area (1 mega- 
watt) and would like to increase 
shortwave transmitter powers at 
some of its present sites in England, 
Morocco, Greece, and the Philip- 
pines. 


Short vs. Medium Wave. ® The 
Voice’s reliance on shortwave broad- 
casting, instead of the medium wave 
type predominant in U.S. commer- 
cial broadcasting, is predicated on a 
simple set of facts. One of them is: 


“When in Rome...” etc., etc. Short- 
wave is the primary broadcasting 
wavelength used in countries out- 
side the Americas and the people in 
these countries are the ones the Voice 
is trying hardest to reach. Second, 
while medium wave may radiate 
over large areas, shortwave spans 
oceans and continents and _ thus 
reaches listeners in places inaccessi- 
ble to medium wave. Third, the prob- 
lem of interference in shortwave is 
somewhat less critical since no coun- 
try, even in crowded Europe, has 
such heavy concentrations of sta- 
tions as exist in the U.S. Shortwave 
transmissions can be jammed, of 
course, but so can those of any other 
broadcasting method. 

The Voice of America’s program 
for more powerful transmitters, as 
Mr. Loomis explains it, is one of ab- 
solute necessity—to keep from being 
hopelessly outclassed by the com- 
munists. VOA’s 87 shortwave trans- 
mitters average 62 kw (it also has 
five medium or long wave). Short- 
wave transmitters in the larger coun- 
tries of the world average 209 to 
250 kw and in smaller countries 100 
kw. The 30 shortwave transmitters 
broadcasting Voice programs from 
the U.S. average around 50 kw. Rus- | 
sia’s big workhorse transmitters are 
240 kw each. They often are coupled 
to give twice that transmitting power 
and sometimes are lined up three 
deep to produce a superpower 720 
kw. 

The Voice shortwaves 570 hours 
of programs weekly of a world total 
of 12,000. Of this total communist 
countries account for 3,000 hours of 
which 1,000 hours are aired by the 
Russians. Recent developments have 
indicated that while international 
broadcasting has been increasing in 
total hours an average 10% yearly, 
communist China last year boosted 
its shortwave programs 512 hours. 








general manager, said that Jefferson 
Standard will apply to the FCC for per- 
mission to build and operate a trans- 
lator at its Spencer Mt. site. Under 
FCC rules, the station will be forced to 
Operate at low power and will serve a 
limited area. However the translator 
will serve as a link for other stations in 
the state, Mr. Crutchfield said. 


to cease paying disc jockeys and other 
under-the-counter payments to play 
their records, unless public disclosure 
is made of such payments. 


rival uhf facility to convert WTIC to 
uhf. Springfield Television Corp., li- 
censee of WWLP (TV) (ch. 22) 
Springfield, Mass., has asked the FCC 
to issue the Hartford station a renewal 
conditional on its acceptance of a uhf 
channel instead of ch. 3 (BROaADCAsT- 
ING, March 7). WTIC-TV told the com- 
mission that “it is entirely premature 
at this stage to impose uhf conditions 
on renewals of licenses.” WTIC-TV 
cited its “meritorious broadcast opera- 
tion fully serving substantial public in- 
terests” and asked that Springfield’s 
request “be dismissed or denied as to- 
tally lacking in merit.” WTIC-TV is 
owned by Travelers Insurance and is 
affiliated with WTIC-AM-FM. 


Request ruling ® KBAK-TV last week 
asked the FCC to propose rulemaking 
deleting ch. 10 from Bakersfield and 
allocating it to Santa Barbara. The sta- 
tion also requested that ch. 45 be allo- 
cated to Bakersfield in lieu of ch. 10 
and that KERO-TV (ch. 10) Bakers- 
field be ordered to show cause why its 
license should not be modified to sub- 
stitute ch. 45 for 10. 


More payola consents ® Federai Trade 
Commission announced last week three 
more payola consent judgments, bring- 
ing total number of settlements to 24. 
Signing consent orders were: Bernard 
Lowe Enterprises and Edward S. Barsky 
Inc., both Philadelphia, and Action Rec- 
ords Inc., New York. All three agreed 
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Speaks up ® WTIC-TV Hartford, 
Conn., lashed out at an attempt by a 
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NETWORKS WIN 10 PEABODY AWARDS 


CBS President Stanton wins special citation for Sec. 315 stand 


The three networks picked off their 
share of George Foster Peabody Awards 
at the annual presentation held last 
week in New York. CBS was awarded 
six, including a special citation to its 
president, Dr. Frank Stanton, NBC 
won three and ABC one. 

In addition, five stations received 
awards at the presentation recognizing 
radio and tv’s most distinguished and 
meritorious public service each year. 
The stations: WNTA-TV New York 
(The Play of the Week), WGN-TV Chi- 
cago (Great Music from Chicago), 
WGBH-TV Boston (Decisions), WDSU- 
TV New Orleans (Editorials) and 
WCCO) Minneapolis (in sponsoring 
study in Russia and travel by its farm 
director). — 

Winners were announced at a lunch- 
eon meeting of the Radio & Television 
Executives Society. CBS’ honors in- 
cluded: The Population Explosion (tv 
education); The Ed Sullivan Show and 
Small World (tv contribution to inter- 
national understanding); Dr. Frank 
Stanton and The Lost Class of ’59 (tv 
special awards) and The World Tonight 
(radio news). 

NBC’s awards: The Moon and Six- 
pence (award to Producer David Sus- 
skind for non-musical tv entertainment); 
The Bell Telephone Hour (musical tv 
entertainment) and Family Living. 

ABC won its award for Khrushchev 
Abroad, its coverage of the Russian 
leader’s U.S. tour. 


Stanton’s Award ® Dr. Stanton re- 
ceived a special award for his leader- 
ship in the successful drive in Congress 
for remedial legislation that amended 
equal time provisions of Sec. 315 of the 
Communications Act. 

A wire from President Eisenhower 
congratulating Dr. Stanton noted the 
award was most “appropriately present- 
ed. . . on the anniversary of the bat- 
tles of Lexington and Concord . . . the 
day when we remember with gratitude 
those who secured our independence 
and those who continue to defend the 
freedoms of us all. In this company of 
patriots, Frank Stanton has fought long 
and effectively.” 

The CBS president in accepting the 
award pleaded for completion of re- 
visions of the Sec. 315 provision to in- 
clude debates between presidential can- 
didates “so that broadcasting can con- 
tribute as effectively as possible to an 
enlightened electorate.” 

An unusual departure in the Pea- 
body awards was an exchange from the 


podium on differing tv views. Bennett 
Cerf, president of Random House Inc. 
publishing firm and Peabody board 
chairman, quipped that tv was giving 
people programming “a darn sight bet- 
ter than they deserve.” He hit at what 
he said was an anti-tv campaign by 
those newspapers “which don’t have to 
own tv stations” and noted an ample 
supply of good programs—‘“and when 
people will watch them, they'll get more 
of them.” 

David Susskind, accepting an award 
for “The Moon and Sixpence,” said 
he disagreed with Mr. Cerf because 
“if you give people what they want 
long enough, they will not want any- 
thing else.” He said tv must lead by 
giving “people what we think we want.” 

Awards were presented by Dean 
John E. Drewry of the U. of Georgia’s 
Henry W. Grady School of Journalism 
which administers the awards along 
with the Peabody board. The awards 
were set up in 1940 by the Board of 
Regents at Georgia U. in memory of 
the late George Foster Peabody, a suc- 
cessful New York banker and philan- 
thropist. 

The individual citations follow: 


Television News ® The Peabody 
Award in this important classification 
goes to the series, Khrushchev Abroad, 

, with congratulations 

to the American 
Broadcasting Co. for 
the thoroughness, im- 
agination, and vigor 
of its coverage of the 
visit to this country 
by the Soviet premier. 
Accepted by John 


Mr. Day Daly, vice president, 


ABC News. 


Television Entertainment (non-musi- 
cal # A ees Award to The Play 
wee Of the Week, WNTA- 
TV, Newark, New 
Jersey, with a bow to 
Ely Landau for spon- 
soring and develop- 
ing an outstanding 
dramatic program. 
Accepted by Mr. 
Landau. 


Mr. LANDAU 


Television Entertainment (musical) & 
During its first year on television, The 
Bell Telephone Hour quickly made it 
clear that it would in this medium of 
broadcasting reach even higher levels 
of distinction than those which in 1944 


won for it a Peabody Radio Entertaip. 
ment Award in Music. In the |anguag 
of New York Times critic Jack Gould 
this series, “for so many years one of 
the more civilized fixtures: of radi 
(has) re-emerged . . . on television , 
a varied delight . . . with impeccable 
taste.” In recognition, a second Peabody 
Award to The Bell Telephone Hour~ 
this time, for television entertainment, 
musical. Accepted by James W. Cook 


Television Entertainment (non-mus. 
cal ® A Peabody Award to David Sy. 
skind for his pm 

duction of The Moon 

and Sixpence, a drama 

of style and sub. 

stance, directed with 

imagination, and fea 

turing a distinguished 

performance by Sir 

Laurence Oliver. Ac- 


Mr. SUSSKIND cepted by Mr. Sus 


skind. 


Television Entertainment (musical) ® 
Great Music from Chicago, WGN-TV, 
features the Chicago Symphony Or 

chestra. This distin. 
guished series, a pres- 
tige program, pre 
sented live and in 
color, with many of 
the world’s outstand- 
ing conductors taking 
turns on the podium, 
represents an Ut 

Mr. QUAAL matched effort to 
bring the best in music to the public, 
and contributes vastly toward improv- 
ing the image of television. Great Music 
from Chicago and WGN-TV, there 
fore, are presented a Peabody Tele 
vision Musical Entertainment Award. 
Accepted by Ward Quaal. 


Television Education = The CBS 
documentary, The Population Explo- 
sion, tackled an immensely controver- 

sial and hush-hush 
subject in such forth 
right style that it 
broke the story for 
the world. This was 
clearly television edv- 
cation at its best, and 
merits a Peabody 

Award in this cate 

Mr. SMITH gory. Accepted by 
Howard K. Smith, CBS commentator. 


Television Education ® In a series of 
eight panel discussions Decisions, 
WGBH-TV Boston, has focused the 
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intelligent interest of New England 
communities upon the most pressing 
and contentious problems of our day. 
Fach week a fresh panel of authorities 
in the international field comes to grips 
with a particular issue, and while the 
argument is in progress the listening 
groups, from Maine to Martha’s Vine- 
yard, who have already been supplied 
with source material, are telephoning 
in their questions and_perplexities 
which are relayed to the moderator and 
answered on the spot. Listeners in 
libraries, homes, schools, estimated at 
100,000 persons, participate in this 
town meeting on the world’s crises. The 
program was originated by the late 
Brigadier General Henry Parkman, in 
cooperation with the Foreign Policy 
Association, and is presently moderated 
by Mr. Christian A. Herter Jr., Presi- 
dent of the World Affairs Council in 
Boston. Decisions is television educa- 
tion on the local level at its best. In 
recognition this Peabody Award, which 
is to be shared by WGBH-TV and the 
World Affairs Council of Boston, is 
given. Accepted by Mr. Herter. 

Television Contribution to Interna- 
tional Understanding ® With his Invi- 
tation to Moscow program on Septem- 
ber 27, 1959, neatly 
timed to coincide with 
Khrushchev’s visit to 
America, and before 
that with his Spoleto 
Festival of July 19, 
1959, Ed _ Sullivan 
turned his long-time 
top tv Sunday night 
vaudeville show into 
an imaginative and successful bid for 
better international relations. Not only 
in America was the reaction immediate 
and heartening. Russians and Italians 
as well cheered Sullivan, his producer 
Bob Precht, and his American casts 
and crews. The Peabody Board ap- 
plauds Ed Sullivan’s showmanship and 
acute awareness of the role prime-time 
television can play in promoting inter- 
national good will, and presents a sec- 
ond Peabody Award to The Ed Sullivan 
Show, CBS. In 1956 it was for enter- 
tainment. This time, Contribution to 
International Understanding. Accepted 
by Mr. Sullivan. 

Television Contribution to Interna- 
tional Understanding ® Through inter- 
continental conversations between heads 
of governments, scien- 
tists, generals, critics, 
and savants, Small 
World, CBS, has nar- 
rowed the distance 
between men’s minds 
and hearts. Universal 
in scope yet intimate 
in approach, this CBS 
: series has made a 
significant contribution to international 


Mr. SULLIVAN 


Mr. FRIENDLY 
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understanding, and as such richly merits 
a Peabody Award in this category. Ac- 
cepted by Fred Friendly. 


Local Television Public Service ® The 
editorial service of WDSU-TV New 
Orleans is distinguished for the wide 
scope and diversifica- 
tion of its subject mat- 
ter; for the frequent 
and courageous treat- 
ment of controversial 
material; and for the 
intelligent, impartial, 
and professional qual- 
ity of its presentation. 
This is clearly local 
television public service on a high level, 
and as such merits a Peabody Award 
in this category. Accepted by Edgar B. 
Stern Jr. 


Television Special Award ® Recogniz- 
ing the dangers inherent in the applica- 
tion of the restrictive provisions of Sec. 
315 of the Communications Act to news 
programs, Dr. Frank Stanton, by his 
eloquent and timely warnings alerted 
the press, the Congress, and the public - 
to the urgent need for remedial legis- 
lation, which was promptly enacted and 
became law. By his efforts, the president 
of CBS notably advanced the cause of 
freedom of news and discussion on ra- 
dio and television, and forcefully re- 
asserted the fundamental right of all 
media to the protection of the Con- 
stitutional guarantee of liberty in the 
First Amendment. In recognition of his 
courage, insight, and energy in fighting 
for the freedom of journalism on the 
air, a Special Peabody Public Service 
Award is presented to Dr. Frank Stan- 
ton. 


Mr. STERN 


Radio News ® Using the services of 
CBS News global staff of correspond- 
ents, The World Tonight, CBS Radio, 

provides listeners 
nightly with a pene- 
trating and meaning- 
ful report of impor- 
tant happening, do- 
mestic and foreign. 
This program gives 
meaning to the terms 
“scope” and “depth,” 

Mr. Day and as such is pre- 
sented the Peabody Radio News Award 
for 1959. Accepted by John F. Day, 
vice president, CBS News. 


Television Special Award ® To the 
team of Ed Murrow and Fred Friend- 
ly, for their concise reporting and com- 
passionate insight into the plight of 
the group most seriously affected by 
the struggle for integration—The Lost 
Class of ’59, CBS, a Special Public 
Service Award. Accepted by Mr. 


Friendly. Radio Public Service: Family Living, 


A UNIQUE OFFER FROM WARNER BROS. 


A COMPLETE LIBRARY OF 125 LP’S, YOURS 
FOR ONLY $100. Albums Specially Selected from 


the Wide Range of Programming Material on War- 
ner Bros. Records. 


Any recognized AM or FM radio station in the 50 United States may now 
receive a complete programming library of 125 monaural or stereo LPs from 
Warner Bros. Records’ widely acclaimed hi-fi catalog. These LPs will be sent to 
you postpaid for only $100. This service allows any radio station to build or 
augment its complete programming library from albums recorded by the only 


record company whose entire catalog has been recorded in today’s unequalled 
sound techniques. 


“The sound is so outstandingly brilliant that these records positively shine 
with aural brilliance’—High Fidelity. 


WHAT YOU WILL RECEIVE: 125 LPs from a catalog containing this range 


of albums: Instrumentals; Pop Classics; Jazz; Vocals; Dance; Show Music; 


Soundtracks; Band; Piano; Humor; Organ; Continental Pops; Religious: 
Hawaiian; Choral... 


BY SUCH ARTISTS AS: George Greeley, Bing Crosby, The Everly Bros., Muir Mathieson, 


Matty Mattlock, Heindorf, Edd Byrnes, John Scott Trotter, Warren Barker, Ira lronstrings, Chico 
Hamilton, Pete Kelly’s Big 7, The Mary Kaye Trio, Henry Mancini, Buddy Cole .. . 


Please send postpaid 125 Warner Bros. Albums spe- 
cially selected for “Perfection in Programming.” 
Enclosed is check for $100. (Check must accompany 
order.) 


NAME: 
STREET ADDRESS: 


CITY: ZOME: 
(This offer expires June 30, 1960) 


CHECK ONE: STEREO MONAURAL 


Warner Bros. Records 
158 West Verdugo Rd. 
Burbank, California 


CALL LETTERS: 











STATE: 











"59, NBC, brought together outstanding 
personalities and authorities in educa- 
tion, religion, business, 
sports, music, civic 
affairs, and other 
areas for informal dis- 
cussions of subjects of 
significance to Amer- 
ican family life. Pro- 
duced by Edwin Lee 





s and skillfully moder- 


Mr. McDANIEL ated by Arlene Fran- 
cis, this challenging series won the ap- 
proval and active support of many na- 
tional organizations for its excellence. 
As such it merits a Peabody Radio 
Award for Public Service for 1959. 
Accepted by William McDaniel, NBC. 

Local Radio Public Service © In its 
series on international understanding, 
WCCO Minneapolis made it possible 
for 12 scholars and 
two women journal- 
ists to study in Russia, 
and for its Farm Serv- 
ice Director to travel 
in seven European 
countries, all of whom 
shared with the 
WCCO listening audi- 
ence their findings and 
impressions. For these contributions 
to its local area from afar, WCCO 
is presented the Peabody Local Radio 
Public Service Award. Accepted by 
Larry Haeg, WCCO. 


[——_ATTENTION———__ 
STATION MANAGERS 


©" SAVE 
MONEY with 


MAGNE-TRONICS’ 


TAPED programs for 
AUTOMATIC BROADCASTING 


MAKE 


@ Nh, MONEY with 
‘= MAGNE-TRONICS’ 
BACKGROUND MUSIC 


for FM multiplex stations 


for complete details write to 
MAGNE-TRONICS, INC. 


Dept. G. 49 W. 45th St., N.Y. 
36, N.Y. 
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‘McCall’s’ Golden 


Mike winners revealed 


Angela McDermott of WGBH-TV 
Boston (non-commercial educational 
station) and Lillian Brown of WTOP- 
TV Washington are co-winners of this 
year’s top award in the ninth annual 
McCall’s Magazine “Golden Mike” cita- 
tions. 

The complete list of winners: 

Miss McDermott, cited for direction 
of a film series on the humanities for 
high school juniors, telecast by WGBH- 
TV and KETC (TV) St. Louis, also a 
non-commercial, educational station. 
Miss McDermott won the top Golden 
Mike once before, in 1954. 

Mrs. Brown, cited for her work as ex- 
ecutive producer of Classroom 9: Rus- 
sian over WTOP-TYV, the first and only 
program to teach Russian on tv, the 
magazine says. Mrs. Brown is director 
of radio and television for George 
Washington U., Washington. 

Cited for “service in the community 
in general,” broadcaster category, Jo 
Sherman of NBC’s Monitor, New York; 
executive category, Rozell Fabiani, 
WRBL-TV Columbus, Ga. 

For “service to women,” broadcaster, 
Marie Fraesdorf, KVOA-TV Tucson, 
Ariz.; executive, Martha Crane, WLS 
Chicago. 

For “service to youth,” broadcaster, 
Alma Bates of the Alabama Education- 
al Television Network; executives, 
Nancy Robertson and Priscilla Young 
of WSLS Roanoke, Va. 

Awards will be presented at a dinner 
May 7 in Cleveland during the annual 
convention of American Women in Ra- 
dio & Television. 


Va. AP Broadcasters 
give annual awards 


Awards for outstanding work in the 
preparation and broadcast of news in 
radio and television were made at the 
annual banquet of Virginia Associated 
Press Broadcasters in Washington last 
week. 

WCYB-AM-TV Bristol, Va., again 
won a national citation from the As- 
sociated Press Radio and Television 
Assn. for outstanding cooperation in the 
exchange of news. 

Other winners: 

Television ® Best regularly scheduled 
news program: WRVA-TV Richmond; 
best spot news coverage, WSLS-TV 
Roanoke; best spot sports coverage, 
WSLS-TV Roanoke; best coverage of 
state and local news, WTAR-TV Nor- 
folk; comprehensive coverage of con- 
tinuing news story, WDBJ-TV Roanoke; 
outstanding regularly scheduled wom- 
en’s program, WTAR-TV Norfolk. 

Radio = Comprehensive newscast, 








Here are the next 10 days of 
color shows (all times are EDT). 


retwork 


NBC-TV 


April 25 (10-11 p.m.) The 
Allen Plymouth Show, Plymouth 
N.W. Ayer. 


April 25-29, May 2-4 (6:30-7 a.r.) Con- 
tinental Classroom. 

April 25-29, May 2-4 (11-11:3 
Price Is Right, participating sponsors. 

April 25-26, May 2-4 (12:30-1 p.m) 
It Could Be You, participating sponsors. 

April 26, May 3 (8:30-9:30 p.m.) Ford 


Startime, Ford through J. Walter Thomp- 
son. 


Steve 
irough 


a.m.) 


April 26, May 3 (9:30-10 p.m.) Arthur 
Murray Party, P. Lorillard through Lennen 
& Newell and Sterling Drug through Nor- 
man, Craig & Kummel. 


April 27, May 4 (8:30-9 p.m.) Price Is 
Right, Lever through Ogilvy, Benson & 
Mather and Speidel through Norman, 
Craig & Kummel. 
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April 28 (9:30-10 p.m.) The Ford Show, 
Ford through J. Walter Thompson. 


April 29 (9:30-10 p.m.) Masquerade 
Party, Hazel Bishop through Donahue & 
Coe, Block Drugs through Gray Advertising. 


April 30 (10-10:30 a.m.) Howdy Doody 
Show, Continental Baking, Nabisco through 
Ted Bates. 


April 30 (10:30-11 a.m.) Ruff and Red- 
dy Show, Borden through Benton & Bowles. 


April 30 (7:30-8:30 p.m.) Bonanza, RCA 
through Kenyon & Eckhardt. 


May 1 (8-9 p.m.) The Frances Langford 
Show, Rexall through BBDO. 


May 1 (9-10 p.m.) Chevy Show, Chevro- 
let through Campbell-Ewald. 


May 2 (9:30-11 p.m.) The Hallmark Hall 
of Fame, Hallmark through Foote, Cone & 
Belding. 











metropolitan: Clayton Edwards, WTAR 
Norfolk; Bob Gilmore, WRNL Rich- 
mond; Art Countiss, WCYB Bristol, 
and Wip Robinson and James MacNeil, 
WSVA Harrisonburg. 

Comprehensive, non - metropolitan: 
Fred Williams, WYTI Rocky Mount; 
Sammy Russell, WMEV Marion, and 
Bob Fulcher, WPUV Pulaski. 

Commentary, metropolitan: Wade 
Williams and Bob Gheza, WBOF Vir- 
ginia Beach; Dexter Mills, WDBJ Roa- 
noke, and Lon Backman, WRVA Rich- 
mond. 

Commentary, non-metropolitan: Jack 
Morgan, WBBI Abingdon. 

Farm news, metropolitan: Doug 
Ford, WCYB Bristol; Alden Aaroe, 
WRVA Richmond; Art Glover and 
Dave Van Horne, WDBJ Roanoke. 

Farm, non-metropolitan: William H. 
Groseclose, WBBI Abingdon; Fred Wil- 
liams, WYTI Rocky Mount; H.B. Eller, 
WMEV Marion. 

Women’s news, metropolitan: Alice 
Friberg, WCYB Bristol; Helen Hayes, 
WRNL Richmond; Virginia Linda- 
mood, WSVA Harrisonburg. 

Women’s news, non - metropolitan: 
Maxine Hilton, WBBI Abingdon. 

State and local, metropolitan: Lee 
Gilbert, WHEE Martinsville; Harry 
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Monroe, WRVA Richmond; Josh Barry, 
WNOR Norfolk. 

State and local, non - metropolitan: 
Fred Williams, WYTI Rocky Mount; 
Phil Doran, WBBI Abingdon; Don 
Greene, WMEK Chase City. 

Sports, metropolitan: Bob Smith, 
WRVA Richmond; Frank Messer, 
WRNL Richmond; Forrest M. Landon, 
WDBJ Roanoke. 

Sports, non-metropolitan: Fred 
Isaacs, WBOF Virginia Beach; Richard 
Wagoner, WMEV Marion; Don Greene, 
WMEK Chase City. 

Special events, metropolitan: Lon 
Backman, WRVA _ Richmond; Dick 
Kidney, Ed Meyer, Art Merrill and Pete 
Glaeer, WGH Newport News; Ed 
Thomas, WSLS Roanoke. 

Special events, non - metropolitan: 
John Columbus, WPUV Pulaski; Leo 
Hoarty, WBOF Virginia Beach. 


Triangle farm director 


Programming to the farm audience 
by Triangle stations has been brought 
aa unified control and service will 

be expanded, accord- 
ing to Roger W. Clipp, 
vice president. Wally 
Erickson, farm direc- 
tor of KFRE-AM-TV 
Fresno, Calif., Tri- 
angle outlet, has been 
named farm director 
of the group, which 
MR. ERICKSON Mr. Clipp described 
as serving markets with $3 billion agri- 
cultural income. 

Mr. Erickson, who is president of 
the National Assn. of Radio & Tv Farm 
Directors, will headquarter in Fresno, 
devoting much of his time to program- 
ming for the entire Triangle group with 
its coverage in Mid-Atlantic states as 
well as California. “Radio and tv have 
a duty to bring the farm audience pro- 
grams specifically created for them,” 
Mr. Clipp said. “Farmers depend on 
these programs for information on new 
developments, new products and new 
trends in agriculture.” 


i Film sales 


The People’s Choice (ABC Films) 
Sold to KCPX-TV Salt Lake City; 


KVKM-TV Monahans, Tex.; KOIN- 
TV Portland, Ore.; WCYB-TV Bristol, 
Va.; WTVH (TV) Peoria, Ill.; KFDX- 
Wichita Falls, Tex.; WTIC-TV Hart- 
ford, Conn.; KELP-TV El Paso, Tex.; 
KPHO-TV Phoenix; KGHL-TV Bill- 
ings, Mont.; WDBO-TV Orlando, Fla., 
and WCPO-TV Cincinnati. 
Now in 102 markets. 


Special Six and Festival 35 (J. Arthur 


Rank feature packages through ABC 
Films) 
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Special Six sold to WHIO-TV Day- 
ton, Ohio; WBOC-TV Salisbury, Md.; 
WVET-TV Rochester, N.Y.; WHEN- 
TV Syracuse, N.Y.; WNDU-TV South 
Bend, Ind.; WWTV-TV Cadillac, 
Mich.; KGLO-TV Mason City, Iowa; 
WMT-TV Cedar Rapids, lowa; KDAL- 
TV Duluth, Minn.; KDIX-TV Dickin- 
son, N.D.; KZTV (TV) Corpus Christi, 
Tex.; WKST-TV Youngstown, Ohio; 
WSOC-TV Charlotte, N.C., and KSTP- 
TV Minneapolis-St. Paul. 


Now in 81 markets. 


Festival 35 sold to WAGA-TV At- 
lanta;s WBOC-TV Salisbury; WSUN- 
TV St. Petersburg, Fla.; WMT-TV 
Cedar Rapids; KGLO-TV Mason City; 
WSOC-TV Charlotte, and KSTP-TV 
Minneapolis-St. Paul. 


Now in 34 markets. 


Speedway International (Banner Films) 

Sold to KXTV (TV) Sacramento, 
Calif.; KSHO-TV Las Vegas, Nev.: 
Skyway Advertisers Inc., Denver; 
WISH-TV Indianapolis; KBAK-TV 
Bakersfield, Calif.; WNEW-TV New 
York; WXIX (TV) Milwaukee; WTVH 
(TV) Peoria, Ill.; WITG (TV) Wash- 
ington, D.C.; WAVY-TV Norfolk, Va.; 
KELP-TV El Paso, Tex., and WHYN- 
TV Springfield, Mass. 


(Market total not available.) 


Pony Express (California National Pro- 
ductions) 

Sold to WW4J-TV Detroit; WLWI 
(TV) Indianapolis; WMAR-TV Balti- 
more; WGN-TV Chicago; WKBW-TV 
Buffalo; KTVU (TV) San Francisco: 
KTTV (TV) Los Angeles; KPRC-TV 
Houston; WTOC-TV Savannah, and 
KTVI (TV) St. Louis. 


Now in 87 markets. 


@ Program notes 


Agreed ® Filmways Inc., New York, 
and Milton H. Greene Assoc. Ltd., a 
new production company, have signed 
an agreement for co-production of tv 
commercials. Mr. Greene heretofore has 
worked as creative artist, photographer 
and producer for magazines and mo- 
tion pictures. His movie credits include 
“Bus Stop” and “The Prince and the 
Showgirl.” 


NBC-TV hath ‘Fury’ ® Independent 
Television Corp. and NBC-TV have 
signed a two-year deal whereby 52 re- 
run programs of the Fury series have 
been bought by the network for week- 
end programming. The series has been 
on NBC-TV for five years. First-run 
product for this season now is carried 
on Sat., 11-11:30 a.m. with General 
Foods and the Borden Co. as sponsors. 
ITC retains the right to syndicate the 
programming on any weekday under 
the title of Brave Stallion. 


Makes tv commercials ® Producing 
Artists Inc., N.Y., a new tv commercial 
production company, opened Monday 
(April 18) at 45 W. 45th St., zone 36. 
Telephone: Plaza 7-9388. The firm is 
headed by Martin L. Low, president, 
and Robert McCahon, partner, execu- 
tive producer and vice president. Both 
were previously with Robert Lawrence 
Productions, N.Y. 


Expansion move ® Music Makers Inc., 
N.Y., producer of music for radio-tv 
commercials, will move July 1 from 45 
W. 45th St. to offices and studios at 6-8 
W. 57th St., which will be named the 
Music Makers Bldg. Current occupant 
of the quarters, Shellrick Corp., Sid 
Caesar’s production company, will move 
to 59 E. 54th St. 


To the dogs ® Asta, canine companion 
to the human stars of The Thin Man, 
has been named Performing Animal 
Television Star of the Year in the 10th 
annual awards competition of the Amer- 
ican Humane Assn. Lassie, star of the 
series of that name and a two-time for- 
mer “Patsy” winner, was runner-up in 
the 1959 competition, with Jasper, dog- 
star of Bachelor Father, and Fury, lead 
horse of the series of that name, tied 
for third. 


Batter up ® Bernard B. Schnitzer Inc., 
San Francisco advertising agency, has 
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packaged a show, Giant Question Box, 
featuring Giant second baseman Don 
(Blazer) Blasingame. KFRC San Fran- 
cisco was the first station to release the 
program (across the board at 8 a.m.) 
and Liebman Construction Co. will 
sponsor it. 


Redeotape recom ® Red Skelton is pur- 
chasing the old Chaplin Studios in Hol- 
lywood, five-acre motion picture lot, for 
a price reported as more than $1 mil- 
lion, for use in filming theatrical motion 
pictures and taping tv programs. Latter 
activity will be part of the Redeotape 
operation utilizing the mobile color tape 
unit acquired last fall (BROADCASTING, 
Oct. 4, 1959). 


Charter for chapter ® The eighth (and 
newest) chapter of the National Acad- 
emy of Tv Arts and Sciences received 
its charter from tv’s “Perry Mason,” 
Raymond Burr. Actor Burr presented 
the charter to Gene Blanpied, first presi- 
dent of the Arizona chapter and em- 
ploye of KOOL-TV Phoenix. In retro- 
spect, it was Tom Chauncey, president 
and general manager of KOOL Radio- 
Tv Inc., who first invited Mr. Burr to 
speak before a judicial assembly. Since 
that time, “Perry Mason” has appeared 
before 78 such meetings. 


Tape for BBC ® KFEQ St. Joseph, Mo. 
has received a request from the BBC 
for a tape of the start of the Pony Ex- 
press Centennial run from St. Joseph 
to Sacramento, Calif. The station aired 
the program April 3 and sent a three- 
minute cut to London. Harold J. 
Schmitz, KFEQ’s farm service director, 
whose regular farm programs are some- 


times aired on Voice of America, re- 
ceived the request after a recent tour of 
Great Britain with a group of Missouri 
farm families. 


Tv rights ™ Talent Assoc. Ltd., N.Y., 
and the Reader’s Digest Assn., Pleasant- 
ville, N.Y., have entered into an agree- 
ment whereby the producing organiza- 
tion plans to bring Digest material to 
tv. Talent Assoc. hopes to produce be- 
tween 8 and 12 90-minute specials a 
season, using properties from the Di- 
gest’s condensed book club quarterly 
volumes and the book supplements that 
appear monthly in the magazine itself. 


‘Rescue’ lost ® The writer’s strike has, 
indirectly, brought about the cancella- 
tion of the remaining five segments of 
Rescue 8. Producer Herbert B. Leonard 
announced that he has cancelled the 
syndicated tv series. Originally set for 
39 segments, the series ran out of stor- 
ies before completion. 


SG fellowships ® Two $1,500 fellow- 
ships will be awarded to talented the- 
atre arts students at the U. of Cali- 
fornia at Los Angeles by Screen Gems. 
Included is a five-month stay at the 
Screen Gems studio in Hollywood to 
familiarize the fellowship winners with 
every phase of tv film making from 
story conception to marketing. The two 
winners, to be announced this spring, 
will be chosen by UCLA faculty mem- 
bers of the theatre arts department, one 
from the department’s tv division, one 
from the motion picture division. One 
will start his stay at Screen Gems in 
the fall, the other in the spring of 
1961. After the first year, the experi- 











ment will be evaluated to determin 
whether the fellowships should be cop. 
tinued as an annual project. 






Ambitious project = WWL-TV Ney 
Orleans has gone into production on, 
two-hour taped drama called Destroye 
Escort 1016. Offered as part of the 










































































































































































Perhaps foreshadowing demands 
the Screen Actors Guild will present 
to producers of television entertain- 
ment films when negotiations begin 
next month is the increase of from 
11% to 81% in minimum wage 
scales for players won by SAG in its 
negotiations with the major movie 
makers. 

Full details of the wage increases 
were revealed Monday (April 18) at 
the mass membership meeting of 
screen actors at the Hollywood Pal- 
ladium, where some 1,500 actors 
endorsed the new SAG contract with 
the Assn. of Motion Picture Pro- 
ducers and brought to an end the 
strike which had begun March 7. 
They also listed the specifics in the 
ballots sent to all SAG members in 
an Official mail referendum on the 
contract. 


The largest percentage increase— 





SAG contract: harbinger of tv demands to come? 


81% and in actual money from $55 
to $100 goes to singers mouthing 
words to a playback of music pre- 
viously recorded. Where the mouth- 
ing is done by groups of 17 or more 
singers, the increase is only to $75, 
or a 36% rise from the old base rate 
of $55. Singers as soloists and duets 
get a 55% boost in day minimum, 
from $90 to $140, with trios and 
quartets getting a 33% increase, from 
$90 to $120, and groups of five or 
more being upped 11%, from $90 to 
$100. Weekly minimums for soloists 
and duets go from $300 to $425, a 
gain of 41%, with trios and quartets 
getting a 28% boost, from $300 to 
$385, and groups of five or more ris- 
ing 16.6%, from $300 to $350. 
Daily minimum rate for day 
players and stunt men rises from $90 
to $100, 11%. Weekly minimum 
for freelance players goes up 16.6%, 












































station’s public affairs programming, jt n 
will utilize only local amateur acton Japat 
and is planned as the first of a serig ein, 
of four annually. The play will! include ridiculc 
143 scenes, 37 sets and 51 actors, the instanc 
station reports. Bob Guy, program di. f Nip 
rector and winner of two California és A 
Emmy awards, will tape the show using Th 
movie techniques rather than filming ‘ 
scenes in sequence. It is scheduled for § % 
showing in prime time in late May. ot 
Language series ® The National Edv- (May 
cational Television Film Service, Indiana On« 
U. has released a series of 13 films J {ight 
devoted to the study of human com. will s 
munications. Entitled Language in Ac- sumi 
tion, it is presented by Dr. S.I. Haya- sectio 
kawa, a noted semanticist, and is de New 
signed for high school and colleg is ne 
classes as well as for business and in- ledge 
dustrial organizations. Purchase and for 1 
rental information may be obtained lieve 
from NET Film Service, Indiana U. at A 
Bloomington, Ind. fam 
Orson’s ‘Caesar’ ® Orson Welles has for | 
been signed by CBS-TV to adapt and be | 
direct a modern 90-minute version of - 
“Julius Caesar” to be slotted as a at 
special next season. It is one of sev- = 
eral shows to be taped in London this - 
summer in co-production with Associ- R 
ated TeleVision (BROADCASTING, March Wt 
7). Julian Claman will produce show. > 
Jay 
Tec 
in 
mu 
from $300 to $350, and the stunt ” 
men’s weekly base rate is upped 
15.9%, from $345 to $400. Mini- mi 
mum weekly rates for term contracts Se 
rise 17.6%, from $255 to $300, for th 
actors guaranteed work 10 out of 13 
weeks, and from $185 to $250, 35%, re 
for actors guaranteed work 20 out of N 





26 weeks. 

As announced at the time the new 
terms were agreed on by the SAG and 
AMPP negotiators (AT DEADLINE, 
April 11), the producers agreed to 
pay actors 6% of gross receipts less 
40% for distribution expenses when 
theatrical films are released to tv, 
the deduction being dropped to 10% 
when the picture is sold outright to 
tv. If pay-tv becomes a commercial 
reality, SAG can reopen the contract 
as to minimums after two years of 
its three-year duration, Feb. 1, 1960, 
to Jan. 31, 1963. 
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EQUIPMENT & ENGINEERING 


NIPPON TV SETS FOR INVASION 


Small portables, some transistorized, 
may be on view at Chicago Parts Show 


Japanese portable tv receivers, with 
gin, screens and at prices that seem 
ridiculously low—below $50 in one 
instance—are about to join the flood 
of Nippon pocket size radios now on 
the American market. 


The small tube tv sets—reminiscent 
of early, postwar 7-in. American tv 
receivers—are expected to be shown 
at the Chicago Parts Show next month 
(May 16-18). 

One portable, to be imported by Star- 
light Merchandising Corp., New York, 
will sell for $47.50, according to Kat- 
sumi Somaya, chief of the electronics 
section of the Japan Trade Center in 
New York. The Japanese manufacturer 
is not known, Mr. Somaya acknow- 
ledged. The Starlight set will be ready 
for market the end of July, it is be- 
lieved. 


A second portable, made by the 
famous Sony Corp. of Tokyo will sell 
for between $250 and $300. This will 
be battery-operated and transistorized 
it is understood. Sony handles its own 
distribution in the United States. No 
specific marketing schedule has been 
established for this set. 

Reports of color tv receivers and 
tv tape recorders being imported into 
the United States may be overly opti- 
mistic. Color is just getting started in 
Japan, Mr. Somaya explained, and 
receivers are much more expensive than 
in the United States. They sell for as 
much as $1,500 in some cases, Mr. 
Somaya said. 

Vir, Too? ® Video recorders are being 
made for Japanese tv stations, Mr. 
Somaya said, but he expressed doubt 
that they are ready for export. 


More than 6 million Japanese radio 
receivers were exported to the United 
States in 1959, the Dept. of Commerce 
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reported earlier this month. This com- 
pares with 2.5 million radios in 1958. 
Almost 4 million of 1959 total were 
transistorized pocket portables with 
three or more transistors. Over 1 million 
radio receivers had less than three 
transistors. 

Altogether, more than $75 million 
worth of electronic products were ex- 
ported by Japan to the United States 
in 1959, the Dept. of Commerce re- 
ported. Of this amount, $62.3 million 
referred to radio receivers of all types 
but with the bulk ($57.2 million) at- 
tributed to those with three or more 
transistors. 

Although these figures, from the 
Japanese government, are dubbed ex- 
ports to the United States, it’s ac- 
knowledged that an unknown per- 
centage does not come into the main- 
stream of American commerce. These 
are,” it’s believed, stored in bonded 
warehouses and trans-shipped to other 
countries. 


By comparison, U.S. manufacturers 
produced 15.6 million radio receivers 
of all kinds in 1959. Of these, almost 
4 million were portable transistorized 
personal sets. 


RCA color glows 
in progress report 


A glowing picture of color tv set 
sales was painted last week by RCA. 
The 1960 first quarter was termed the 
best in RCA history, up more than 
40% over 1959. The company intends 
to initiate plans to double color tv pro- 
duction capacity, and inventories of 
color sets are said to be “very low.” 

RCA’s 1960 report on color tv prog- 
ress, Outlined by P.J. Casella, execu- 
tive vice president, RCA consumer 
products, pointed up these other de- 
velopments: 

= RCA plans to set up a second color 
set production line at its Bloomington, 
Ind., plant. 

# RCA Electron Tube Division is cur- 
rently producing more than twice as 
many color picture tubes as it did at 
this time a year ago and plans to step 
up production this summer. 

® Distributors are intensifying their 
color tv promotional activity and tv 
stations are supplementing regular net- 
work colorcasting with a “constantly 
growing volume of color programs” of 





local origination. 


Mr. Casella said that the present 
sales outlook is expected to be strength- 
ened by such factors as the replacement 
market, the two-set market, and the 
entry of other manufacturers in the 
color tv set field. 

“The 40% increase in sales, coming 
as it does during a relatively slow sales 
season, offers solid proof of the con- 
sumer acceptance that color tv has 
won,” Mr. Casella asserted. “Moreover, 
it is significant that dollar volume also 
has increased at a comparable rate, 
since the price structure in color tele- 
vision has been stabilized for several 
years.” 


Airborne tv plans 
set for 18 schools 


Midwestern colleges in 18 areas of 
six midwestern states have been desig- 
nated as a communications network for 
an airborne educational television proj- 
ect. 

A committee of each of the 18 areas 
to be covered (a six-state area within a 
200-mile radius) will be composed of 
members of each of the colleges .in- 
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volved and will help schools in the 
area with installation of equipment. 

The airborne project which will cost 
$7 million is being supported by the 
Ford Foundation and _ contributions 
from private industry. 


SPACE BROADCAST 
Ten firms set for 
satellite launching 


America’s communications satellite 
which holds promise of transoceanic tv 
has been scheduled to be sent into 
1,000-mile-high orbit May 5. 

This was announced last week by 
the National Aeronautics & Space Ad- 
ministration. 

The date was made public two weeks 
in advance to allow volunteer projects 
participants adequate time for prepara- 
tions. There are 10 communications 
firms which have arranged to partici- 
pate in the experiment (BROADCASTING, 
April 18). | 

The 100-ft. diameter aluminized bal- 
loon will be launched into orbit by a 
three-stage Delta vehicle. It will be in- 
jected from Cape Canaveral into a 
southeast orbit. Orbital plane will be 
inclined about 48° from the equator. It 
is expected to last about two weeks. 

Sunny Sphere ® Launch will be made 
for a time of day so the sphere will 
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remain in continuous sunlight for about 
two weeks. It will carry no tracking 
radio beacon, but will be optically visi- 
ble. The third stage of the Delta will 
carry a transmitter. This will broad- 
cast on 108.06 mc for 8-10 days, the 
lifetime of its batteries. 

The balloon, the first in a series to 
be attempted, will be used to reflect 
radio signals across the United States. 
Two radio sending-receiving facilities 
will participate: NASA’s Jet Propulsion 
Lab at Goldstone, Calif., and Bell Tel- 
ephone Lab at Holmdel, N.J. Gold- 
stone will transmit on 2390 mc for re- 
ception at Holmdel, and Holmdel will 
transmit on 960 mc for reception at 
Goldstone. 

The satellite will circle the earth every 
120 minutes. It will be visible between 
the east and west coasts of the United 
States for a maximum of 16 minutes. 

Big Balloon ® The balloon, as big 
as a 10-story building, is made of % 
mil (0.0005 inch) thick mylar. This is 
coated with vapor deposited aluminum 
to provide radio wave reflectivity of 
98% or better at frequencies up to 
4,000 mc. The sphere itself weighs 
150 pounds. 

It is carried folded in a 28-in. capsule 
of the launch vehicle and is ejected 
when the proper height is reached. It 
is inflated through residual air and 
maintained in a spherical shape through 
the use of sublimating powder which 
provides additional gas. 

Initial communications experiments 
will use cw transmission. This will per- 
mit checking the quality of the orbital 
prediction at the time. CW will also 
be used to perform propagation experi- 
ments (scintillations, Faraday rotation, 
fading and polarization). An fm, voice 
modulated transmission will also be 
used. Transmitting power will be 10 kw. 

The space agency has asked $5.6 
million for communications satellite ex- 
periments in the new fiscal year. NASA 
spent $3.1 million in fiscal 1960. 





@ Technical topics 


Tv transistor ® Emerson Radio & Pho- 
nograph Corp. has introduced a self- 
powered transistorized. Receiver with a 
direct-view 10-inch picture tube afford- 
ing a viewing area of 61 square inches. 
It weighs approximately 28 pounds and 
will retail for about $250, Emerson re- 
ports. It operates on batteries which 
can be recharged from any AC outlet 
or may be operated directly from AC. 
The set comes in a luggage-type cab- 
inet, is easily portable and will be of- 
fered to the public within the next few 
weeks, according to the company. 


Tops billion mark ® General Telephone 
& Electronics Corp., N.Y., reports total 
sales and revenues of $1,081,056,000 





at 
3-D color tv | 
Three-dimensional color tv is 
the invention of Albert Abram. 
son of Sun Valley, Calif. Mr. 
Abramson has received a patent 
(No. 2931855) for what he calls 
a stereoscopic color tv system. 
Heart of the stereoscopic sys- 
tem is the use of twin lenses in 
front of the tv camera, function- 
ing like human eyes. The re- 
ceiver incorporates ribs running 
vertically across the front of the 
cathode ray tube. The image from 
the camera’s left lens is projected 
onto the left side of the tube’s 
ridges, and those from the right 
lens onto the right side of the 
ridges. This angling, Mr. Abram- 
son says, results in a true stereo 
picture effect. The patent appli- 
cation, filed in January 1957, 
was prepared by Harry R. 
Lubcke, west coast consulting en- 
gineer. 














for the year ending Dec. 31, 1959, rep- 
resenting a 16% increase over the pre- 
vious year. Consolidated net income 
applicable to the 20,996,000 average 
shares of common stock outstanding 
amounted to $71,294,000, or $3.40 
per share, as compared with $58,691, 
000, or $3.07 per share during 1958. 
Sylvania Electric Products Inc., which 
became a part of General Telephone's 
manufacturing operations on March 
5, 1959, was reported to have a 36% 
gain in net sales over the previous year. 


Tape & antenna ® RCA reports ship- 
ments of a color tv tape unit to NBC 
in New York and Burbank, Calif.; four 
monochrome tape units to Brazil, two 
to Fort Monmouth, N.J. (U.S. Signal 
Corps) and one each to WAVY-TV 
Portsmouth - Norfolk - Newport News, 
Va., and Graphic Pictures, Chicago. A 
superturnstile antenna was sent to 
KPHO-TV Phoenix and a 10-kw trans- 
mitter to KXII (TV) Ardmore, Okla. 


Lenses for lease ® Traid Corp., 17136 
Ventura Blvd., Encino, Calif., has an- 
nounced a new line of Pantel profes- 
sional telephoto lenses with focal 
lengths ranging from 4 through 24 
inches. Besides being available for 
sale, lenses can be leased or rented. 


Sells plant ® Audio Devices Inc., N.Y., 
which is expanding its Stamford, Conn., 
plants to handle increased manufacture 
and research in the magnetic recording 
tape and disc fields, has announced 
sale of its silicon rectifier division in 
Santa Ana, Calif., to Lark Corp. 
Dallas, Tex. 
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Broadcast Advertising 


Albert R. Whitman, executive vp, 
elected president of Campbell-Mithun 
Inc., succeeding Ray O. Mithun, who 
becomes board chairman. Norman F. 
Best, vp and general manager, elected 
executive vp, succeeding Mr. Whitman. 
lee A. Terrill, executive vp, continues 
as manager of agency’s Chicago office. 
Phelps Johnston, vp and director in 
Chicago office, resigns. He will an- 
nounce future plans shortly. 


John C. Strouse, formerly senior vp 
and account supervisor at Lennen & 
Newell, N.Y., joins Benton & Bowles, 
that city, as vp. 


Langdon H. Wesley, formerly with 
Brown & Butcher, N.Y., to Geyer, 
Morey, Madden & Ballard, that city, as 
vp and account executive on Charles 
Antell products and AnDrue Labs, di- 
visions of B.T. Babbitt Inc. 


Giancarlo Rossini, tv account exec- 
utive in New York office of Gardner 
Adv., promoted to vp. 


Richard A. Stevens, vp and account 
executive, Fletcher Richards, Calkins 
& Holden Inc., N.Y., named senior vp 
in charge of administration. 


Bernard M. Lewy elected vp of 


Reach, McClinton & Co. He also con- 
tinues as account supervisor for Playtex 
division of International Latex Corp. 
He joined agency in 1958 as account 
executive. 


Cleo Hovel, formerly vp and tv cre- 
ative director at Campbell-Mithun, 
Minneapolis, to Leo Burnett Co., Chi- 
cago, as vp and assistant to Don Ten- 
nant, vp in charge of tv commercial 
department. 


John D. Biggers, chairman and chief 
executive of Libby-Owens-Ford Glass 
Co. for past 30 years, retires. He will 
continue as director and chairman of 
company’s finance committee. 


_ Herbert J. Stiefel, formerly execu- 
tive vp at L.H. Hartman Co., named 
vp and account supervisor with Charles 
W. Hoyt Co., N.Y. 


William Siegel, advertising man- 
ager, Revion Inc., to Schick Inc., as di- 
rector of advertising. 


William H. Blackman, assistant pro- 
duction manager of Lennen & Newell’s 
Los Angeles office, named production 
manager. Other appointments: Marvin 
Miller, formerly assistant advertising 
manager of Capitol Records, to produc- 
tion department; Bill Jong, formerly 
Semior art director of Erwin Wasey, 
Ruthrauff & Ryan, to similar position 
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with L&N; and Stanley Strauss to art 
staff. 


Dr. Ho Sheng Sun, formerly media 
research manager, Toni Co. Div. of 
The Gillette Co., Chicago, to Gordon 
Best Co., that city, as associate research 
director. 


Ransom Dunnell, formerly vp and 
director of radio and tv for Humphrey, 
Alley & Richards, N.Y., to Potts- 
Woodbury, Kansas City, as director of 
radio-tv department. 


Jack-Warren Ostrode, formerly pro- 
gram director of KDAY Los Angeles, 
joins BeckmaneKoblitz Inc., that city, 
as radio-tv director. 


Paul Dietz, senior copywriter of 
Werman & Schorr Adv., Philadelphia, 
appointed copy chief. Other changes: 
Merrill Barr, formerly with Ra!ph 
Hart Adv., there, joins copy depart- 
ment along with Nicholas Bjornson 
who was on leave of absence. Jean 
Borrelli, formerly with Newsreel Labs., 
film producer, joins radio-tv depart- 
ment as traffic supervisor. 


William E. Bond joins Tracy-Locke 
Co., Dallas advertising agency, as art 
director. 


Charles W. Beam joins Allen & 
Reynolds, Omaha, Neb., advertising 
agency, as account executive. 


Sidney Shore, formerly copy chief 
and account executive at Vernon Pope, 
New York pr firm, to Ketchum Mac- 
leod & Grove, there, as pr account 
executive. 


Don Naylor, formerly manager of 
Atlanta office of The Bolling Co., joins 
creative staff of McCann-Marschalk, 
Co., that city. 


Roger W. Strecker, formerly ac- 
count executive at Tatham-Laird and 
previously advertising manager at Cities 
Service Oil Co., both Chicago, ap- 
pointed advertising manager for hot 
cereals at Quaker Oats Co., that city. 


William Marlin, formerly assistant 
to production manager at Ellington & 
Co., N.Y., to Smith, Hagel & Knudsen 
Inc. in similar capacity. 


Mrs. Frances Kennedy, vp in charge 
of copy at Dancer-Fiizgerald-Sample, 
Chicago, was chosen 1960 “Advertis- 
ing Woman of the Year,” there. 


Curtis Fields, art director, Cockfield, 
Brown & Co., Montreal, joins Guild, 
Bascom & Bonfigli, San Francisco, in 
similar capacity. 


George B. Norris, formerly account 
supervisor, McCann-Erickson, N.Y., 
joins Lennen & Newell, there, as ac- 
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count executive on Colgate. 


Harry E. Kinzie Jr., formerly cre- 
ative director, copy chief and member 
of plans board at Tatham-Laird, to 
Needham, Louis & Brorby, Chicago, as 
vp and account supervisor. Jack W. 
Copher, formerly with Toni Co., to 
NL&B as account executive on Lever 
Bros. account. Robert C. Lash, former- 
ly account executive at Western Adv., 
to NL&B in similar capacity on Massey- 
Ferguson account. Gerald Eckhart, 
formerly with A.C. Nielsen Co., ap- 
pointed marketing supervisor at NL&B. 


The Media 


Joseph McMurray named general 
manager of KORK Las Vegas, Nev. He 
formerly was sales manager of KCRG 
Cedar Rapids, Iowa, and assistant sales 
manager of KOMU-TV Columbia, Mo. 


R.C. (Bob) Betts, news director of 
KIOA Des Moines, Iowa, resigns effec- 
tive May 1 to become manager of 
KINA Knoxville, lowa, now under con- 
struction. Mr. Betts will be vp and 
board member of Mitchell Broadcast- 
ing Co., owner of new station. 


Malcolm C. Klein, 
formerly executive vp 
and general manager 
of WNTA-AM-FM- 
TV New York, to 
KHJ-TV Los Angeles 
in similar capacity, 
effective May 1. Pre- 
viously, he had been 

Mr. KLEIN assistant general sales 
manager of KABC-TV Los Angeles. 
No successor has been named. 


Ray Bluestein named station man- 
ager of KBUZ Phoenix, Ariz. Carl 
Paige joins sales staff. 


Frank Woods, formerly manager of 
KRAM Las Vegas, to KOLO-TV Reno, 
both Nevada, as commercial manager, 
succeeding Don Thompson who joins 
sales department of KCRA-TV Sacra- 
mento, Calif. 





New senior vps 


Farish A. Jenkins, 
Neal Gilliatt and George 
B. Park promoted to sen- 
ior vps at McCann-Erick- 
son Adv. (U.S.A.). Mr. 
Jenkins, who joined Mc- 
Cann-Erickson in 1940 as 
trainee, continues as vp in 
charge of home office ac- 
count service division. Mr. - 
Gilliatt, management serv- 
ice director, Coca-Cola and Coca- 
Cola Export Co. accounts, has been 
with company since 1945. Mr. Park, 
who joined firm in 1955 as vp and 





at McCann-Erickson 


Mr. JENKINS 


Mr. PARK Mr. GILLIATT 


senior marketing executive following 
16 years with General Electric Co., 
continues as management service di- 


rector for six accounts. 








Dallas Wales, producer at KSLA- 
TV Shreveport, La., named production 
manager, succeeding Bob Thompson 
who joins Bozell & Jacobs Adv., that 
city. 

Robert T. Lloyd, production man- 
ager for KNX Hollywood ‘and CBS 
Radio Pacific Network, named director 
of business development for KNX- 
CRPN Sales Department. 


Randall Clay named sales manager 
for WOAI San Antonio. Joe Frazer 
named account executive, succeeding 
Doug Flemming who resigned. 


Joseph S. (Dody) 
Sinclair, manager of 
WIJAR-TV Provi- 
dence, R.I., elected 
president of The Out- 
let Co., which owns 
WJAR-AM-TV. He 
has been with station 
since it came on the 
air in July 1949, and 
has been manager since 1957. Bruce 
G. Sundlun, John H. Chafee, Edward 
V. Quinn, Kenneth Logowitz and 
Stuart Tucker all elected to board of 
directors. 


Mr. SINCLAIR 
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Roger K. Choquet joins Foster % 
Creed Inc., New England regional 
radio-tv rep firm. He will assist in 
sales and sales promotion. 


Donald M. Gay named program di- 
rector of KGHL Billings, Mont. 


Paul B. Marion, 
general sales manager 
of WBT Charlotte, 
N.C., promoted to 
managing director, ef- 
fective May 1. He 
joined station in 1952 
as promotion manager 
and was advanced to 


Mr. MARION national sales mana- 


ger in 1956. 


Earl Hickerson, formerly operations 
director of WTVP (TV) Decatur, Ill, 
to KOCO-TV Oklahoma City in similar 
capacity. 


Tony Padrez, account executive at 
KFMB-TV San Diego, Calif., appointed 
assistant local sales manager. 


Charles L. Glett, 

vp and director of 

National Theatres & 

Television, has re 

signed, effective June 

29 to organize his 

own company, which 

aoe, will be active in sev- 

aM eri phases of broad- 

Mr. GLETT casting. In addition to 

his duties with parent company, Mr. 

Glett has also been president of NT&T 

subsidiaries National Television Invest: 

ments, National-Missouri T.V. Inc., op- 

erating company of WDAF-AM-TV 

Kansas City, and Williamsport Cable 

Co., operator of community antenna 
system there. 


yw 


M & A ALEXANDER 


PRODUCTIONS, INC. 


Mo hilyw 


R. Douglas McLarty, production 
manager at WKBW-TV Buffalo, N.Y., 
to WRCV-TV Philadelphia in similar 
capacity, effective May 2. 


New SI 
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Robert B. Martin, formerly with 
WJW Cleveland, to WGBS Miami as 
program manager. 


Robert E. Early, 
with USIA news serv- 
ice for past 10 years, 
to CBS-TV News in 
Washington as infor- 
mation liasion officer 
with news media, ef- 
fective May 15. Mr. 
Early, who will report 
directly to CBS News Mr. EARLY 
Washington vp, Ted Koop, fills ex- 
panded version of post formerly held 
by Ellen Wadley, who recently was 
named producer of CBS Radio’s Capi- 
tol Cloakroom. 


Dale Clark, news director of WAGA- 
AM-TV Atlanta, named director of 
news and public affairs for WAGA-TV. 
Ed. Blair named news editor and Will 
Sinclair, news announcer. 


Jack Hughes named manager and 
Mrs. Fran Peterson assistant manager 
of WJCM Sebring, Fla. 


W. S. (Bill) Massie, 
commercial manager 
of WDAK Columbus, 
promoted to station 
manager, succeeding 
Miles H. Furguson 
who accepts similar 
capacity with WRLD 
West Point, both 
Georgia. Allen M. 
Woodall Jr. named local sales man- 
ager of WDAK. 


Mr. MAssIE 


Bette Ward, director of promotion 
and merchandising at Robert Allen Co., 
appointed to the same position with 
Torbet, Allen & Crane, newly formed 
west coast station rep firm. 


Arthur J. Fox, sales service account 
executive for CBS-TV Network, pro- 
moted to affiliate relations department. 


Frank Young joins Metropolitan 
Broadcasting Corp. as assistant director 
of publicity and special events. Prior to 
joining Metropolitan Mr. Young had 
been publicity director of NTA Film 
Network, manager of tv show publicity 
at Benton & Bowles and press director 
of Screen Gems. 


George N. Thomas, formerly news 
editor of KDKA-TV Pittsburgh, to 
WTAE (TV), there, as executive news 
editor. 


Paul Kaye, assistant news director 
of WQAM Miami, promoted to news 
director. 


Hugh Graham, director of studio 
Operations for CBS-TV Network, ap- 
Pointed director, live operations. 


C. Delmar Dengate, staff member 
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of WIP Philadelphia, promoted to as- 
sistant program manager. 


Bruce Grant, formerly announcer- 
air personality with WGRD Grand 
Rapids, Mich., to WOOD-AM-TYV, that 
city, in similar capacity. 


Gideon L. Gilliam joins Atlanta 
Radio sales staff of The Katz Agency 
Inc., station rep. Formerly, Mr. Gilliam 
was national sales service manager of 
WAGA-TV Atlanta, Georgia. 


Jim Wilson promoted from as- 
sistant sports director to sports director 
at WSBT-TV South Bend, Ind., suc- 
ceeding the late Joe Boland. 


Paul Palangi, formerly with KDKA 
Pittsburgh, to WTAE (TV), that city, 
as account executive. 


M. E. (Moe) Medearis, formerly ac- 
count executive with Al Maescher Adv., 
St. Louis, to KOLR-TV, there, in 
similar capacity. 


Eric Bremner, assistant promotion 
manager of KING-TV Seattle, promoted 
to promotion manager. Mel Anderson, 
promotion director of King Broadcast- 
ing Co. (KING-AM-TV, KGW-AM- 
TV Portland, Ore., KREM-AM-FM- 
TV Spokane, Wash.), resigns. 


Louis J. Riggio, sales consultant for 
CBS, promoted to director, sales de- 


velopment, CBS Radio. 


Joyce Nix, formerly continuity 
writer with WINA Charlottesville, Va., 
to WGL Fort Wayne, Ind., in similar 
capacity. 


Joe Fried joins WSTV Steubenville, 
Ohio as air personality. 


Allan Brown joins WHNC New 
Haven, Conn., as air personality. 


Mary Salvatore named personnel 
director of WNAC-AM-TV Boston. 


Programming 


Ira Gottlieb, formerly executive vp, 
Flamingo Films, elected president. 
C.P. (Pete) Jaeger, vp in charge of 
sales, becomes executive vp. Samuel 
F. Rubin, vp of parent Buckeye Corp., 
becomes chairman of Flamingo’s board 
of directors. 


Quinn Martin, executive producer 
of The Untouchables, signs with ABC- 
TV to create new program series. He 
will be responsible for two new pilots 
per year, one half-hour series and one 
hour series. 


Kenneth E. Brighton, film editor for 
Marathon Tv Newsreel, becomes pro- 
duction manager of Newsfilm Inc., 
Marathon affiliate. 


Robert Maxwell, independent pro- 
ducer, signed to long-term deal With 
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Capital special ® Taft Broadcast- 
ing Co., operating stations in five 
markets, last week opened a Wash- 
ington news bureau in charge of 
Ralph de Toledano, according to 
Lawrence H. Rogers II, Taft vice 
president. Mr. de Toledano was guest 
at an April 21 reception held at the 
Broadcasters Club, Washington. 
Taft stations are WKRC-AM- 
FM-TV_ Cincinnati, WITVN-AM- 
FM-TV Columbus, Ohio; WKYT 





















































a. 


Lexington, Ky.; WBRC-AM-FM-TV 
Birmingham, Ala., and WBIR-AM- 
FM-TV Knoxville, Tenn. Mr. de 
Toledano is author of six books, in- 
cluding a biography of Vice Presi- 
dent Richard Nixon and a best-seller, 
Seeds of Treason. He will write a 
Washington column for King feat- 
ures. 

Left to right: Mr. de Toledano; 
Sen. Thruston B. Morton (R-Ky.) 
and Mr. Rogers. 








MGM-TV. First production will be 
National Velvet, scheduled for NBC 
Sunday night lineup next fall. 










Lionel F. Grover, production man- 
ager on animation business in Holly- 
wood for Fred Niles Productions, Chi- 
cago-based film firm, elected vp in 
charge of Hollywood Div. 







Jerry Hathcock appointed supervis- 
ing director for all animation at UPA 
Pictures, Burbank, Calif. He has been 
in cartooning for 25 years with such 
studios as Walt Disney, UB Iwerks, 
MGM and Larry Harmon. 


William J. Connelly appointed 
north-central area manager of Screen 
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Gems’ Syndication Dept., succeeding 
William Young who resigned. Mr. 
Connelly will supervise SG syndicated 
programs in Ohio, Indiana, Michigan, 
West Virginia, Kentucky and western 
Pennsylvania. He will headquarter in 
both Pittsburgh and Detroit. 


Arnold Wilkes, formerly director of 
public affairs and education for WBAL- 
AM-TV Baltimore, to Milner-Fenwick 
(film-producer), that city, as executive 
producer. 


Albert G. Hartigan, formerly ac- 
count executive, New York division, 
Independent Television Corp., joins 
United Artists Associates as director of 


United Press International news produces! 





program development. 


Louis Stoumen named associate pro. 
ducer of ABC-TV’s forthcoming serie, 
based on Churchill memoirs. 


Equipment & Eng’ring 


John P. Taylor appointed manage 
of marketing administration, Broadcast 
and Television Equipment )iv. fo 
RCA. He had been manager of market. 
ing plans and services for RCA’s Indys. 
trial Electronic Products. 


Dell A. Love, appointed manager. 
replacement tube operations for Gep. 
eral Electrics Cathode Ray Tub 
Dept. 


Dr. Sidney Stein, director of research 
and engineering for International Re. 
sistance Co., Philadelphia, elected vp, 


Don Civitillo, formerly vp and gen. 
eral manager of Reeves Equipment 
Corp., New York, to Magna-Tech Elec. 
tronics, there (manufacturer of sound 
and and photographic equipment), simi- 
lar capacity. 


Richard E. Krafve, executive vp and 
board member of Raytheon Co., Wal- 
tham, Mass., appointed president, suc- 
ceeding Charles F. Adams, named 
chairman of board. Mr. Krafve previ- 
ously was vp of Ford Motor Co. Mr. 
Adams had been president of Ray- 
theon for 12 years. 





Mr. KRAFVE 


Mr. ADAMS 


Dr. D.J. Donahue succeeds EO. 
Johnson as manager, advanced devel- 
opment, RCA Semiconductor and Ma- 
terials Div. Mr. Johnson becomes chief 
engineer. 


Robert J. Noonan appointed produc: 
tion supervisor of Electronics Div. of 
American Tube Bending Co. 


Leo Friedman, formerly with Radio 
Receptor Co., Brooklyn, to Packard 
Bell Electronics, Los Angeles, as assist- 
ant to director of manufacturing, Tech- 
nical Products Div. 


Government 


William D. Dixon has been appoint- 
ed legal adviser on Federal Trade Com- 
mission Guides. Mr. Dixon, who suc 
ceeds John P. Sullivan, has been with 
FTC since 1948. He was attorney @ 
trade practices division. FTC Guides 
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gpell out what claims and sales practices 
are illegal. 

francis T. Nolan, veteran govern- 
ment investigator-administrator, FOC 
network study staff in combination in- 
vestigative and legal capacity. He comes 
to commission from Federal Housing 
Administration, where he was special 
assistance for compliance. 


international 


Ross McLean, formerly film commis- 
sioner of government’s National Film 
Board, Ottawa, and chief of film and 
visual information division of the United 
Nations Educational, Scientific and 
Cultural Organization at Paris, France, 
named program research director of 
Canadian Board of Broadcast Gov- 
ernors, Ottawa, Ont. 


Orville Shugg, agricultural broad- 


casting director of Canadian Broadcast- 
ing Corp., Toronto, named director of 
sales planning and promotion of CBC. 


Allied Fields 


Ted Rosenberg, formerly with Na- 
tional Telefilm Assoc., N.Y., to Leonard 
F. Fellman Co. (tv sales coordination 
firm), Philadelphia, as director of sales. 


Reed Bingham, vp and business man- 
ager of Bill Burrud Productions, Los 
Angeles, resigns to form own company, 
that city, dealing with business manage- 
ment services for independent produc- 
ers. 


Deaths 


William J. Norfleet, 74, retired FCC 
chief accountant, died April 14 follow- 
ing long illness. Mr. Norfleet retired 


FANFARE 





Tv contest pays off 


Trinkhaus Manor is forsaking all 
other media for television. The upstate 
New York supper club was sold after 
WKTV (TV) Utica-Rome staged a 
“deserving wife” contest, pulling 900 
mail entries in three weeks. Husbands 


competed for six dinner-dancing “nights 
out” (four nights to the runner-up, baby 


sitters provided) by telling WKTV why 
their wives deserved the break. 

The Manor furnished the free hos- 
pitality, but host Anthony Trinkhaus 
became a paying customer for tv when 
he saw the results of the contest. 
“Wherever I went, people were talking 
about it, even in Syracuse,” the res- 
taurateur said. Around four spots 
daily, minutes and thirties, drew en- 
tries from all economic levels in the 
Mohawk Valley. Mr. Trinkhaus- said 
it was an eye-opener and bought a 
daily schedule on WKTV, vowing he 
would discontinue all other advertising 
and “go in heavily for television.” 

Now he’s enlarging the restaurant. 


Druggists, grocers like WPAT 


An illustrated brochure circulated 
last week by WPAT Paterson, N.J., 
Promotes results of a qualitative radio 
listening survey conducted last August 
among independent druggists and 
Sfocers in the tri-state metropolitan 
New York market. 

_WPAT commissioned Bennett-Chai- 
kin Inc., New York marketing research 
firm, to evaluate and determine the im- 
Pact of radio on these two groups of 
retailers. A total of 1,549 food store 
Proprietors and 1,012 druggists were 
interview. ed in their stores, with neither 
the interviewer nor the retailer know- 
ing for vhom the study was being con- 
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from FCC in 1955, ending 38 years of 
government service. He entered federal 
government service in 1917, joined 
FCC in 1935, and became chief ac- 
countant in 1936. 


Jules Dion Parent, 44, vp of Young 
& Rubicam, N.Y., died April 16 of 
heart attack. 


Frank A. Hinners, 66, president of 
Hinners-Galenek Radio Corp., Forest 
Hills, N.Y., died April 12. 


Gorton V. Carruth, 72, formerly ed- 
itor and vp of Radio Reports, New 
York, died April 16. He retired last 
year. 


Mickey Lester, 60, disc jockey for 
CKEY Toronto, Ont., since 1942, died 
April 10 after long illness. He began 
his broadcasting career in 1941 as a 
disc jockey for CFRB Toronto. 





ducted, WPAT said. WPAT was named 
the “favorite station” of both druggists 
and grocers, by 25% and 14% respec- 
tively, a greater proportion than for 
any other radio station, the survey 
showed. Since 1956 WPAT has had a 
272% increase in gross food and drug 
business. 

Findings of interest to other New 
York stations: 77% of all druggists 


and 75% of all grocers have radios in 
their stores; 82% of all druggists and 
66% of all grocers have car radios; 
99% of all druggists and 98% of all 
grocers have radios in their homes, and 
43% of all druggists and 35% of all 
grocers own and use portable radios. 
WPAT adds that 30 total hours, or 
more, are spent by both druggists and 
grocers in radio listening each week, 





Just for a lark ® As a means of pro- 
moting the start of a Lark automo- 
bile advertising schedule on WHEN- 
AM-TV Syracuse, the station’s ex- 
ploitation department kicked off the 








new campaign by giving away low- 
priced larks (parakeets) to Syracuse 
area dealers. Dealer Ben Pepper (r.) 
accepts a bird from WHEN’s Jack 
Gardner. 














or approximately twice the number of 
total hours per week spent by the aver- 
age audience in radio listening. 

During 1960 WPAT’s promotional 
activity will be directed to translating 
the retailers’ loyalty to radio to “solid 
in-store support” for the food and drug 
products advertised on WPAT. 


Turnabout is fair play 


Federal legislators who traditionally 
are on the sending end of newsletters, 
have suddenly found themselves on the 
receiving end. 

In an unusual turnabout, KRAK, 
Stockton-Sacramento has begun to pub- 
lish a weekly newsletter, “California 
This Week,” under the editorship of 
News Director Don Hughes. 

Highlights of important events 


throughout the state are included in the 
newsletter which is being mailed to 
California’s two Senators and 30 Con- 
gressmen. 


Sound around the globe 


Although WBCK Battle Creek, Mich., 
is only a 1000-watt station, it claims its 
call letters are known throughout the 
world. It achieved this international 
fame, it said, through a contest to pro- 
mote NBC’s “Sound of the Sixties.” 
Listeners were asked to write a letter 
describing WBCK’s “sound” and send it 
to a friend or acquaintance anywhere 
in the world. Recipients were to write 
a covering letter and return the whole 
thing to WBCK. The station reports 
that letters poured in from 15 different 
foreign countries and from all over the 
United States. Transistor radios were 


INTERNATIONAL 





presented to those whose letters traveled 
farthest in the U.S. and in the world 
Those who returned winning letiers got 
record albums. Grand prize winner was 
a junior high school girl who wrote a 
letter to the public library in Perth, 
Australia, asking that it be turned over 
to a girl her own age. Her ingenious 
plan worked. 


@ Drumbeat 


Joint celebration ® WDSM-TV S. 
perior, Wis., in commemoration of its 
sixth anniversary, invited all couples 
in its viewing area who were married 
in the first week of March 1954 to 
celebrate with the station. The party in 
cluded a tour of the station, a dinner 
with special 6-candled cake and ap. 
propriate gifts to all guests. 








5 VIE FOR EDMONTON’S CH. 5 


CBC, turning competitor, among hopefuls 


Five applicants for a ch. 5 television 
station at Edmonton, Alta., will present 
their cases before the Board of Broad- 
cast Governors at Edmonton’s Mac- 
donald Hotel on May 10. Three other 
applications for tv stations will be heard 
at the same session, two for a ch. 3 sta- 
tion at Prince George, B.C., and one 
for a satellite station at Pembroke, Ont. 

Canadian Broadcasting Corp. is ap- 
plying for the Edmonton station with 
318 kw video and 159 kw audio power, 
and antenna 669 feet above average 
terrain. This is first application by CBC, 
the former regulatory body, for a tv 
Station in competition with independ- 
ently owned CFRN-TV Edmonton, 
which carries CBC programs. 

Other Edmonton applicants are 
CHED Edmonton, for 210 kw video 
and 120 kw audio; Edmonton Video 


Ltd., with Gerry Gaetz, CJCA Edmon- 
ton, for 191 kw video and 91 kw audio; 
Mayfair Broadcasting Co. Ltd., for 200 
kw video and 100 kw audio; and 
Northgate Broadcasting Co. Ltd., for 
52.7 kw video and 26.3 kw audio. 

At Prince George, B.C., Aurora Tv 
Ltd., is applying for ch. 3 with 417 
watts video and 208 watts audio. Other 
applicant is CKPG Prince George, B.C., 
with 210 watts video and 114 watts 
audio. 

CBC is applying for a satellite tv sta- 
tion on ch. 5, to carry programs of 
CBOT (TV) Ottawa, Ont. Application 
is for 1,381 watts video and 690.5 
watts audio power with antenna 438 
feet above average terrain. 

CFCW Camrose, Alta., is requesting 
a power boost to 10 kw and frequency 
change from 1230 ke to 790 kc, and 











change of antenna site. 

CFRN Edmonton, Alta., is asking for 
a power boost from 10 kw to 50 kw 
on 1260 kc, and change of antenna 
site. CFRN-FM wants to boost power 
to 810 watts on 100.3 mc and change 
antenna site. 

CBC is requesting changes for three 
low power relay stations, at Digby, N.S,, 
40 watts on 990 kc,. change antenna 
site; at -Kirkland Lake, Ont., change 
in frequency of 40 watts station from 
1450 ke to 1090 kc; and at Vander- 
hoof, B.C., change in frequency of 20 
watts relay station from 860 kc to 
580 kc. 

On May 16 at the Palliser Hotel, 
Calgary, Alta., the BBG will hold hear- 
ings for two applicants for a tv sta- 
tion at Calgary on ch. 4. At present 
CHCT-TV is the only station at Cal- 
gary. Applicants for a second station 
are CFCN Calgary, for 55 kw video 
and 27.5 kw audio, and Chinook Com- 
munications Ltd., for 100 kw video and 
50 kw audio. 

At Calgary, BBG will also hear ap- 
plications for a new radio station at 
Vancouver, B.C., by Russell Charles 
Reid on behalf of Family Broadcast- 
ing Corp. Ltd., for 10 kw on 1070 ke; 
for fm license for CFPA Port Arthur, 
Ont., with 50 watts on 102.7 mc; for 
increase in power of CKTR Three 
Rivers, Que., to 10 kw daytime, 1 kw 
night on 1150 ke; for increase in power 
by CJIC Sault Ste. Marie, Ont., from 
250 watts on 1050 kc, to 10 kw day 
and 2.5 kw night, and for Humber 
Valley Broadcasting Ltd., Corner Brook, 
Nfld., licensed for 1 kw on 560 ke to 
change to 570 kc, before station goes 
on the air. 

BBG will also hear ownership change 
applications of CKCO-TV Kitchener, 
Ont., and CHNS Halifax, N.S. 
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Central America plan 
to be given by ABC 


American Broadcasting Co.’s Inter- 
national Div. will launch sales presen- 
tations in Mexico City and Chicago 
this week on behalf of Cadena Centro- 
americana, the Central American Tele- 
yision Network which is owned jointly 
by the Central American stations and 
AB-PT Inc. Countries represented in 
the network, which was formed last 
February, are Costa Rica, El Salvador, 
Guatemala, Honduras and Nicaragua. 

On Wednesday (April 27), at the 
Continental Hilton Hotel in Mexico 
City, agency and advertising executives 
will hear the CATVN presentation de- 
livered in Spanish by Kevin Corrigan, 
ABC International Div. account execu- 
tive, and William Campbell of TG- 
BOL-TV Guatemaia. On Friday (April 
29) the network sales promotion story, 
which was prepared by ABC-TV’s sales 
development department, will be given 
in Chicago at the Sheraton-Blackstone. 

Both sessions will be attended by 
Donald W. Coyle, ABC vice president 
in charge of the International Div.; Mr. 
Corrigan; John H. Mitchell, manager 
of CATVN; and Bert Briller, director 
of sales development for ABC-TV. 

According to Mr. Coyle, Cadena 
Centroamericana is to be operated un- 
der policies similar to those used by 
U.S. tv networks, with both network 
and local station time procedures. The 
stations are not currently connected by 
cable, but facilities are available for 
immediate interconnection of several of 
the markets, it is reported. 


CFCF-TV plans start 


CFCF-TV Montreal, recently granted 
tv station, expects to start operations 
in January 1961. It will operate on ch. 
12 with 325 kw video and 160 kw 
audio power according to R.E. Misener, 
manager of CFCF who will head tv 
station. No date has been set for start 
of operations of ch. 10 French- 
language station with 325 kw video 
and 195 kw audio, licensed to Paul 
L’Anglais and Associates. Both stations 
will use a common tv tower with 
CBMT and CBFT Montreal and fm 
stations in the Montreal area. The 
tower will be located on Mount Royal, 
Overlooking and in the center of Can- 
ada’s largest city. 


New libel law 


Legislation which affords protection 
to radio and television stations and 
hewspapers sued for carrying defama- 
tory statements, has been given final 
approval by the Nova Scotia provincial 
legislature at Halifax. The Defamation 
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Act replaces a libel law which dealt 
only with newspapers. Defamatory 
statements carried by radio or television 
stations now will be classed as libel 
rather than the less serious slander. 

Any of the media sued for defama- 
tion may prove mitigation of damages 
that no actual malice or gross negli- 
gence was involved in carrying a news 
story, provided a retraction or apology 
is given equal prominence. Plaintiffs 
could obtain only special damage if it 
appears in trial that the matter was 
carried in good faith, that there were 
reasonable grounds to assume it would 
benefit the public, that it was carried 
in “mistake or misapprehension of the 
facts” or that a retraction or apology 
were carried before trial began. 


Canadian M.P. wants 
government censor 


Establishment of a government-con- 
trolled censorship board was _ pro- 
posed in the Canadian House of Com- 
mons at Ottawa by J. N. Tremblay, 
Progressive-Conservative member for 
Roberval, Que. In a scathing attack on 
Canadian Broadcasting Corp. program- 
ming and management, he warned the 
House of Commons that if the CBC 
wasn’t reformed, it would become a 
millstone around the government’s 
neck and a threat to security. 

The CBC had become a “state within 
a state” and if any member of Parlia- 
ment criticised how it spent the public’s 
money, it was labelled political inter- 
ference, Tremblay stated. He also urged 
that CBC employees be placed on the 
same footing as civil servants, “so 
Parliament can have more control over 
them.” He urged that CBC’s budget 
be included in government estimates 
for detailed examination by Parliament. 
He felt that some of CBC’s programs 
were an “outrageous caricature” of the 
life, morals and language of French- 
Canadians. 


@ Abroad in brief 


Soviet bloc tv ® The Swiss Post Office 
has published a listing of the number 
of television stations in Eastern Eu- 
rope. Figures show the Soviet Union 
with 91 stations, East Germany with 
21. West Germany, in contrast, reports 
191 tv stations operating, with 3,375,- 
000 receivers in use. East Germany 
reports 502,600 receivers in operation. 
Figures were tabulated as of Jan. 1, 
1960. Other countries: Bulgaria, 1 sta- 
tion, 1,500 receivers; Yugoslavia, 5 
stations, 12,000 receivers; Poland, 6 
stations, 183,000 receivers; Rumania, 
2 stations, 22,000 receivers; Czecho- 
slovakia, 6 stations, 450,000 receivers; 
and Hungary, 3 stations, 50,000 re- 
ceivers. All Soviet sphere countries 
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have doubled the number of receivers 
operating since the report of January, 
1959. 

New data ® Data on cumulative house- 
holds tuned to Canadian radio stations 
Monday-Friday by half-hour and three- 
hour periods will be shown on the 
spring 1960 reports of the co-operative 
Bureau of Broadcast Measurement, Tor- 
onto. These figures will be shown for 
each station, in addition to the esti- 
mated households tuned to each sta- 





tion by half-hour periods for each day 
of the week. The addition will be made 
to the radio station reports only for 
the time being, according to BBM’s di- 
rector of research and development, W. 
L. Hudson. 


Films for Brasilia ™ Fremantle Inter- 
national, N.Y., reports that it has com- 
pleted “the first sale” of U.S. tv films 
to TV-Alvorada, which is set to go on 
the air in the new capital of Brasilia, 
Brazil on April 21. Films sold by Fre- 
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mantle include “cartoon classics,” 
“jungle,” “‘movie museum,”’ “‘big 
fights” and films of the Nationa! Film 
Board of Canada. 

Changing hands ® Crombie Adv. Co, 
Ltd., Toronto, has bought 39-year-old 
A.J. Denne & Co. Ltd., Toronto ad. 
vertising agency. Founder, A.J. Denne, 
is now 86 years old. Prior to starting 
his agency in 1921 he worked for Mc. 
Kim Adv. Ltd., and J. Walter Thomp. 
son Co. Ltd., Toronto. 





Station Authorizations, Applications 


As Compiled by BROADCASTING 


April 7 through April 13. 


Includes data on new stations, changes in 


existing stations, ownership changes, hearing cases, rules & standards 
changes and routine roundup. 


Abbreviations: 
ction 


temporary og FR SH—speci- 


fled. hk, —educational. Ann. Announced. 
New Tv Station 
APPLICATION 
Wilmington, Del.—National Telefilm As- 


soc. Inc. vhf ch. 12 (204-210 mc); ERP 316 
kw vis., 158 we aur.; ant. height above av- 
qroge terrain 886 ft., above und 915 ft. 

ated construction cost $1,150,240, first 
year operating cost $750,000 revenue $750,- 
000. Post Office address 10 Columbus C rele, 
a tS ay Ryd Studio Wilming- 


wned by National Thea- 
tres, Inc., John Bertero, president. National 
Theatres owns WDAF- _— er 2 Sy: 
Mo- wolss 90% interest in WNTA 


NJ. and KMSP-TV uaseas- 
olis. Ann. April 15. 


New Am Stations 


APPLICATIONS 
West Hartford, Conn.—Pioneer States 
Bestrs. Inc. 990 ke, 5 kw D. Post office ad- 
dress 127 Main St., Torri nm, Conn. Es- 
pm construction cost first ir 


500, 
Peinetpabs inet: 5,000, yevense $100,000 
Princi inglude Bernard J Zucker, 92%, 


and Rogers B. Holt, 8%. Mr. Holt has in- 
terest in WBZY Torrington, Conn. Mr. Zuck- 


er is associated with WNAB Bridgeport and 
) >  ® eeenaamade both Connecticut. Ann. 


April 

yi Mo.—B. J. Hart. 940 kc, 500 
D. Post office address B. J. Hart, Box 310, 
Mt. Vernon, Mo. Estimated construction 
cost $27,000, first year operating cost ,000, 
revenue $35,000. Applicant is in varied busi- 
ness — ing oil. Ann. April 20. 

San 0, Tex.—Pacific Bestg. Assoc. 
1540 ay 10 kw D. Post ofice | address 219 
Atherton Ave., Atherton, Calif imated 
construction cost $63,550, first year operating 
cost 20,000, revenue $150,000. ie a 
are Edward H. Heller 15%, and John 
Holwerda, 25%. Mr. Holwerda is in aaa 
business. Mr. Heller is associated with 
KRRC Portland, Ore., KPFA Berkeley and 
KPFK Pasadena, both California. Ann. 
“Tie 20. 

ead, Wash.—Crown Bestg. Co. 1950 kc, 
kw D. Post office address 1010 Old Na- 
tional Bank Bidg., Spokane, Wash. Esti- 
mated construction cost $11,200, first year 
elpais. in cost $42,000, revenue $54,000. Prin 
pals include W. Kenneth Glidden, 50%, 
Robert D. Dellwo, 35%, and others. Mr. 
Glidden is cattle rancher. Mr. Dellwo is 
electrical engineer. Ann. April 20. 

Madison, s—U. of Wisconsin. 750 kc, 
10 kw LS. Post office address Radio Hall, 
U. W. Campus, Madison, Wis. Estimated 
construction cost $33, Station will be 
non-commercial operation. Ann. April 20. 


Existing Am Stations 
ACTIONS BY FCC 
an Livingston, Mont.—Granted change 
* rom unlimited time a oy og! om = 
ni operation on w. n. 
Ape 
VL Louisville, Ky.—Granted SCA to 
enga afs, in functional music operation on 


lex basis. Ann. April 20 
New Fm Stations 


APPLICATIONS 


Forrest City, Ark.—Forrest City Bestg. Co. 
93.33 mec, .671 kw. Post office address Box 


EDWIN TORNBERG 
& COMPANY, INC. 


NEGOTIATORS FOR THE PURCHASE AND 
SALE OF RADIO AND TELEVISION STATIONS 


EVALUATIONS 
FINANCIAL ADVISERS 








707, Forrest City, Ark. Estimated construc. 
tion cost $4,700, first veer. a. mone cost 
,000, revenue $3,000. —— include 
illiam Fogg, 36%, , as "Bri gforth, 28%, 
and others, owners of Forrest City 
Ark. Ann. April 13. 
D.C.—Georgetown College, 
kw. P.O. address 37th & 0 
Streets N.W., Copley Hall, Washington, D.C, 
Estimated construction cost $9,050, first year 
ueational. ‘Ant y 4S wens: ed- 
ucatio: Ann. bo 
Ind.— AX College—89.3 me, 
on P P'O. address Cline Ha Franklin 
College, Franklin, Ind. Estimated construc- 
tion cost $3,215, first year operating cost 
% <- Non-commercial, educational. Ann. 
pr 


“Lansing, ll—Gordon Boss & Assoc. 1063 
P.O. address 16415 Evans Ave, 
South Heiland Ill. Estimated construction 
cost $14, 620 first a operating cost $12,500, 
revenue $20,000. Principals include Gordon 
D. Boss, Harold D. Botma, William H. Bot- 
ma and Joseph J. Van Schouwen, % each. 
Mr. Boss is in tv sales and service. Mr. 
Harold Botma is music teacher. Mr. Wil- 
liam_ Botma is owner of collection agency. 
Mr. Van Schouwen is barber. Ann. April 18. 
Cedar Falls, lowa—lIowa State Teachers 
College. 88.1 mc, .00955 kw. P.O. address 
Kudilortam, Bidg., Iowa State Teachers, 
Cedar on. Iowa. Estimated constructs 
cost $2,198, first year operatin: 
Non-commercial, educational. 
Buffalo, N. Y.—WKB Inc. 5 
kw. P.O. address 1430 Main St., 
N.Y. Estimated are cost $34, 169, first 
year operating cost $10,000. Principals in- 
wyade linton Churchill, owner of WKBW 
ee and 51% owner of WKBW-TV. Ann. 


A 
Westerly, R.I.—Rhode Island-Connecticut 
Radio Corp., 103.7 mc, 5 kw. P.O. address 
11 Railroad Ave., Vesta. R.I. 
construction cost $13,145. Principals are 
Dr. Augustine L. mm 6242%, and Au- 
gustine L. Cavallaro Jr., S1/8%, owners of 
bed | Westerly, R.I.. Ann. 13. 
Tex.—Merchants ‘Rests: System 
mm... 94.1 mc, 482 kw. P.O. address 66 
Wynnewood Village North, Dallas, Tex. 
Estimated construction cost $16,768, first 
year operating cost A. revenue $36,000. 
—w include Mr. Mrs. Charles E. 
Ames, 68.15%, Ellis D. ye, 16.85%, and 
others. Charles Ames is in sound equip- 
ment sales. Ellis D. Ames is tw of ad- 
justment business. Ann. April 1 
Portsmouth, Va.—Tidewater 8. veleradlo 
Inc., 98.9 mec, 25.83 kw. P.O. address ol 
Middle St., Portsmouth, Va. Estimated con- 
struction cost $43,870, first year operating 
cost $20,000, revenue $40,000. Principals in- 
clude J. Glen Taylor, George T. Mc 
Richard B. — William M. Camp an 


others, none "WAV YSAM 10%. Tidewater 
is licensee of AM-TV Portsmouth, 
Va. ~~ 

a ~ ash. wo ee 106.5 me, 


1.18 kw. P.O. address 525 Front St., Lynden, 
Wash. Estimated eee teak cost $6 
or 500 year spersting cost $6,400, revenue 

Apolicent is in electronic equipment 
Slee ‘and service. Ann. April 20. 


Existing Fm Stations 


ACTION BY FCC 
WERE-FM Cleveland, Ohio—Granted SCA 
to engage in functional music operation on 
multiplex basis. Ann. April 20. 
APPLICATIONS 
WBRC-FM Birmingham, Ala.—Cp 
crease ERP from 15.5 kw to 12.9 kw 
crease ant. height above average terrain 
from 900 ft. to 1114.5 ft. and make changes 
in ant. system. Ann. April 15. 
KOOL-FM Phoenix, Ariz.—Mod. of <p for 
extension of completion date. Ann. April 15. 
WGBS-FM Miami, Fla.—Mod. of cp ( whicd 
authorized increase in ERP and ant. ?-eight 
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above average terrain, change type trans. 

and ant., change trans. location and remote 

control point) to change type trans. and 
e changes in transmitting equipment. 

ann. April 15. 

WBAA-FM West Lafayetie, Ind.—Mod. of 

ep for extension of completion date. Ann. 


5. 

Apr MG Albany, N.Y.—Cp to change fre- 
yency from 90.7 mc, ch. 214 to 90.3 me, 
4 912. (Contingent on grant of cp for new 
non-commercial educationai fm station in 
Amherst, Mass. Ann. April 15. 

WBAY-FM Green Bay, Wis.—Mod. of cp 
for extension of completion date. Ann. 


April 15. 


Ownership Changes 


ACTIONS BY FCC 

KTCN Berryville, Ark.—Granted assign- 
ment of license to Ernest M. and Letajo 
Howard, Mary R. and Waiter M. Fuller Jr., 
and Mrs. E, Louise Lymbery; T.W. Rogers 
and Fred Ward to sell their two-thirds in- 
terest to Howards and Fuilers for $30,000; 
Mrs. Lymbery to retain her one-third in- 
terest. Ann. April 20 
WRDW-TV Augusta, Ga.—Granted assign- 
ment of licenses to WPIT Inc. (WPI1l-Am- 
FM Pittsburgh, Pa., and WSOL Tampa, 
Fla.); consideration $1,575,000, including teal 
estate and equipment. Comr. Bartley dis- 
sented. Some assignee stockholders own 
§9.41% interest in WSTV Inc., licensee of 
WSTV-AM-FM-TV Steubenville, Ohio; 
KODE-AM-FM Joplin, Mo.; wBOY-AM-TV 
Clarksburg, W.Va.; KMLB-AM-FM Monroe, 
La; WPAP and WAAM-FM Parkersburg, 
W.Va., and 70% interest in WRGP-TV Chat- 
tanooga, Tenn.; also four assignee stock- 
holders own WHTO-TV Atlantic City, N.J. 
Ann. April 20. 

WSBS Great Barrington, Mass.—Granted 
(1) renewal of license and (2) assignment 
of license to WSBs. The Berkshires Inc. (J. 
Leo Dowd, president); consideration $115,- 
175. Ann. April 20 

WAYX Waycross, Ga.—Granted transfer 
of control to Eva W. Jemison and Charles 
N. and Bettie W. Mayo (family group) in 
settlement of estate of Jack Williams, de- 
ceased. Ann. April 20. 

WTNC-AM-FM Thomasville, N.C.—Grant- 
ed transfer of control to Kvelyn L. Van 
Landingham in settlement of estate of 
George W. Lyles, deceased. Ann. April 20. 

WCBG Chambersburg, va.—Granted 
transfer of control from James R. Reese 
ér., to Norman E, Messner, Lester Grenewalt, 
jonn H. Norris and Samuel Youse; con- 
sideration $80,000 for 80% interest. Messrs. 
Grenewalt, Norris, and Youse have inter- 
est in WGSA Ephrata, Pa., and WABW An- 
napolis, Md. Ann. April 20. k 

WKYN Rio Piedras, P.R.—Granted assign- 
ment of cp to Quality Bestg. Corp.; stock 
transaction. Ann. April 20. 

WRKH Rockwood, Tenn.—Granted assign- 
ment of license from Herman and Kay 
Spivey to Blue Ridge Bestg. Co. (WSNW- 
AM-FM Seneca, S.C., and stockholders have 
interest in WLFA and WLOM-FM LaFay- 
ette, Ga. WBAW Barnwell, S.C., WSSC 
Sumter, S.C., and WBHC Hampton, 3.C.); 
consideration $67,000. Comr. Bartley dis- 
sented. Ann. April 20 : 

KSIJ Gladewater, Tex.—Granted assign- 
ment of license from Frank O. Myers to 
Elus E. and Rayford G. Tidmore and Dei- 
win W. Morton, d/b as Golden Triangle En- 
stprises; consideration $79,500. Ann. April 


APPLICATIONS 

WHCT (TV) Hartford, Conn.—Seeks as- 
signment of license from Capitol Bestg. Inc. 
to Hartford Phonevision Co. for $150,000 for 
non-tangible and non-fixed assets and lease 
from Capitol of tangible and fixed assets. 
Capitol also obtains option to pesshore 10% 
ot Hartford Phonevision for $5,000 and first 
refusal rights of WHCT in event station is 
sold. Hartford is 100% owned by RKO Gen- 

eral Inc. Ann. April 20. 
_WFBS Ft. Walton Beach, Fla.—Seeks as- 
Signment of license from West Florida 
Bestg. Service to Smith Radio Inc. for $100,- 
000. Purchasers are M.D. Smith III, 51%, 
beth Jones Smith, 25%, and M.D. Smith 
IV, 24%, owners of WJIG Tullahoma, Tenn., 
and WAAY Huntsville, Ala. Ann. April 20. 
WSIP Paintsville, Ky.—Seeks assignment 
of license of Big Sandy Bestg. Co. from 
Ted Arnold Silvert and Anna Ruth Silvert, 
sole owners, James D. Cox, Tom Cox, Mort 
ullins, Park West, 122% each, Dr. Hershel 
B. Murray and Paul G. Fyffe, 25% each, for 
$150,000. Messrs. Cox are in automobile sales. 
Messrs. Mullins and West are drilling con- 
tractors. Dr. Murray is physician and Mr. 
€ is employe of WSIP Paintsville, Ky. 

April 18. 

.KLGA Algona, Iowa—Seeks assignment of 
eense from Kossuth County Bestg. Co. to 
KLGA Inc. for $80,000. Purchasers are 
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Robert W. Behling, Harry C. Snyder, and 
Robert A. Wilson, 3315% each. Mr. Wilson 
is employe of KLEM Le Mars. Iowa. Mr. 
Snyder is 50% owner of KHUB Fremont, 
Neb. Mr. Behling is employe of KHUB. 
Ann. April 13. 





CORRECTION 

WMBD-AM-FM-TV_ Peoria, Il.— 
Seeks assignment of licenses from 
wM Inc. to Midwest Tv Inc. for 
$1,850,000 plus $229,000 to be paid 
Charles C. Caley (former owner, 
with John E. Fetzer) for agreement 
not to compete within 50 miles for 
eight years. Midwest stockholders 
are August C. Meyer, 24.9%, Clara R. 
Meyer, 26.1%, Helen M. Stevick, 10%, 
Marajean Stevick Chinigo, 10%, Illi- 
nois Bestg. Co., 20%, plus six other 
stockholders none of whom hold 
more than 5%. Midwest is licensee of 
WCIA (TV) Champaign, Ill. Helen 
Stevick and Marajean Chinigo are 
owners of WDWS-AM-FM Cham- 
paign, Ill. (Champaign News Ga- 
zette). Illinois Bestg. is subsidiary 
of Lindsay-Schaub Newspapers Inc. 
which is 27% owned by Frank M. 
Lindsay and family, stockhoider in 
WGEM-AM-FM-TV Quincy, Ill. Illi- 
nois Bestg. is licensee of OY-AM- 
FM Decatur, WVLN-AM-FM Onley, 
WSEI (FM) Effingham, all [llinois. 
Station was erroneously reported sold 
in this column for $135,000. An earlier 
notice (BROADCASTING, March 21) 
correctly noted the sale. 











KANO Anoka, Minn.—Seeks assignment 
of ticense from Anoka Bestg. to Northwest 
Bestg. Co. for $75,000 plus assumption of 
$5,292 real estate mortgage. Purchasers are 
frank R. Hunt Jr. and Richard B. Ahern, 
equal partners. Mr. Hunt is employe of 
W1iCN Minneapolis. Mr. Ahern is in photo- 
g.aphic equipment. Ann. April 20. 

KDOM Windom, Minn.—Seeks transfer of 
control of KDOM Inc. from Eugene H. Frisk, 
35.7%, Robert D. Thompson, 35% and Paul 
C. Lund, 29.3%, to Robert D. Thompson, 
54.4% and Paul C. Lund, 45.6%, for $4,400. 
Ann, April 13. 

KOCW Tulsa, Okla.—Seeks transfer of 
control of Grayhill Inc. from Claude H. Hill 
89.9%, Meredith R. Gray, 9.9%, others, for 
$7,500. Ann. April] 18. 

WFLN-AM-FM Philadelphia, Pa.—Seeks 
assignment of license of Franklin Bestg. Co. 
from Lawrence M.C, Smith, sole owner, to 
Mr. Smith, 75%, and Raymond S. Green, 
25%, for $15,000. Mr. Green is general man- 
ager of WFLN-AM-FM. Ann. April 13. 

WLBG Laurens, S. C.—Seeks assignment 
of license from Laurens-Clinton Bestg. Co. 
to Laurens-Clinton Bestg. Inc. (a corpora- 
tion). No financial consideration involved. 
Ann. April 20. 

City, Tenn.— 


’ 


WJHL-AM-FM Johnson 
Seeks assignment of license from WJHL Inc. 
to Tri-Cities Bestg. Inc. for $230,000. Pur- 
chasers are James C. Wilson, 57%, and Jo- 
sephine D. Wilson, 43%. The Wilsons are in 
retail appliances and heating systems. Ann. 
April 15. 

KAYG Lakewood, Wash.—Seeks involun- 
tary assignment of license from KFHA Inc. 
to Marvin A. Young, receiver for KFHA 
2 No stock transfer involced. Ann. April 


Hearing Cases 


INITIAL DECISIONS 


mw Hearing Examiner Forest L. McClen- 
ning issued supplemental initial decision 
looking toward granting application of Star 
of the Plain Bestg. Co. for new am station to 
operate on 1050 kc, 250 w, D, in Slaton, Tex., 
and denial of application of Plainview Radio 
for new am station to operate on same 
frequency with 1 kw, D, DA, in Plainview, 
Tex. This further proceoesng. arose upon 
remand from United States Court of Ap- 
peals. Ann. April 


ae By Order, commission made effective 
immediately March 8 initial decision and 

anted application of Santa Rosa Bestg. Co. 
or new am station to operate on 1460 kc, 
1 kw DA, in Santa Rosa, Calif. Ann. 
April 20. 

= eno Examiner Basil P. Cooper is- 
sued initial decision looking toward grant- 
ing application of Tri State Bestg. Co. to 
increase daytime power of station WONW 
Defiance, Ohio, from 500 w to 1 kw and 
install new trans., continuing operation on 
1280 ke, 500 w-N, DA-N. 


OTHER ACTIONS 


a By memorandum opinion and_ order, 
commission denied petitions by the National 
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Equipping a 
Radio Station ! 


Miniature 


Microphone. 
only $8259 


This RCA Miniature Dy- 
namic Microphone is as 
inconspicuous as modern 
microphone design can make 
it! Just 2%” long, it weighs 
but 2.38 ounces. And, in 
spite of its compactness, 
the BK-6B is a durable, 
high-quality microphone. 
Try it for remotes! You'll 
find it excellent for inter- 
views, panel shows and 
sports. It’s a great value 
at $82.50! 


Order your BK-6B now! Write 
to RCA, Dept. FD-22, Building 
15-1, Camden, N. J. Whatever 
your broadcast equipment needs, 
see RCA FIRST! 


RADIO CORPORATION 
of AMERICA 


Tmk(s )® 


_, 

















FULLY TRANSISTORIZED 
COMPLETELY SELF-CONTAINED 


COLLINS 
















MICROPHONE: 
AMPLIFIER 


A HIGH QUALITY 
MICROPHONE 

AND ONE-CHANNEL 
‘REMOTE 
AMPLIFIER 

INA 


HAND-SIZE 
UNIT 


Compact — 
11-%” long and one 
inch in diameter. 
Lightweight — 12 oz. 
Yet, the Collins M-60 
Remote Microphone- 
Amplifier takes the 
place of 45 tbs. of 
conventional amplifier equipment. 

The M-60 has a self-contained tran- 
sistorized amplifier, power supply and 
omni-directional microphone head. 
Comes complete with 18 feet of line, 
an ear plug head set and a lavalier 
clip and cord. 

The microphone unit is completely 
sealed — withstands temperature, me- 
chanical shock and humidity. A Dyna- 
flex non-metallic diaphragm gives 
smooth response over a wide frequency 
range. 

The amplifier has six identical plug- 
in transistors. Power is supplied by a 
5.4 v 100-hour mercury cell. 

For more out of your one-man, one- 
mike remote situations, order a Collins 
M-60 Remote Microphone-Amplifier. 
Write to Collins for further specifica- 
tions and literature. 








COLLINS RADIO COMPANY 
CEDAR RAPIDS @ DALLAS e BURBANK 

















SUMMARY OF COMMERCIAL BROADCASTING 
Compiled by BROADCASTING through April 20 
ON AIR cP TOTAL APPLICATIONS 
Lic. Cps. Not on air For new stations 
AM 3,407 66 76 835 
FM 650 72 178 117 
TV 472 55 105 120 
OPERATING TELEVISION STATIONS 
Compiled by BROADCASTING through April 20 
VHF UHF TV 
Commercial 449 77 526 
Non-commercial 33 11 44 
COMMERCIAL STATION BOXSCORE 
As reported by FCC through March 31, 1960 
AM FM TV 
Licensed (all on air) 3,406 648 472! 
CPs on air (new stations) 59 51 55? 
CPs not on air (new stations) 81 152 97 
Total authorized stations 3,546 867 672 
Applications for new stations (not in hearing) 609 77 49 
Applications for new stations (in hearing) 214 38 70 
Total applications for new stations 823 115 119 
Applications for major changes (not in hearing) 686 40 32 
Applications for major changes (in hearing) 194 9 19 
Total applications for major changes 880 49 51 
Licenses deleted 0 0 0 
CPs deleted 0 3 8 
. 1 There are, in addition, ten tv stations which are no longer on the air, but retain their 
icenses. 
*There are, in addition, 38 tv cp-holders which were on the air at one time but are no 
longer in operation and one which has not started operation. 
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Bestg. Co.;_ Metropolitan Television Co. 
(KOA-TV) Denver, Colo.; General Electric 
Co. (tv station WRGB) Schenectady, N.Y.; 
Pulitzer Publishing Co. (KSD-TV) St. Louis, 
Mo., and W.A.V.E. Inc. (WAVE-TV) Louis- 
ville, Ky., for reconsideration of Oct. 30, 
1959 report and order amending Sec. 3.658 
of tv broadcast rules to (1) prohibit tv net- 
works from serving as national spot repre- 
sentatives of their affiliated stations, and 
(2) provide grace period until December 31, 
1961 during which tv networks engaged in 
this practice may continue to serve stations 
they new represent in national spot field. 
Various petitions for oral argument were 
also denied. Ann. April 14. 

ea By memorandum opinion and_ order, 
commission granted petition by Newton 
Bestg. Co., Newton, Mass., insofar as per- 
mitting examiner to enlarge issues in con- 
solidated proceeding on am applications of 
Consolidated Bestg. Industries Inc., Natick, 
Mass., et al., to include determination of 
availability of funds; denied Newton's peti- 
tions in other respects; and dismissed for 
untimely filing request of Berkshire Bestg. 
Corp., Hartford, Conn., for ehlargement of 
issues. By separate memorandum opinion 
and order in same proceeding, commission, 
on its own motion, amended issues to, 
among other changes, include inquiry into 
community status of Hartfcrd and West 
Hartford and add standard comparative 
issue as to those cities as well as to New- 
ton, Natick, and Dedham, all Massachusetts; 
denied petition by Transcript Press Inc., 
Dedham, and granted petition by Newton 
Bestg. Co., Newton, th Massachusetts, 
to extent indicated in memorandum opinion. 
Ann. April 20. : 

a By memorandum opinion and_ order, 
commission granted petition by Grundy 
Bestg. Co. and deleted its application for 
new am station in Morris, Ill., from Sec. 
307(b) consideration in issue 21 in consoli- 
dated proceeding. Ann. April 24 

gw By order, commission stayed effective 
date of March 7 initial decision ‘which 
looked toward granting (1) application of 
Catskills Bestg. Co. for new am station to 
operate on 1370 kc, 500 w, D, in Ellenville, 

-Y., and (2) petition by Ellenville Bestg. 
Co. to dismiss without prejudice its applica- 
tion for same facilities pending further re- 
view by commission. Com. Cross dissented. 
Ann. April 20. i 

we By memorandum opinion and order, 
commission denied petition by David L. 
Kurtz for immediate grant of his o_- 
tion for new fm_ station in Philadelphia, 
Pa., and that of Brandywine Bestg. Corp. 
for new fm station in Media, Pa., which 
are in consolidated hearings. Ann. April 20 

es By memorandum opinion and order, 
commission denied petition by Harlan Mur- 


relle and Assoc. for deletion of financial 
qualification issue in connection with its 
at for new - station in Lake- 
wood, J., in consolidated roceeding. 
Ann. April 20. a 

we By report and order, commission 
amended tv table of assignments by adding 
ch. 2 and *5 (educational) to Reno, Nev, 
and made ch. 21 (now educational) com- 
mercial there, effective May 31. No change 
in any existing ———- or authorization 
was necessary to effect these changes. Reno 
will then have ch. 2, 4 (six applications 
pending), *5 (educational), 8 (ROLO-TV). 
21 and 27. Commission is continuing its 
study in this proceeding on conflicting pro- 
posals to add VHF assignment in northem 
California. Comr. Cross concurred with 
statement. Ann. April 20. 

uw Commission invites comments by May 
20 to notice of proposed rule making look- 
ing toward assigning ch. 26 to Hanover, 
N.H., and ch. 20 to Waterbury, Conn. It in- 
vites substituting (1) ch. 55 for ch. 27 in 
Stamford-Norwalk, Conn., (2) ch. 20 for ch. 
53 in Waterbury, (3) ch. 27 for ch. 20 in 
Worcester, Mass., (4) ch. 52 for ch. 26 in 
Berlin, N.H.; deleting ch. *27 (educational) 
from Hanover and adding *20 (educational) 
and 26 there; substituting ch. 47 for ch. 2 
in Malone, N.Y. Consideration of any mod. 
of outstanding authorizations will be dealt 
with later. hese proposed channel shifts 
pM wy 2 oe peers in beet 

s by Springfie v Bestg. Corp. ani 

WATR Inc. Ann. April 20. . ” 

a Commission invites comments by May 
20 to proposed rulemaking which would 
enable daytime-only am stations to sign off 
at 6 p.m. local time instead of local sunset 
provided they meet minimum hours of re 
uired operation (two-thirds of their au- 
thorized hours) between 6 a.m. and 6 fe 
This would eliminate necessity of daytime 
stations seeking waiver of Sec. 3.71 of rules 
to permit them to sign off the air at 6 
Ee. during months their sunset time 
ater than 6 p.m. These stations claim it is 
uneconomic for them to operate after 6 p.m. 

Same rulemaking also proposes amend 
Sec. 3.71, 3.261 and 3.651 of broadcast rules 
concerning minimum operating  require- 
ments so as to no longer require am, 
and tv stations to notify commission when 
they go off air because of technical difficul- 
ties for short periods that will not permit 
them meeting their minimum _ hours of re 
quired operation. Ann. April 20. 


Routine Roundup 
ACTIONS ON MOTIONS 
By Commissioner Kobert ‘'T. Bartley 
w Granted petition by Medford Bestrs. Inc. 
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JANSKY & BAILEY INC. 
lancet Ootetes St, MEWS 
Offices end Laboratories 
Phd ~~? _— N. W. 
Member AFCCE 


JAMES C. McNARY 
Censulting Engineer 
National Press Bidg., 

Wash. 4, D. C. 

Telephone District 7-1205 

Member AFCCE 


—stablished 1926— 


PAUL GODLEY CO. 


Upper Mentdair, N. J. 
Pilgrim 6-3000 


Laberateries, Great Notch, N. J. 
Member AFCCE 


GEORGE C DAVIS 
CONSULTING ENGINEERS 
RADIO & TELEVISION 
527 Munsey Bldg. 
STerling 3-6111 
Washington 4, D. C. 
Member AFCCE 











Commercial Radie Equip. Ce. 
Everett L. Dillerd, Gen. Mer. 


INTERNATIONAL BLDG. he: 7-1319 
WASHINGTON, D. C. 


. BOX 7637 JACKSON 5302 
ae KANSAS CITY, MO. 


Member AFCCE 


A. D. Ring & Associates 


30 Years’ Experience in Radice 
Engineering 


1710 H St., N.W. Republic 7-2347 
WASHINGTON 6, D. C. 


Member AFCCE 


GAUTNEY & JONES 
CONSULTING RADIO ENGINEERS 
1052 Warner Bidg. National 8-7757 
Washingten 4, D. C. 
Member AFCCE 


Lohnes & Culver 


Munsey Building _ District 7-8215 
Washingten 4, D. C. 


Member AFCCE 











RUSSELL P. MAY 
71) 14th St., N.W. Sheraton Bidg. 
Washington 5, B.C. REpublic 7-3984 
Member AFCCE 


L. H. Carr & Associates 
Consulting 
Radie & Television 
eers 
Washington 6, D. C. Fert Evans 
1000 Cenn. Ave. Leesburg, Va. 
Member AFCCE 





KEAR & KENNEDY 

1302 18th St., N. W. Hudson 3-9000 

WASHINGTON 6, D. C. 
Member AFCCE 


A. EARL CULLUM, JR. 
CONSULTING ENGINEERS 
INWOOD POST OFFICE 
DALLAS 9, TEXAS 
Fleetweed 7-8447 


Member AFCCE 














GUY C. HUTCHESON 
?. 0. Box 32 CRestview 4-8721 
11060 W. Abram 
ARLINGTON, TEXAS 


SILLIMAN, MOFFET & 
ROHRER 
1405 G St., N. W. 
Republic 7-6646 
Washington 5, D. C. 
Member AFCCE 


LYNNE C. SMEBY 
CONSULTING ENGINEER 
AM-FM-TV 
7615 LYNN DRIVE 
WASHINGTON 15, D. C. 
Oliver 2-8520 


GEO. P. ADAIR ENG. CO. 
CONSULTING ENGINEERS 
Radie-Television 
Cone teanion 
1610 E 4 La 

Washin fy 
Executive 31230 g ++ 3-585! 
Member AFCCE 














WALTER F. KEAN 
CONSULTING RADIO ENGINEERS 


Associates 
Geerge M. Skiom, Rebert A. Jones 
19 E. Quincy St. Hickory 7-2401 
Riverside, Ill. 
(A Chicage suburb) 


HAMMETT & EDISON 
CONSULTING RADIO ENGINEERS 
Box 68, International Airport 
San Francisco 28, Califernia 
Diamend 2-5208 


JOHN B. HEFFELFINGER 
8401 Cherry St. —Hiland 4-7010 


KANSAS CITY, MISSOURI 


JULES COHEN 


Consulting Electronic Engineer 
617 Albee Bidg. Executive 3-4616 
1426 G St., N. W. 
Washington 5, D. C. 
Member AFCCE 











CARL E. SMITH 
CONSULTING RADIO ENGINEERS 
8200 Snowville Read 
Brecksville, Ohio 
(a Cleveland Suburb) 

Tel: JAckson 6-4386 P.O. Box 82 


Member AFCCE 


J. G. ROUNTREE 
CONSULTING ENGINEER 
P.O. Box 9044 
Austin 17, Texas 
Glendale 2-3073 


VIR N. JAMES 
SPECIALTY 
DIRECTIONAL ANTENNAS 
1316 S. Kearney Skyline 6-1603 
Denver 22, Celerade 








JOHN H. MULLANEY 
Consulting Radio Engineers 
2000 P St., N. W. 
Washington 6, D. C. 
Celumbia 5-4666 
Member AFCCE 








A. E. Towne Assocs., Inc 


TELEVISION and RADIO 
ENGINEERING CONSULTANTS 


420 Taylor St. 
San Francisco 2, Calif. 








PR. 5-3100 


PETE JOHNSON 


Censulting am-fm-tv Engineers 
Applications—Field Engineering 


Suite 601 Kenawha Hotel Bidy. 
Charleston, W. Va. Dickens 2-628! 








MERL SAXON 
CONSULTING RADIO ENGINEFR 
622 Hoskins Street 
Lufkin, Texas 
NEptune 4-4242 NEptune 4-9658 

















a} [Service Directory 











M. R. KARIG & ASSOCS. 

BROADCAST CONSULTANTS 

Engineering Applications 

Management Programming 
Sales 

Glens Falls, N.Y. 

Glens Falls 2-3575 Hudson Falls 4-6780 


NUGENT SHARP 
Consulting Radio Engineer . 
809-11 Warner Building 
Washington 4, D.C. 
District 7-4443 


Associate Member 
Institute ef Radio Engineers 








JOHN H. BATTISON 
AND ASSOCIATES 
Consulting Engineers AM-FM 
SPECIALTY TV 
209A LaSalle Building 
1028 Connecticut oa y NW. 
Washington 6, D. C 
RE 7-04 he 








PRECISION FREQUENCY 
MEASUREMENTS 
AM-FM-TV 
COMMERCIAL RADIO 
MONITORING CO. 


103 S. Market St., 
Lee’s Summit, Mo. 
Phone Kansas City, BR. 1-2338 








CAMBRIDGE CRYSTALS 
PRECISION FREQUENCY 
MEASURING SERVICE 

SPECIALISTS FOR AM-FM-TV 


445 Concord foe. ¥ 
Cambridge 38, 
Phone Thonbelige'e 6-2810 








SPOT YOUR FIRM’S NAME HERE 


To Be Seen by 85,000* Readers 
—among them, the eo 
ing station ewners and 
ph chief engineers and —~< 1 

ians—applicants fer am, fm, tv 
aa facsimile facilities. 


*ARB Continuing Readership Study 








PAUL DEAN FORD 
Broadcast Engineering Censultant 


4341 South 8th Street 
Terre Haute, Indiena 


Crawford 4496 
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(KDOV) Medford, Ore., for extension of 
time to May 13 to respond to petition to 
enlarge issues by Rogue Valley Bestrs Inc. 
(KWIN) Ashland, Ore., in proceeding on 
their am applications, et al. Action April 19. 
By Chief Hearing Examiner 
James D. Cunningham 

@ Scheduled hearings in following pro- 
ceedings on dates shown: May 20: Applica- 
tion for relinquishment of positive control 
of WJPB-TV Inc., permitee of WJPB-TV 
(ch. 5) Weston, W.Va., by J. P. Beacom 
through sale of stock to Thomas P. Johnson 


and orge W. Eby; June 13: Am applica- 
tions of Brockway Co. (WMSA) Massena, 
N.Y., et al., Wilmer E. Huffman, Pratt, 


Kans., et al., Brandywine Bestg. Corp., Me- 
dia, Pa., et al., June 20: Am application of 
Pioneer oo. Co. (KNOW) Austin, Tex.; 
June 21: applications of Taliesin Bestg. Co. 
and Douglas G. Oviatt & Son In 
fm _ stations i 
April 14. - , : 
gw Granted petition by Plains Radio Bestg. 
Co., for dismissal without prejudice of its 
application and retained in hearing status 
application of Jacob Wilson_Henock both 
for new fm _ stations in Detroit, Mich. 
Action April 14. , 

gw Continued oral argument from April 18 
to April 20 on petition by KOWBoy Becstg. 
Co. (KOWB) Laramie, Wyo., for leave to 
intervene in a gg on am applications 
of Laramie Bestrs, Larmie, et al. Action 
April 15. 

By Hearing Examiner Basil P. Cooper 

gw Scheduled prehearing conference for 
April 25 in proceeding on applications of 
Lake Huron Bestg. Corp. and rity Bestg. 
Co. for new tv stations to operate on ch. 9 
in Alpena, Mich. Action April 14. 

w Scheduled further hearing conference 
for April 21 in proceeding on applications of 
Kansas Bestrs. Inc. and Salina Radio Inc., 
for new am stations in Salina, Kans. Action 
April 15. 

By Hearing Examiner Thomas H. Donahue 


w Granted request by Bible Institute of 
Los Angeles Inc. (KBBI) Los Angeles, Calif. 
for continuance of hearing from April 14 
to April 28 in proceeding on its application 
for fm facilities, et al. Action April 14. 
By Hearing Examiner Charles J. Frederick 

ge Continued without date further hear- 
ing in proceeding on septoations of Alva- 
rado Tv Co. (KVOA-TV) and Old Pueblo 
Bestg. Co. (KOLD-TV) Tucson, Ariz. Action 
April 14. 

By Hearing Examiner Walther W. Guenther 


ge Granted requests by WMFJ Inc. (WMFJ) 
Daytona Beach, Fla., and extended from 
April 12 to April 19 for exchange of its 
engineering exhibits and from April 19 to 
April 26 for informal engineering confer- 
ence in proceeding on its application, et al. 
Action April 13. 

By Hearing Examiner Annie Neal Huntting 

a Granted motion by Service Becstg. Co. 
for leave to amend its application for new 
am station in Concord, Calif., to make 
changes in showing of its officers, directors, 
stockholders and proposed financing. Action 
April 14. , 

a Granted tition by Kentuckiana Tv 
Inc., and continued hearing from May 23 to 
July 25, and date for exchange of exhibits 
from April 15 to June 15 in Louisville, Ky., 
tv ch. 51 proceeding. Action April 15. 

gw Granted petition by Grossco Inc., West 
Hartford, Conn., for leave to amend its am 
application to include agreement between 
it and Berkshire Bestg. Corp., Hartford, 
Conn., looking toward merger of their in- 
terests and dismissal of Berkshire applica- 


c., for new 
in Cleveland, Ohio. Actions 


tion, and affidavit regarding arrangements 
under which Berkshire filed petition for dis- 
missal of its application; application in con- 
solidated hearing with Consolidated Bestg. 
Industries Inc., Natick, Mass., et al. Action 
April 18. a : 

ge Granted petition by Transcript Press 
Inc., Dedham, Mass., for leave to amend 
its am application to make changes in its 
showing as to officers and directors of 
Transcript Press Inc., and Transcript Pub- 
lications Inc.; application in consolidated 
hearing with Consolidated Bcstg. Industries 
Inc., Natick, Mass., et al. Action April 19 

By Hearing Examiner H. Gifford Irion 


gw Granted petition by Minnesota Radio 
Co. for extension of time to April 22 to file 
proposed findings and conclusions in pro- 
ceeding on its application for new am 
station in Hopkins-Edina, Minn., et al. 
Action April 14. 

g Granted petition by T. I. Moseley, Den- 
ver, Colo., for continuance of all scheduled 
dates in proceeding on its am application, 
et al.; continued hearing from May 18 to 
June 15. Action April 15. 

By Hearing Examiner David I. Kraushaar 

On own motion, corrected in various re- 
spects the transcript of oral argument in 

roceeding on application of Suburban 

estrs. for new fm station in Elizabeth, 
N.J. Action April 13. i 

gw Granted request by Jerrold Electronics 
Corp. for continuance of hearing from April 
20 to May 11, and afforded applicant until 
April 29 to file its projected petition for 
leave to amend and to exchange exhibits 
in proceeding on its application and that 
of Greentree Communications Enterprises 
for new tv stations to operate on ch. 9 in 
Flagstaff, Ariz. Action April 13. 

By Hearing Examiner Jay A. Kyle 

m Upon verbal request by WPGC Inc. 
(WPGC) Morningside, Md., continued hear- 
ing from April 15 to May 16 in proceeding 
on its app ication for modification of li- 
cense. Action April 15. | 

gw Pursuant to poehesring conference held 
April 18, scheduled hearing for May 6 in 
proceeding on fm applications of American 
Bestg.-Paramount heatres Inc. (KABC- 
FM) Los Angeles, and Tri-Counties Public 
Service Inc. (KUDU-FM) Ventura-Oxnard, 
both California. Action April 18. 

g Pursuant to request of counsel for Con- 
cert Network Inc., and with consent of all 
other counsel, informal exchange of engi- 
neering exhibits shall be on May 4, in lieu 
of April 20, as adopted at Feb. 11 prehear- 
— Seas, and formal exchange of all 
exhibits on or before May 18 in proceeding 
on applications of Concert and WBUD Inc., 
for new fm stations in Trenton, N.J. Action 
April 19. 

By Hearing Examiner Forest L. McClenning 


w Granted request by Crittenden County 
Bestg. Co. for continuance of hearing from 
April 20 to May 19 in proceeding on _ its 
application for new am station in West 

emphis, Ark., et al. Action April 13. 

* a motions by Suburban Bestg. Co. 
(WVIP) Mount Kisco, N.Y., and Eastern 
Connecticut Bestg. Co., corrected transcript 
as proposed with certain exceptions and 
further corrected transcript subject to pro- 
visions of Sec. 1.148 of rules in proceeding 
on am application of Suburban. Action 
April 18. 
By Hearing Examiner Herbert Sharfman 
_@ On request of Morton Bestg. Co., con- 
tinued prehearing conference from April 22 
to April 29 in proceeding on its application 
and that of Clarence E. Wilson for new am 
stations in Morton, Tex., and Hobbs, N.M. 
Action April 15. , 


nterested in buying or selling Radio and TV Properties? 


When yeur business is transacted through 


the David Jaret Cerp., yeu are assured of 
reliability and expert service backed by eur 
37 years ef reputable brokerage. 
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w Scheduled prehearing conference {fm 
May 12 at 2 p.m., in proceeding on applica. 
tion for relinquishment of positive contro 
of WJPB-1V Inc., permittee of WJPB.Ty 
(ch. 5) Weston, W.Va., by J. P. Beacom 
through sale of stock to ‘thomas P. Johp. 
son and George W. Eby. Action April j9, 

w Scheduled prehearing conference 
May 10 in Pi epeedins on am _ applications 
of Wilmer E. Huffman, Pratt, Kans., et aj 
Action April 19. ‘ 


By Hearing Examiner Elizabeth C. Smith 


Pursuant to oral request and agreement 
of counsel at April 12 prehearing confer. 
ence, revised certain procedural dates ang 
continued hearing from April 21 to Sept. 1) 
in proceeding on applications of TBC Ine. 
and Bay Video Inc. for new tv station; 
to operate on ch. 13 in Panama City, Fig 
Aci April 22. ae : 

a n motion by , Sweethea 

San Luis Obispo inc. (KATY) San lan 
Obispo, Calif., received in evidence jt 
exhibit no. 4; application is in group 3 of 
consolidated am proceeding on applications 
of James E. Walley, Oroville, Calif., et al. 
Action April 15. 
_ @ Pursuant to agpoemant arrived at dur. 
ing April 15 prehearing conference with 
respect to group 2 of consolidated am pro. 
ceeding on applications of Michigan ; 
Co. (WBCK) Battle Creek, Mich., et ft 
scheduled dates which shall govern pro. 
ceeding; scheduled hearing for May %. 
Action April 15. 


BROADCAST ACTIONS 
By Broadcast Bureau 
Actions of April 15 

KAYS Hays, Kans.—Granted license coy- 
ering change in ant.-trans. location; remote 
control permited. 

WLBJ Bowling Green, Ky.—Granted |i- 
cense covering installation new trans. 

KXEN Festus-St. Louis, Mo.—Granted li- 
cense covering increase in power, change 
ant.-trans. and studio location, installation 
of DA, ground system and new trans, 
change station location and specify studio 
location as Congress Hotel, St. Louis, Mo, 

WRUM Rumford, Me.—Granted 
ome installation new trans. 
_WSA Wausau, Wis.—Granted mod, of 
license to operate trans. by remote control, 
daytime hours only; conditions. 

WTOL Toledo, Ohio—Granted cp to in- 
stall new auxiliary trans. at main trans. site, 

BRC-TV Birmingham, Ala.—Granted ep 
to make changes in ant. system and other 
Sa changes (main trans. & ant.). 

/FLN-FM Philadelphia, Pa.—Granted cp 
7 install new trans. and new ant.; condi- 

n. 

WMUZ Detroit, Mich.—Granted cp to in- 
crease ERP to 115 kw, increase ant. 
height to 300 ft., change ant. trans. and 
main studio location, install new trans. and 
new ant. and make changes in ant. system; 
condition. 

KAYS Hays, _Kans.—Granted mod. of cp 
to change studio location and remote con- 
trol point. 

w Following stations were granted au- 
thority to operate trans. by remote control: 
WMBI-FM Chicago, Ill.; KLOV Loveland 
Colo.; WNAD-AM-FM 
WLFM Appleton, Wis. 


Actions of April 14 

KTUX Pueblo, Colo.—Granted license for 
am_ station. 

WJAB Westbrook, Me.—Granted license 
for am station. 

KFI Los Angeles, Calif—Granted license 
covering installation main and auxiliary 
rans. 

KCMO-FM Kansas City, Mo.—Granted li- 
cense covering increase in and ant. 
a and changes in ant. system. 
_ KBAY-FM San Francisco, Calif—Granted 
license for fm station; change type trans. 
specify studio location (same as trans.), 
and delete request for remote control. Z 

WCBT Roanoke Rapids, N.C.—Granted li- 
cense covering installation new trans. and 
operate trans. by remote control. 

Jackson, Miss.—Granted 
change trans. location. 

K77AN Columbia Falls, Mont.—Granted 
cp to replace expired permit for tv transla- 
tor station. 

WLDY Ladysmith, Wis.—Granted mod. of 
cp _to change type trans. 

wep Be + _Md.—Granted mod. of 
cp change type trans. 

WFBS Fort Walton Beach, Fla.—Granted 
chan, of remote control authority. 


license 


Norman, Okla; 


ep to 


KGMJ Seattle, Wash.—iRemote control 
permitted. 
KSEA (FM) San Diego, Calif.—Granted 


extension of completion date to Sept. 18. 


Actions of April 13 
WSEB Sebring, Fla.—Granted license for 
am station and specify studio location. 


Continued on page II] 
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CLASSIFIED ADVERTISEMENTS 


(Payable in advance. Checks and money orders only.) (FINAL DEADLINE—Monday preceding publication date.) 
e SITUATIONS WANTED 20¢ per word—$2.00 minimum e HELP WANTED 25¢ per word—$2.00 minimum. 

e DISPLAY ads $20.00 per inch—STATIONS FOR SALE advertising require display space. 

e All other classifications 30¢ per word—$4.00 minimum. 
e No charge for blind box number. Send replies to Broadcasting, 1735 DeSales St., N.W., Washington 6, D.C. 


Apriicants: If transcriptions or bulk packages submitted, $1.00 charge for mailing (Forward remittance separately, please). All transcriptions, photos, 
etc., sent to box numbers are sent at owner’s risk. BroapcasTING expressly repudiates any liability or responsibility for their custody or return. 





RADIO 


Help Wanted—(Cont’d) 


Help Wanted—(Cont’d) 





Help Wanted—Management 





Announcers 


Announcers 





Eastern major metropolitan market station 
has opening for sales manager. Good salary 
and override. Excellent potential. Give full 
background. Box 186A, BROADCASTING. 


Managers - commercial manager - salesman. 
Mid south chain has opening—experienced 
salesman with management potential—28- 
40—married. Liberal guarantee, rapid ad- 
vancement, all moving expenses. Send re- 
sume, recent photo, Box 198A, BROAD- 
CASTING. 


Assistant manager for Texas kilowatt, ex- 
perienced in sales, programming. Must as- 
sume responsibility, have good radio expe- 
rience, references. Prefer man _ presently 
employed in Texas. Good salary, commis- 
sion. Box 215A, BROADCASTING. 


Sales manager for group station. East coast. 
Excellent chance for advancement. Send 
— and resume. Box 218A, BROADCAST- 
ING. 




















Wanted: Radio station manager. Ist license 

desirable but not required. Advancement 

opportunity. Salary and commission, Radio 
tion KVOU, Uvalde, Texas. 


Sales 








$100-$150 weekly guarantee plus commis- 
sion and bonus plan for aggressive self- 
starter salesman. Top station Washington, 
D.C. market. Box 867P, BROADCASTING. 


You do very well financially in radio sales 
and have been selling e for at least 
3 years. You want to move to Florida and 
really live 12 months out of the year. This 
is your chance. Your potential in this south 
Florida coastal metropolitan market is ex- 
cellent with opportunity to advance to sales 
er or general manager of one of the 
3 stations in the chain. Give references and 
tell all in the first letter. Box 283S, BROAD- 
CASTING. 


1,000 watt, independent, full-time operation 
expanding sales staff. Guarantee against 
15% commission. Right man can grow with 
this organization. Send detailed information 
on background, previous sales experience 
a photo to KSSS, Colorado Springs, Colo- 
rado. 











Announcers 





Modern number one format station in one 
of ten largest markets auditioning fast- 
a. yee mgee Ml ae. ae, — 

ng chain offers big pay, opportu- 
i 2 Send tape to Box 864P, BROADCA T- 





South Florida. Metro market. Need fast 
paced, lively swinging dj. Rush tape, re- 
sume. Box 284S, BROADCASTING. 


We want a topflight announcer, mature 
mind, ‘ero d man, congenial. Good pro- 
duction, tight shows. Join Florida’s top 
metro. Mkt. team, send tape and personal 
resentation, then must have personal audi- 
on. No “— can be returned. Address to 
Box 9438S, BROADCASTING. 


Daytime station upgrading staff needs first 
ticket-announcer combination. Minimum en- 
gineering. Looking mostly for good, mature, 
resonant voice that can handle any kind of 
announcing, including production spots. 
Want a man looking for a permanent loca- 
resume, pect, ens ease sk SOARS 

» photo, ta o Box . he 
CASTING. - 














Seren et; Qpening for organization type 
Tson at 5,000 watt station in Kentucky. 

Ty tops in area. Cordial staff. Will ac- 
cept beginner with basic qualifications or 
Seasoned veteran willin o work. Send 
ips and resume. Box 199A, BROADCAST- 





Announcer to do morning show, write copy 
and produce production spots. Must have 
good voice and be able to type. This is a 
permanent position in one of the nicest 
towns in central California near national 
arks. Submit full details. All replies will 
e held confidential. Box 201A, BROAD- 
CASTING. 





Wanted, combo man Michigan station. Must 
be first class engineer and announcer. Will 


pay $100 per month over your current 
salary if you qualify. Reply Box 213A, 
BROADCASTING. 





Hard working experienced newscaster, 
capable writer of local news. Must have 
commercial experience. Send photo, tape, 
— all. Current earnings. KOEL, Oelwein, 
owa. 





Announcers with first class ticket. Send 
resume and to KSBW Radio, P. O. Box 
1651, Salinas, California. 





Minnesota regional station wants news di- 
rector. Announcing experience necessary. 
Good salary. KTOE, Mankato, Minn. 





Combo-announcer with first ticket. No 
maintenance necessary. Adult format with 
emphasis on news. Send resume, tape and 
pix to G. C. Packard, KTR, Box 1715, 
Santa Fe, N.M. 





Wanted: Announcer with first class ticket, 
ar not necessary. WAMD, Aber- 
een, 


Experienced air-salesman with Ist class 
license preferred for remote operation. No 
maintenance. Immediate employment, good 
salary and other benefits to qua ving men. 
Call Manager, ST. 6-6144 for details, Es- 
canaba, Michigan. 





Announcers losing jobs? Lack that profes- 
sional sound? Audition =e not a polished 
. . . Showcase? New York School of An- 
a 160 West 73rd Street, NYC, SU 





Technical 


Experienced engineer—East coast (south- 
east) station. 5 kw daytimer remote control. 
15 to 20 hours announcing; will train. Good 
salary. Box 686S, BROADCASTING. 








Ist class ticket and ist class voice, gets 1st 
class salary at one of Florida’s finest inde- 
pence, modern radio—3 years #1. Send 

pe and resume Box 944S, BROADCAST- 
ING. No tapes can be returned. 





Chief engineer for large community an- 
tenna system in Louisiana. Background of 
maintenance and repair, and knowledge of 
video and antennas required. $600 monthly 


salary—truck furnished. B 918S, B - 
CASTING. ee — 





Wanted, combo man Michigan station. Must 
be first class engineer and announcer. Will 
Py if’ you qualify. Revi Hos Sisk BACAR. 
r ou qualify. Re ox c - 
CASTING. oe 





Experienced staff announcer by independ- 
ent music and news station. No beginners 
please. Tape, photo and resume ASA, 
Havre De Grace, Maryland. 





Experienced announcer with first phone. 
Maintenance required. Send tape, photo, 
resume and salary requirements. WCRA, 
Effingham, Illinois. 





Announcer, first ticket, Boston am-fm gcod 
music station. June ist. 40-hour week. Em- 
hasis on concert music. Resume, ere to 
. A. Stuart-Vail, Program Director, WCRB, 
Box 288, Boston 54, Mass. 


5,000 watt station in N.E. New York state 
needs good announcer. Tape, resume, mini- 
mum salary to WEAV, Plattsburgh, N. Y. 


Newsman-announcer wanted immediateiy. 
Contact C.B. Heller, WIMA, Radio Station, 
Lima, Ohio. 


Sangunee_-geet position open, Radio 
Station WKAP, Box 689, Allentown, Penn- 
sylvar“a. 














Immediate opening for experienced morning 
man. Combo operation using latest equip- 
ment. Send full background experience and 
tape: Manager, WRTA, Altoona, Pennsyl- 
vania. 





Announcer-operator by well-established sta- 
tion. WSIR, Winter Haven, Florida. 


Announcer—for dj-staff. Experienced. Re- 
laxed good music format. Work days. Bene- 
fits. Tape, photo and resume to Huot, 
WTRC, Elkhart, Indiana, NBC. 


Announcers. Many immediate job eg a 
for good announcers throughout e S.E. 
Free registration. Confidential, Professional 
Placement, 458 Peachtree Arcade, Atlanta, 
Ga. 











Have positions open for announcers, news 
and copy experience helpful. Send Tape, 
resume, picture. New station tremendous 
potential. Write, Guy Christian, Box 337, 
Phillipsburg, Kansas. 


Engineer, radio and television . . . trans- 
mitter and studio, small low power televi- 
sion operation, and 5 kw broadcast station. 
Mostly engineering and automation opera- 
tion, ver, little announcing required. 
KINY KINY-TV, 231 So. Franklin St., 
Juneau, Alaska. 





Wanted: Engineer-announcer. 
ticket. One kilowatt am da 
watt fm unlimited. WCOW, 
sin. Phone 3307. 


First class 
ime, 16 kilo- 
parta, Wiscon- 





First phone with announcing experience. 
Maintenance ability. Salary in line with 





experience. Send tape, photo, resume. 
WCRA, Effingham, Tl. 
Experienced chief engineer. Immediate 


opening am and fm simultaneous operation. 
250 watt fulltime remote control. No an- 
nouncing. WSTC, Stamford, Connecticut. 





Want experience? Immediate opening for 
first phone combo man, Pacific Northwest. 
— tape, resume, Box 710, Colfax, Wash- 
ington. 





Production-Programming, Others 





Continuity. Experienced preparation of pro- 
duction spots. Must be able to write crea- 
tive and selling copy. Permanent position, 
salary open. Ohio am, fm, tv. Detail past 
experience, references, salary expected and 
enclose samples of work and small photo. 
Confidential. Box 129A, BROADCASTING. 





Experienced copywriter in one of the in- 
dustry’s fastest growing chains. Excellent 
opportunity for advancement. Send com- 
art resume and sample co i first 
etter. Box 158A, BROADCAS G. 





Two excellent candidates for station chain 
wanted. One for news director, other for 
program director. Good prospect of ulti- 
mate transfer from radio to tv if desired. 
Send background tape and photo to Box 
219A, BROADCASTING. 
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Help Wanted—(Cont’d) 





Situations Wanted—(Cont’d) 


Situations Wanted—( Cont'd) 





Production-Programming, Others 





Management 


———___ 


Announcers 





Top sales and production per 1 


KASE, 
Austin, Texas. 








Need news director. Must gather, edit and 
report. Station equipped with mobile news 
unit. Send audition, snapshot, resume and 
sorery, requirement to Program Director, 
KG , Kearney, Nebraska. 


WNXT, Portsmouth, Ohio needs experi- 
enced spot copywriter. Apply Manager. 





tT Aiat 





pening for top-flight program 
director. Top pay for - man. Air-mail 
tape, photo, resume to P.O. Box 5606, Day- 
tona Beach, Florida 





Situations Wanted—Management 


Ideal profitable small market management 
guaranteed. Young, honest family execu- 
tive. Box 116A, BROADCASTING. 








Experienced manager, chief engineer, pro- 
gram director, sales manager, announcer, 
recording expert, network operation. 20 
ears in tv and radio and recording field. 
esire the siower pace of life in smaller 
towns. Prefer the southern Oregon or 
northern California area. Box 200A, OAD- 
CASTING. 





Manager, commercial manager or trouble- 
shooter—your multiple group or individual 
station. Currently sales director in one of 
first fifteen markets. Seeking change for 
personal reasons and lack of advancement 
Copermary, Can document $350,000 personal 
sales last three years alone—all local. 16 
years experience—first 9 airman, program- 
ming, administration—last 7 exclusively 
sales. College grad in upper thirties with 
family. Can't consider “if come” deals prom- 
ising ~ things in distant future. Verifi- 
able ckground is proof-plenty. Prefer 
ea or south. Box 205A, BROADCAST- 


Twelve years management. Last year and a 
half in highly competitive top 50 market. 
Wish to relocate with solid station in same 
type market where imaginative program- 
ming, community participation and alert 
sales direction will pay off for all concerned. 
No floater. Excellent references. Write Box 
206A, BROADCASTING. 


Opportunity and a challenge for both con- 
cerned—here is a progressive business mind 
looking for radio management, and futures 
with a challenge. Let’s compare notes on 
sales, your market and opportunity. Box 
207A, BROADCASTING. 


Sales manager/manager. Medium market 
station. Heavy on local, regional. Package 
deals, saturation a. participation seg- 
ments. Solid experience in independent pro- 
gramming news and music. 15 years_in 
radio. hest industry references. Box 
211A, BROADCASTING. 


Ready to gamble 13 years radio tv agency 
experience on profit sharing basis in west- 
ern states. Worked up from copy produc- 
tion merchandising sales to management. 
Considering several offers. Looking for best 
suitable not necessarily best financial offer. 
Box 224A, BROADCASTING. 


Radio program manager can write ‘“quali- 
tative” story and build solid image. Double 
in production-promotion. Strictly commer- 
get. West only. Box 227A, BROADCAST- 














Sales 


N. Y. radio reps. Experienced man with 
resent day problem awareness available 
or public relations, station rel. and sales 
promotion. To service a stations. Living 
in NYC. Will travel. Box 223A, BROAD- 
CASTING. 





Sports announcer play-by-play a!! rts, 
Plenty of experience. Box 636S, 8 
CASTING. < ROAD 





25 years old, single, 2 years experic 1¢e, my 
fer Tennessee. Box 119A, BROADCASTING. 





Announcer-producer, creative, experienced, 
Good air salesman. Sober, stable family 
man. Prefer northeast. Box’ 122A, BROAD. 
CASTING. 


Radio - television, announcer - newscaster. 
penne. 10 years segienee, top 20 mar. 

et. Married, 32 years of age, reliabie. Desire 
metro Florida market, but will consider any 
major market. Address all replies to Box 
128A, BROADCASTING. 








Happy adult spaning personality-dj with 
“good morning” sound. 5 years. Now mak- 
ing $130 for 48 hours. May take less mon 

I aid hours. Box 131A, BROADCAST. 





Announcer wants job. Run own board. Will 
travel. News. Commercials. Box 132A, 
BROADCASTING. 








Experienced announcer, dj (2 years experi- 
ence) interested in booth and on-camera 
announcing or radio-tv combination. Fam- 
ily man, mature. Wishes to relocate perma- 
nently. Box 154A, BROADCASTING. 





Young dj-announcer would like start in 
newscasting and/or sportscasting. Available 
June 6. Box 180A, BROADCASTING. 








Personality dj—Young man, graduate of 
RT with two years college experience will 
go anywhere. Box 182A, BROADCASTING. 











Young, experienced, medium market sales 

manager, seeks advancement to station with 
tential. Proven sales record. Midwest to 
ockies. Box 229A, BROADCASTING. 








States. 





CAREER OPPORTUNITY WITH AMPEX 


Do you hold an electronics engineering degree or equivalent experi- 
ence in tv broadcasting field? Then you may be the man sought by 
Ampex Professional Products Co., originator and manufacturer of 
the world famous VIDEOTAPE Television Recorder. 


2 yrs. or more technical sales experience with tv stations may 
qualify you as a sales representative for Ampex’s Video Divi- 


sion. Openings exist in several areas throughout the United 


This is an unusual opportunity to match your personal 
career to that of the dynamic company featured in the 
April issue of Fortune Magazine. 


In addition to salary and bonus which meet or exceed 
the best in the industry, benefits of a career with 
Ampex include expense account, profit sharing and 
liberal medical-life insurance program. Send resume 
to: T. T. Scudder, Jr., Personnel Mgr., Ampex Pro- 
fessional Products Co., Box 3000, Redwood City, Calif. 
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Ann er/dj. Intelligent modern sound. 
For larger markets. Creative. Versatile. Box 
187A, BROADCASTING. 





Need start anywhere—young with good 
broadcast knowledge, electronics. Available 
now. Box 188A, BROADCASTING. 





= announcer/dj wants to relocate in 
California, Florida, or metropolitan south. 
Top rated man now working in top metro- 
politan market. Excellent voice, excellent 
news, five years experience. Proven show- 
man, excellent production and ideas. Mar- 
ried, one child, veteran, young. Resume, 
tape, on request. Minimum $150.00. Box 
191A, BROADCASTING. 








Country music personality. Can handle pop, 
rock-n-roll, news, too; prefer country music 
though. Dependable. family man. Write Box 
196A, BROADCASTING. 








Personality dj—Good ratings in one of top 
seven markets; college graduate; four years 
experience; now making over 

week. Box 203A, BROADCASTING. 
Single, 25, college 
ence, bi potential. 
204A, BROADCASTI 








raduate, small experi- 
— guaranteed. Box 








Alert announcer, positive commercial de- 
livery. Follows instructions to the letter. 
Persuasive medium-pitched voice. Partial to 
southwest. Immediate tape. Box 208A, 
BROADCASTING. 








Working announcer-chief engineer, over 
seven years experience, all phases. Relocate 
aa southwest. Box 217A, BROADCAST- 


Major market dj. Five years experience— 
production, will travel. Tape on request, 
27, single. Box 220A, BROADCASTING. 








Big city radio personality with tremendous 
success history, desires to make connection 
with radio or radio-tv operation. Strong on 
air, sales and station promotion. Box 2214, 
BROADCASTING. 

Powerful radio personality who _ without 
formulae or top 40 doubles and triple rat- 
ings. Been major asset to station 
coasts, biggest markets. Resume, tapes and 
success stories on request. Box ’ 
BROADCASTING. 





nn 





Need an experienced staffer? Five years 
solid radio. Adult operation only. Now al- 
nouncer-pd. Cities 75,000 up only. Midwest. 
Box 226A, BROADCASTING. 


—_——— 
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~~ Situations Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 


Help Wanted—(Cont’d) 





——— 


Announcers 


Technical 


Production-Programming, Others 





experience and versatility. Mature, authori- 
tative news delivery, gather write. Top pop 
and c/w dj. Showmanship and tight pro- 
duction. Married, sober, and dependable. 
Management knows of ad. Fred Chapman, 

, Nampa, Idaho. 








announcer, Gj. California. Lite on experi- 
ence, pleasing personality and sound. Re- 
stricted license, want fill in for evenings and 
Saturdays and Sundays. Age 34. Write 10037 
Halbrent, Sepulveda, California. 





Announcer, first phone, no maintenance, 
$95.00, no car. BE 7-6721 after 5 PM. Walter 
Piasecki, 2219 N. Parkside, Chicago. 


First phone combo available immediately. 
prefer southeast. Also experience in tv pro- 
duction and engineering. Ansel Weathers, 
28 Avenue “A”, S.E., Winter Haven, Flori- 
da. 





Staff announcer, experienced with first 

one. Fit any programming. Lyle D. Mc- 
ffullin, 73112 W. 12th, Trenton, Missouri. 
Phone 1161 w. 








Available immediately! Experienced in dj, 
news, sports, commercials and newscasting. 
1 years experience. College graduate, A.B. 
degree in speech, desire adult programming 
station, network or strong independent. 
Relocate anywhere! Ray Bartlett, 1215 Har- 
vard Ave., Billings, Montana, CHerry 8-8438. 








Young, married, veteran, some experience 
wishes chance to swing for lively station, 
available 10 June, POrter 2-1310, Clovis, 
New Mexico. Box 184A, BROADCASTING. 





At last you can sell the Irish market 
through Brian Gallaher, formerly with radio 
Eireann, now in New York. Give them Irish 
music, Irish news, and above all, an Irish 
brogue. The luck of the Irish will be_yours. 
Phone—ST 9-2569 after 6:30 p.m. Write— 
39 Montgomery Place, Brooklyn, N.Y. 





Modern live wire swingin’ disc jockey avail- 
able. Have worked five and six station mar- 
kets. Production minded with good equip- 
ment. Wire: Bob Montgomery, 16806 LkwD. 
Hts. Blvd., Cleveland 7, Ohio. 


“Combo” engineer-announcer desires im- 
mediate employment. Earl Hill, 3104 Hud- 
nall, Apt. C, Dallas 35, Texas. 





See television ad—Dick Landfield 


Technical 
Chief engineer available. 18 years experi- 
ence all phases of operation, planning and 


construction both television and radio. Box 
14A, BROADCASTING. 








First phone, 8 years experience am and fm, 
transmitter and studio. Tape and disc re- 
cording. Box 151A, BROADCASTING. 





Female with 1st class license. 5 years ex- 
perience 5 kw. Weak on maintenance. Typ- 
ing ability. Prefer station directional anten- 
na in south. Box 169A, BROADCASTING. 








Ist phone, 5 years am experience mainte- 
nance, construction, directional. Ham 10 
Med ee. 7 wd 

ring states only. Box 1 . - 
CASTING. “ 








Engineer. First phone. All phases high pow- 

ered directionals. Measurements, mainte- 

hance, remotes, etc. FM. Desire straight en- 

gneering. or job with some sales. Box 209A, 
ROADCASTING. 








Experienced announcer, first class licensed. 
00. Phone: Palatka, Florida, East 5-4535, 
msion 216. 


fair or assistant. Nine years radio, one tv. 
deecain, 1306 N. McCann, Kokomo, In- 








Beginner cngineer—First phone. Desire op- 
rtunity to learn and advance. John Mc- 
Tee 3309 Ridgeoak Drive, Dallas 34, 


—— 


College student with first phone desires 
sonmer employment. Chuck Barrows, 1104 
- 123 St.. Tacoma, Washington. 
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Engineer announcer 6 years experience _ 
fer country music. Number 1 in area. Sober, 
not a floater. Call Ted, TE 8-9460, 3925 
Kearby St., Fort Worth, Texas. 





Production-Programming, Others 





June or before. News-director, pd ten years. 
Can organize both ends. No top forty. Ex- 
cellent references. Require personal inter- 
view. Midwest. Box 181A, BROADCASTING. 








Copywriter—Seeks’ staff position, small 
market. Visually handicapped, but capable. 
ae available. Box 190A, BROADCAST- 


Married, currently employed in top 25 mar- 
ket, graduating from college in June. Two 
years commercial experience. Strong on 
production. Looking for Pd in smaller 
market. Box 212A, BROADCASTING. 





News director 15 years experience, major 
and medium markets. Set-up and actively 
direct an action-packed news format for 
your station, starting from scratch or with 
your established policies. 38, married, per- 
sonable, steady habits, etc. Currently em- 
loyed major market, but program changes 
here have eliminated five-man news de- 
partment. I know what I’m_ doing; need 
no supervision. Minimum $7,500. Phone 
Cleveland, Ohio. LAkewood 1-3456. 





TELEVISION 


Help Wanted—Sales 





Medium market vhf network station needs 
sales manager who will call on national 
agencies plus direct local salesmen. Travel 
will take up 50% of your time. Excellent 
future for selling sales manager. Incentive 
plan. Must be stable married man who 
wants to become a part of a growing com- 
munity. Send resume with billing figures 
to Redd Gardner, General Manager, KCRG- 
TV Cedar Rapids. 


Technical 





New midwest tv station requires experi- 
enced tv engineers. Send resume to Box 
192A, BROADCASTING. 





Midwest vhf-am-fm transmitter technician. 
Video control-studio technician. Requires 
first class ticket. Only experienced person- 
nel need apply. Top station in a large 
market with full color. and tape facilities. 
Send complete resume, photo, and _ ex- 
pected salary. Box 231A, BROADCASTING. 





First class engineer wanted for studio op- 
eration full power vhf with remote unit. 
Some experience necessary. Contact Chief 
Engineer, KLFY-TV, Lafayette, Louisiana, 
Phone CE 5-9494. 


Savannah, Georgia, needs first 
ed experienced 





WTOC-TV 
class engineer or quailifi 

technician. Reply by letter giving complete 
qualifications, references, photograph and 
salary requirement to chief e eer. 





TV studio engineers for design, test, and 
field engineering. Rapidly expanding pro- 
gressive company. All benefits, plus rapid 
advancement for qualified engineers. Foto- 
Video Laboratories Inc. CE. 9-6100, Cedar 
Grove, New Jersey. 





Production-Programming, Others 





Supervisory engineer wanted. Engineer with 
qualifications for supervisory duties with 
pioneer basic major network station in 
upper south. Must have a first class radio- 
telephone license with experience on studio, 
VTR, and transmitter oquomert. Excellent 
working conditions wi holidays, vaca- 
tions, and insurance. Send full resume wi 
picture to Box 974S, BROADCASTING. 





Experienced television copy writer, male or 
female, to expand present staff of four in 
medium midwest market. Above average 
salary, health insurance, pleasant working 
conditions. Immediate opening. Applicants 
from midwest preferred. Send complete 
resume, sample copy to Box 210A, BROAD- 
CASTING. 


WFMY-TV Greensboro, N.C., needs televi- 
sion copywriter for commercial spot copy: 
Prefer television experience, but radio will 
be considered. Forty-hour week, excellent 
working and living conditions. G 
surance } ay Two 
— - ull sneorunetion at e 
and send samples of copy, along with photo- 
graph to Miss Pace, Wry. . All Sopli- 
cants will receive reply. 


TELEVISION 





Situations Wanted—Management 


Is your station editorializing on newscasts? 
norgenns commercials before acceptance? 
Both will be S.O.P. as ind mai a 
Tv station owner with similar convictions 
can size up blunt, follow-throughing, suc- 
cessful commercial manager in 250, set 
city seeking small market station manager- 
ship, preferably southeast. Solid eleven 
year record, character to match. Box 979S 
BROADCASTING. 











Situations Wanted—Announcers 





Professional tv announcer-newscaster. Top 
qualifications. bry! weekly plus talent. Box 
142A, BROADCASTING. 





Help! Trapped in the twilight zone. An- 
nouncer, hot personality, weather, kiddie 
shows, director, production supervisor. 
Sincere hard sell. Six years radio-ty. 
Young, married, one child. Go anywhere as 
long as its up. Now working midwest tv. 
Box 225A, BROADCASTING. 





Experienced—On camera _ televison—50,000 
watts radio. News director, versatile dj, tv 
weather, special events, play-by-play, 
continuity, etcetera. Excellent voice, crea- 
tive, dependable, congenial. Major market 
 aeagg pn E only. Weekly minimum $125.00. 
ick Landfield, 4013 N. Richmond, Chicago, 
lllinois. KEystone 9-7485. . 


fr Moca Technical 


Chief or supervisor, 12 years am-fm-tv, plan- 
ning, construction, maintenance, operations. 
4 years chief, 4 years supervisory experi- 
ence. Box 109A, BROADCASTING. 




















Florida stations hire poe of compre- 
hensive technical and production training 
program. For equal satisfaction contact In- 
tern Supervisor, WTHS-TV, Miami. 


Videotape man. Five years experience stu- 
dio operation, construction, maintenance, 
supervision. One year strictly tape. Prefer 
southeast. Available May 16. Dave Jacob- 


son, Box 424, Aurora, inn. 








Production-Programming, Others 





Director in 25th market desires to move 
up. Well rounded and can do own switch- 
ing. lf you have a challenge, I’m your man. 
Write Box 195A, BRO. ASTING. 


Tv research. All phases broadcasting re- 
search. Management and promotional uses. 
Presently with leading broadcast research 
firm. Available for new assignment with 
station group, rep, firm, or agency. Inquire 
in come ete confidence. Box 214A, BROAD- 
CASTING. 








Time of Decision follows five years close 
observation tv as columnist, features editor 
top daily. Vivid approach to scripts, copy. 
Background MA, playwriting. ox A, 
BROADCASTING. 


News director 7 years top network and 
NY local; documentaries, special events and 
pub. affairs; wishes to relocate to major 
market outside NY. Box 236A, BROAD- 
CASTING. 








FOR SALE 

Equipment 
For sale, Gates remote control. Cabinets in- 
cluded. Looks like new. One half original 
cost. Box 866S, BROADCASTING. 


TV antenna system, 300 ft. Ideco guyed 











tower and lighting, ae 2 superturnstile 
RCA 7-13 antenna, dual ie CA teflon 
line, elbows, gas seals, inside elbows an 


dehydrator. Box 137A, BROADCASTING. 










| 











FOR SALE 





WANTED TO BUY 


Help Wanted—(Cont’d) 





Equipment—(Cont’d) 


Equipment—(Cont’d) 


Sales 





RCA beat-frequency oscillator type 69-B— 
$95.00. 2 noise and distorter meter type 
69- Both in one condition. Box 
193A ROADCASTIN 


Two RCA TS5A and one TS21A switchers. 
Prices and details upon request. Box 232A 
BROADCASTING 








Gates remote control—excellent condition, 
now in use. $500.00 for quick sale. Radio 
Station KATE, Albert Lea, Minn. 





Two DuMont Type TA-191A Cinecon Spine 

spot scanner film projectors in excellent 

condition and complete with two video 

amps., power supplies, local and remote 

control panels, spare parts. and tools. 5003-8. 

ment wy! and costs. 2 Projectors 

#2. 2 Ped 5337-A, 

neluding: 2 local controls 5356-A, 2 ale 

—_ 54 i ys 2 yous supply 5422-A, 2 exc. 
Ampe, — 


HH ee Video 

$315 -$75 <conee ‘sup. 5019-A 

eo Panel 5355- B. 

$8,300 Please reply to E. Newton Wray. e 
S-TV, Shreveport, La. 


Western Electric 10 kw fm transmitter plus 
many extra tubes and parts. For sale to 
one or two buyers. WIFI, Box 3022, Phila- 
delphia 50. 








Used only 5 years, in excellent condition 
RCA BTA 250L am transmitter. Call or 
wee McMurry, WJPR, Greenville, Missis- 
sippi 





Monitor, fm trea, fine modulation. W.E. 5A 
complete with power supply. Now 
operating at 106.1. Sal sy to chakoe crystal. 
Best offer. WQAL, Philadelphia 18, Pa. 


Buy, sell or trade also new and used towers. 
Special 150° am _ self-sup Ras. Ready to 
ship $1,000.00. P.O. Box 55, Greenville, N.C. 


Western Electric 443A one kilowatt am 
transmitter, 550-2700 kc, FCC type approved. 
Complete with doghouse and some spares. 
Excellent condition. Best offer over 4 
Also 4 channel airborne tape recorders. 
Jim Carpenter, 2621 Sarda, Rancho Cor- 
dova, California. 











Microwave transmission ee faen | 154” 
rigid 51.5 ohm, tefion insulated “ails, 
e 


quantity, — lete with connectors, 
hardware, bles and dehydrating equip- 
ment. New. U Unused bargain. Sier: 


ra Western 
Electric Cable Company, 1401 Middle Har- 
bor Road, Oakland 20, California. 





Tower erection, Sewer palatine. coaxial line 
repairs, mechanical i poses. grounding 
systems, lightning sede i htning protec- 
on _—— Financing if desired. lower 
Maintenance Co., Inc., 410-7th Ave., N.E., 
eempuracs. Md. Day — 89. 6-0766— 
an ed one 
Write or call collect. 


Tv video monitors. 8 Mc., metal cabinets 
Gestion, & at $199.00. 30 different models 8” 

ratel, Inc., 1080 Dionne St., St. 
Paul, nw 








Video monitors. Closed circuit and broad- 
cast, Foto-Video Laboratories Inc., Cedar 


Grove, New Jersey, CE 9-6100 





Commercial test, monitoring, terminal, mi- 
crowave, and assorted transmitting and 
~ We gy Tubes and components 
and sold. Electro-Find, 
Fitth avemae, N.Y.C. 


Magncord PT6JAH $340; PT63JAH, $375, 
both thoroughly reconditioned. PT6M motor 
ling mechanism $75. Tage profes- 
onal geod condition $299.50. United Radio, 

22. N.W. 9th, Portland, Ore. 








WANTED TO BUY 





Stations 





Station or cp wanted east or south, 100,000 
to 500,000 market population. Financi ially 
Expert operator has exception- 


responsible 
lucrative caer Yor station. Con- 
fidentiel Box 577S, for cight. station. = 
Equipment 
Wanted to buy—15%” co-ax, rigid transmis- 


sion line. Sen og information to Box 860S, 
BROADCASTING 








Album library sought; radio station wants 
top condition used record albums 33-1/3 
rpm. Write Box 202A, BROADCASTING. 





DuMont acorn 500 watt hi-band, also have 
another 6 i ae for a 5 kw DuMont amplifier 
hi-band. TV, 231 So. Franklin St., 
Juneau, Alaska. 





One Gates CB 11 turntable mechanism. 
Allen King, RFD, Wesson, Miss. 





aug type or quantity of terminal monitor, 
test, studio or microwave equipment in- 
cludin | Electro-Find, 550 Fifth Ave- 
nue, 





INSTRUCTIONS 


FCC first phone license preparation by 
correspondence or in resident classes. 
Grant Schools are located in Hollywood, 
Seattle. Kansas — and Washington. Write 
for our free 40-page brochure. Grantham 
School of Electro illham Road, 
Kansas City 9. 








Since 1946. The original course 
phone license, 5 to 6 weeks. 
reeves. Enrolling now a 


iF , June August 
January Pas i961. For 
Radio O 
le = West 


1st 








rational 
live Avenue, 





Announcing, programming, etc. Twelve 
week intensive, practical , Hy Brand 
new console, turntables, and the works. 
Elkins School of Broadcasting, 2603 Inwood 
Road, Dallas 35, Texa 





Be prepared. First phone in 6 weeks. Guar- 

anteed instruction. Elkins Radio License 
School of Atlanta. 1139 Spring St., N.W., 
Atlanta, Georgia. 





FCC Licenses, six-week course. Ninety per- 
cent pass license examinations the first 
time taken. Next class June 13th. Free lit- 
erature. Pathfinder, 510 16th St., Oakland, 
California. 





FCC first phone license in six weeks. Guar- 
anteed instruction by master teacher. G.I. 

approved. uest brochure. Elkins Radio 

ue School, 2603’ Inwood Road, Dallas. 
xas. 





MISCELLANEOUS 


Your station directly “connected” to thou- 
sands of ww iecee in your area. Effective 
for sales, and_ public relations. 
Write Box T89A. ’ BROAD ASTING. 








Researchers: Use fast, accurate ‘“Metzger’s 
Table of 45,000 Per Cents” for denominators 


1 ae 309. .00, 55 pages. Box 717, 
Atlanta 1, oe: ~_ 





Production ne. its. 


No jingles. pean 
audition ta , 08 4. $299 Te 
pleton Road, ‘eee Ohio. 





BUSINESS OPPORTUNITIES 


Reputable station owner desires to borrow 
$25,000 for one roe or less. Willing to pa 
pottes than 6% interest and offer 51% stoc 

n $100,000 operation as security. a 
tial’ Write Box 228A, BROADCASTIN: 


Help Wanted 
Sales 














" 
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LIFE OPPORTUNITY | 
Salesmen and D...'s 


Top station major market wants 
2 young salesmen for future { 
executives. College, ability, will- 

ing to work. { 


2 big time D.J.’s for top shows. 
College, ability, personality. 


Adding to staff and desire out- 
standing people. Give complete 
details. 


Box 234A, BROADCASTING 








SALES ENGINEERS 


Leading broadcast 

facturer 

gram. 
Sad 


equipment manu- 
accelerating expansion pro- 
Looking for top-notch sales 
d professionals to travel and sell 
quality equipment in the following 
areas: 


Northwestern States 
Midwestern States 
Eastern States 
South Central States 
These positi c d high salaries, 
paid expenses and incentive program 


for increased sales. Full company bene- 
fits, too. 


Please do not call as only written 


resumes can be accepted to permit 
careful evaluation. 








Send resume to 
Personnel Department 
Gates Radio Company 

Quincy, Illinois 








WANTED TO BUY 





Stations 








INVEST AND MANAGE 


Successful radio manager, small, me 
dium, large markets seeks ownership 
and management opportunity in the 
west. Early thirties—family man. 


Box 183A, BROADCASTING. 





————— 








Wanted — Time Salesman 
Excellent opportunity for early advance- 
ment to Sales Manager. Large am-fm 
operation in western New York. Salary 
and commission. Send resume, refer- 
ences, desired salary, etc., to: 


Box 230A, BROADCASTING 











—a 
Want to purchase radio siation 
in, or just outside N.E. Buyers 
have necessary capital and know- 
how. No brokers please. Reply 
to Box 216A, BROADCASTING. 
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Employment Service 


Stations 








| CAREER OPPORTUNITIES 


Announcers — Sales Manager — Time Sales 

— Engineers — We have openings avail- 

able in all categories—in many markets. 
Write NOW for an application. 


BROADCAST CAREERS 
6230 Troost Ave. Kansas City 10, Mo. 
HI 4-2900 














JOBS IN BROADCASTING 


Interesting and challenging positions avail- 
able for competent, reliable broadcasting 
sonnel—Radio and TV broadcast or be- 
ind the scenes. Our employment agency 
om help you to achieve your highest 
artistic and salaried potential. Write today 
for free details to: 


RICHARD M. HANLON 
ASSOCIATES 
P.O. Box 1193 Indianapolis 6, Ind. 











MISCELLANEOUS 








D-J’‘S COMEDY hi D-J’S 
New, Original, imely, Sharp. 


Hundreds, one tina jokes pro- 
duction bits — wit—etc. Never 
heard before—The greatest. Top 
D-J's U.S. and Canada, using. 
Over 50 typewritten pages . .$5.00 
Money Orders to: 
LES CARTER PRODUCTIONS 
82 Bellevue Ave. 
Toronto, Canada 














BROADCAST PRINTING 
Continuity 40 
Paper per 
Minimum order 5000 1000 
16#—white paper—black ink. Send 
copy of paper you are now using with 
check. Colored paper—add $1.00 per 
1000. Punching for binder $2.50 per 
5000. 


FREEBERN PRESS, INC. 
Hudson Falls, N.Y. 




















STATIONS 
FOR SALE 


POPP DLS 
CALIFORNIA RADIO x 
STATION 


Will sell all, half, or lease. Station 
in the black doing well. Absentee 


ownership makes this offer necessary. 
Box 197A, BROADCASTING 
LPAI VLD VLD LP LP AP AP OLD VAP FR. 











FOR SALE—(Cont’d) 








Calif. Single 250w terms 
Single 250w 25M 7 dn. 
Miss. Single 250w 39M terms 


La. Single 500w 52M terms 
Miss. Single 250w 140M __i10 yrs. 
Tenn. Single 1kw-D 55 cash 
Va. Single 250w 60M 29% dn. 
lil. Single 500w 95M 29% dn. 
Va. Single 1kw-D 80M terms 
Calif. Single 250w 68M 15 dn. 
Fla. Small 250w 53M 15 dn. 
Calif. Small 1lkw-D 69M 29% dn. 
W. Va. Small 250w 40M 10 dn. 


Fla. Smail 250w 55M 29% dn. 
Fla. Small 250w 85M 8 dn. 
Fla. Medium 5kw 29 dn. 
N.Y. Medium lkw-D 150M 29% dn. 
Ga. Metro 5kw 200M 29% dn. 


Va. Metro 250w 330M 25% dn. 
Ala. Metro likw-D 175M terms 
N.C. Metro 500w 170M 11 
Fla. Large 5kw 185M 29% dn 
S.E. Maj-Sub lkw-D 150M __ low dn. 
South Major 250w 275M 29% dn. 
And Others 

PAUL H. 


CHAPMAN COMPANY 
INCORPORATED 
MEDIA BROKERS 


Atlanta 
Chicago Please address: 
New York 1182 W. Peachtree 


San Francisco Atlanta 9, Ga. 











THE PIONEER FIRM OF TELE- 
VISION ANB RADIO MANAGEMENT 
CONSULTANTS 


8U 
ESTABLISHED 1946 
NEGOTIATIONS MANAGEMENT 
APPRAISALS FINANCING 
HOWARD S. FRAZIER, INC. 
173%6 Wisconsin pee N.W. 
Washington 7, D. C. 





pees GUNZENDORFER pees 


CALIFORNIA — Unique four station 
package buy. All non-directional fulltim- 
ers in leading southern California markets. 
Price for all stations $750,000 including 
$150,000 worth of real estate. (Exclusive) 
ewe @& ©@ 

ARIZONA—1000 watt daytimer $60,000. 
20, down. Easy payout. (Exclusive) 
CALIFORNIA—Northern 250 watter full- 
timer $75,000. 29% down. $300 a month 
payout. (Exclusive) 


WILT GUNZENDORFER 
AND ASSOCIATES 


8630 W. Olympic, Los Angeles, California 
Licensed Brokers—Financial Consultants 
Phone OLympia 2-5676 











PACIFIC NORTHWEST. 
MAJOR MARKET FULLTIMER 
Excellent dial position. Highly rated 
and operating in black, wiih revenues 
steadily increasing. $350,000 with 29% 
down and balance on good terms. Con- 


siderably less for cash. 
Box 233A, BROADCASTING 











-_. 











To buy or sell Radio-TV properties 
contact 


PATT McDONALD CO. 


Box 9266, Austin, Texas. GL. 3-8080 
Or, Jack Koste, 60 E. 42nd, NY 17, NY 
MU. 2-4813 








ter a NORMAN 


f Conivuitonts Appraisers 


RADIO- hee ON STATIONS 


Nat Wide Service 


xperienced Broadcosters 
dential Negotiations 


Security Bldg Davenport. lowa 
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Continued from page 106 

KIUL Garden City, ae ee license 
covering installation new tran: 

WDSM Superior, Wis. —iinenee mod. of 
license _to operate ‘trans. by remote control, 
using DA, DA-N; conditions. 

KOBY-FM San Francisco, Calif. Pe mo 
agg of cp to decrease ant. height to 9 

change type ant. and make changes [ 
aa system. 

WHYS Ocala, Fla.—Granted extension of 
completion date to April 15. 


Actions of April 12 

WSNO Barre, Vt.—Granted assignment 
of cp to J-K-L Bestg. Co. 

Old Pueblo Bestg. Co., Tucson, Ariz.— 
Granted license for 1 trans. in low power 
service. 

Actions of April 11 

KLPR Oklahoma City, Okla.—Granted 
acquisition of positive control by Lovelle 
Morris Jack Beasley through purchase of 
stock from B.M. “Monty” Wells. 

WBNY Buffalo, N.Y.—Remote control per- 
mitted. 

KMFM (FM) Tularosa, N.M.—Granted re- 
quest for cancellation of license for fm 
station; call letters deleted. 

KMAM Tularosa, N.M.—Granted request 
for cancellation of license for am station; 
call letters deleted. 


Actions of April 8 

KQAL-FM Omaha, Neb.—Granted mod. 
of SCA to change sub-carrier frequency 
from 41 ke to 42 ke and 67 ke and make 
changes in equipment. 

KMAQ Maquoketa, Iowa—Granted au- 
thority to sign-off at 6 p.m., CST, for period 
through Sept. 30, except for special events 
when station may operate to licensed sign- 
off time. 

KEYD Oakes, N.D.—Granted authority to 
sign-off at 6:30 p.m., for period through 
Sept. 30, except for s ecial events when sta- 
tion may operate to license design-off time. 

Ww Dunn, N.C.—Granted authority to 
sign-on at 6 30 am. and sign-off at 6:30 
p.m., for period through Aug. 31, except for 
special events when station may operate to 
licensed sign-off time. 

WOWY Clewiston, Fla. Gennes exten- 
sion of completion date to Aug. 


PETITIONS FOR Babine 

John R. Powley & Frank J. Hedrick, 

Houston, Tex.—Requests amendment of 
rules as follows: (1) change omg age A res- 
ervation in Austin, Tex., from * 
(2) delete ch. 70—and add ch. 67 in ‘Austin, 
Tex.; delete ch. 52— and all ch. 70— in Bren- 
ham, Tex. and delete ch. 53+- and add ch. 
76 in San Marcos, Tex. 

WMIX-AM-FM Mt. Vernon, Ill.—Request 
assignment of ch. 13 to Mt. Vernon, IIL, 
and to take such steps with respect to 
utilization of ch. 13 at Bowling Green, 
Ken. as indicated by petitioner. Denied by 
memorandum opinion & order adopted 
April 8, 1960 and released April 11, 1960. 





Stations 
FOR SALE—(Cont’d) 








——= STATIONS FOR SALE —— 


ROCKY MOUNTAIN. Fulltimer. Av- 
erage gross $80,000 for last five 
years. Asking $80,000 with 29% 
down. Exclusive. 

ROCKY MOUNTAIN. - SOUTH- 
WEST. Good sized market. Doing 
$80,000. Daytimer. Asking $120,- 
000 with 29% down. 
CALIFORNIA. Exclusive. Da;iimer. 
Asking $65,000 with 29% down. 
Man and wife operation. 
SOUTHWEST. Top market. Full- 
time. Well established. Doing $10,- 
000 a month. Asking $275,000 
with 29% down. 


Many Other Fine Properties 
Everywhere. 
JACK L. STOLL & ASSOCS. 


Suite 600-601 
6381 Hollywood Blvd. 
Los Angeles 28, Calif. 


HO, 4-7279 
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THIS CAPTIVE AUDIENCE 


IS TRYING TO REACH YOU! 


Help forge the only link with freedom 
that 76 million satellite captives have— 
support Radio Free Europe 


Leaders of the broadcasting industry—men 
like Goldenson, McGannon, Sarnoff and 
Stanton—are today urging you to help tell the 
truth to the audience that needs it most. Use 
your programs, your voice to back up your 
Radio Free Europe colleagues. Seldom has 
American broadcasting had such an opportu- 
nity to help sustain free broadcasting through- 
out the world. Your RFE kit contains all the 
radio and television materials you need to do 
a complete job. 


What Radio Free Europe is 


RFE is a privately supported network of 28 
transmitter and relay stations broadcasting to 


Broadcasters for Radio Free Europe 
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76 million captive peoples in Poland, Hungary, 
Czechoslovakia, Bulgaria and Romania. It is 
on the air up to 18 hours a day reaching this 
vital, truth-hungry audience. 


Why RFE is important 


Without broadcasts like those of RFE, the cap- 
tive peoples of satellite countries would never 
know the truth about the outside world. It 
gives moral sustenance to those nations which 
have traditionally loved freedom. During the 
Special Campaign period, April 24—May 8, 
please give Radio Free Europe your all-out 
personal support. 
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OUR RESPECTS TO... 


William Myron Savitt 


No man hath a greater love for his 
community than Bill Savitt for his 
adopted city of Hartford. 

A whiz at promotion and a philan- 
thropist at heart, Mr. Savitt has built a 
legend for dependability and service in 
a community whose very foundation is 
sunk solid in the dependable and con- 
servative insurance business. 

The community image of Bill Savitt, 
successful operator of radio station 
WwCCC and Savitt Jewelers, a thriving 
retail outlet, stands out and up, though 
often unconventionally. 

He has a credo—much publicized in 
Hartford—that he’ll “stand on my head 
to serve you.”’ Over the years, the heads- 
down image has become an institution. 
When the occasion moves him, Bill 
Savitt will bustle out of his office on 
the second floor of the jewelry store 
and select from the narrow but well- 
stocked trophy department a foot-high 
(and feet-high) image of Mr. Savitt cast 
in bronze for presentation to a citizen 
who has rendered an outstanding com- 
munity service. 

Mr. Savitt, owner-operator of WCCC, 
constantly gets at the head of the line 
and his name in the newspapers for com- 
munity service that must come up to 
his own special standards. 

Simplicity ™ His services are mostly 
simple, but often costly. At considerable 
expense, Bill and brother Max Savitt, an 
attorney and former city police court 
judge, once rented phone lines during 
the winter season to pipe after-hours 
music to skaters in the city’s public 
park system (the decision came after 
they took their own children for an 
outing on the ice). 

The Savitts always loved sports. Eight 
years after they arrived in Hartford 
from their Springfield, Mass., home, the 
brothers in 1926 founded the Savitt 
Gems Baseball Club, kept organized 
baseball alive and attracted pro ball 
clubs to Hartford until the post-World 
War II baseball pinch snuffed out pub- 
lic support. 

There’s hardly an important cause 
or fund-raising in town in which Bill 
Savitt isn’t leading the way. He was 
chairman of the state’s merchants dis- 
aster committee formed to help the 
small retailer hurt badly in those com- 
munities stricken by the floods of late 
1955. He’s now engaged in fund rais- 
ing for the planned U. of Hartford. 
During World War II, he ate up space 
and time in newspapers and on radio 
Promoting blood donations, Red Cross 
funds, letter-writing to servicemen, sup- 
port to USO, war bonds purchases and 
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the like. (There was no room in Mr. 
Savitt’s planning in those days for 
jewelry ads.) 

Big Beltline = He’s a sucker for a 
hard luck story, or as one friend put it: 
“A man whose heart always has had 
a bigger beltline than his trousers.” De- 
spite a flamboyance that normally ac- 
companies his activities, Mr. Savitt has 
made most of his contributions to the 
needy and destitute on the spur of 
the moment and under a cloak of se- 
crecy. An associate remarks: “If by any 
slim chance Bill is not a millionaire it’s 
because he’s given away the balance to 
several hundred deserving souls.” 

At an interview in his modern Tudor- 
styled home in a residential area of 
Hartford, Mr. Savitt explained his repu- 
tation for being a soft touch. For one 
thing, he feels he owes the community 
something. Bill and Max, members of 
a family to which seven children were 
born (Bill on March 9, 1901), arrived 
broke and job-hungry in Hartford 24 
years ago. They found friends and for- 
tune in a city of opportunity. 

And, says Mr. Savitt, he just can’t 
help himself. A school ball team seeks 
uniforms and a couple of the boys talk 
to the station owner. “Now, how can 
you say no to a thing like that?” says 
Bill Savitt with a face-splitting grin. Re- 
sult: a dinner gratis from the Savitt 
brothers and money is raised for the 
uniforms. 

His two enterprises—store and sta- 
tion—are at opposite ends of Asylum 
Street in downtown Hartford. The store 
he founded in 1919, the station in 1948. 
How did he get into radio? “I love pro- 





WCCC’s SAVITT 


On his toes, or on his head 


motion and people; radio, which is made 
up of both, came naturally. I eat it up 
like you eat three meals a day.” 

Savitt Saturation ® Radio is promo- 
tion as well as public service in Mr. 
Savitt’s book. This is obvious in that 
WCCC runs some 400 Savitt Jewelry 
spots weekly. But he doesn’t stop there; 
he’s running the same schedule on four 
competing radio stations. 

He has a program philosophy. Sunup 
to sundown, he says, “we provide the 
music you want in good taste; you can 
depend on us for time, news and tem- 
perature every 15 minutes.” Listeners 
are cued to this message through an- 
nouncement quickies—‘““TNTs,” as Mr. 
Savitt has named them. Radio, he notes, 
is a specialized business which offers the 
advertiser facilities for repetition in mes- 
sages which can be convincing, though 
soft sell and in good taste. 

For years WCCC has devoted the last 
few moments of its broadcast day to 
spotlighting nighttime shows on other 
local stations, a practice which became 
so popular one station (WTIC) decided 
to buy the time for its exclusive pro- 
motion. 

William Myron Savitt has a few other 
interests going. He enjoys travel (at the 
world’s fair in Brussels he picked up 
diamonds for the business and some 40,- 
000 post cards for friends and contacts), 
golf at the Tumble Brook Country Club 
where he has a chance to be with “good 
company,” the Rotary Club, the Ma- 
sons and the NAB. 

Unlike his hypoed public life, Mr. 
Savitt lives quietly at home with his 
family: his wife, the former Helen 
Nathanson, whom he married in Hart- 
ford in 1938, and their two daughters, 
Rosalie Spring, in her early 20s, and 
Deborah, in her teens. 

Proclaimed ® In seeing the sights of 
Hartford, clean, green parks and the 
white marble of insurance company 
headquarters buildings, a visitor finds it 
impossible to miss countless signs and 
stickers (and radio announcements) 
which proclaim Mr. Savitt and his 
“POMG.” Questions about it were right 
down Mr. Savitt’s happy alley. 

Offering the telephone and the phone- 
book, he challenged the questioner to 
make a random call to any number, 
confident that whoever answered would 
know the meaning of POMG. While 
the questioner was getting up enough 
nerve to call a perfect stranger, his 
taxicab arrived and Bill Savitt settled 
the question by asking the cabbie for 
the meaning. “Peace of Mind, Guar- 
anteed,” said the cabbie as he started 
to drive away. His next remark, to his 
fare, added a bonus that would have 
guaranteed its recipient peace of mind— 
or possibly brought on one of his head- 
stands: “He a great man, that Bill 
Savitt, isn’t he?” 
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Clear it with Oren 


ERHAPS the most powerful man in the House next to 
Speaker Sam Rayburn is Oren Harris (D-Ark.), chair- 
man of the Interstate Commerce Committee and of its Sub- 
committee on Legislative Oversight. Bureaucrats cringe at 
mere mention of his name. Broadcasters know at first hand 
that he is resourceful and tenacious. 

The trigger-tempered Mr. Harris was largely instrumental 
in forcing the resignation of John C. Doerfer as chairman 
of the FCC. Yet, under somewhat similar circumstances 
involving another free plane ride, Federal Power Commis- 
sion Chairman Jerome K. Kuykendall was not so much as 
reprimanded. Mr. Harris had “approved” the trip in 
advance. 

Mr. Harris is determined to jam through Congress legis- 
lation bearing his name that would drastically amend the 
Communications Act. He accuses broadcasters of lack of 
cooperation, and contends that they take a “let’s don’t do 
anything” attitude. It has become axiomatic that if you do 
not agree with Chairman Harris you are not cooperating. 

Does Mr. Harris expect broadcasters to come before him, 
hat in hand, to swallow legislation that would throttle their 
freedom? While his importance is acknowledged, he hap- 
pens to be just one member of the 33-man Commerce Com- 
mittee and of the 437-man House. 

Mr. Harris gave the NAB witness before his committee 
a tongue-lashing because he had the temerity to oppose cer- 
tain of the pending proposals. He accused broadcasters of 
approaching his legislation in a “jocular vein.” He cracked 
the trade press (meaning us, we assume) as not being help- 
ful to the broadcasters’ cause. 

We know of no responsible elements in broadcasting who 
regard the Harris proceedings as a laughing matter. The 
truth is that most of them are frightened; some perhaps 
intimidated. 

The very essence of our form of government is the right 
to be heard. It is the duty of broadcasters (and of the FCC 
as the regulatory authority) to oppose legislation that they 
regard as unreasonable, unsound and therefore contrary to 
the public interest. 

The surprise is that so few broadcasters have evinced 
sufficient interest in the Harris legislation to appear. Only 
the NAB and CBS, of all the groups and elements in broad- 
casting that would be adversely affected, sought the op- 
portunity to testify. Some complained that insufficient time 
was allowed for preparation. Most, we surmise, took the 
“let George do it” escape hatch. 

In passing, it is significant that broadcasters (and the 
FCC) are not alone in their view that all broadcasting does 
not reek. Chairman Emanuel Celler (D-N.Y.), who as 
chairman of the Judiciary Committee has more than a 
casual interest in communications legislation, laments the 
“wholesale condemnation of broadcasters’ practices.” And 
Rep. William H. Avery (R-Kans.) of Mr. Harris’ own com- 
mittee, disagrees that the public has lost confidence in tv 
and radio. 

In the upper body, Chairman Warren G. Magnuson 
(D-Wash.) of the Senate Commerce Committee repeatedly 
has urged that broadcasters be permitted to clean their own 
house. Parenthetically, it should be noted that before the 
Oversight Committee onslaughts began three years ago, 
communications legislation customarily originated in the 
Senate. 

Although every known parliamentary maneuver may be 
tried, we doubt whether there will be action at this session 
on any omnibus bill to rewrite the Communications Act in 
the Harris image. We hope that bills to outlaw criminal 
practices and to simplify and expedite procedures will make 
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it. There is no serious opposition. Nor should there be. 

Mr. Harris is an able legislator. We do not quest on his 
sincerity. We do wonder why he is so impatient, short. 
tempered and, at times, so arbitrary. 


Radio’s newer image 


FEW years ago observance of National Radic Week 

(now Month) was an occasion for intensive promo- 
tion, meager hope and a brave front. But the 1960 cele. 
bration, to be held during May, finds radio entrenched with 
more than 4,000 stations on the air and enjoying unprec- 
edented public support despite the regulatory and legis. 
lative goings-on in Washington. 

Most radio stations are billing more business this year 
than they billed in 1959, and 1959 was the best year in 
radio history. An NAB survey shows that 92.7% of all 
stations expect their 1960 volume to equal or exceed last 
year’s. This is a far more bullish attitude than prevailed 
a year ago. 

Obviously advertisers believe in radio. They wouldn't if 
they thought that listeners had lost confidence in the me- 
dium. Listeners and listener confidence are the two most 
valuable properties radio can have. Both could be lost, in 
some measure, if government tampering persists. 

This tampering has taken many forms, but it was prob- 
ably at its peak of witlessness in the FCC’s March 16 in- 
terpretation of the sponsor identification law. That inter- 
pretation betrayed a shocking lack of knowledge about the 
nature of contemporary radio. Other pronouncements by 
regulators and legislators have shown equal ignorance of 
the present relationship between radio and its listeners. 

It would be a good idea for the government to declare 
a special month of its own. We suggest, as a working title, 
“Let’s Leave Radio Alone Month.” This would do more 
for radio and more for the American public than radio's 
own National Radio Month can possibly do. 

But realism compels us to discount the possibility of the 
government taking so helpful an action. So the next best 
thing we can suggest is for all radio stations to get behind 
their own promotion which begins May 1. 

During National Radio Month, and indeed during any 
month, radio can legitimately claim to be a principal fix- 
ture in the U.S. communications scheme, with unique fea- 
tures no other medium can match. At this point in radio 
history a massive promotion of National Radio Month 


would seem to be as essential as any radio activity we can 
think of. 





Drawn for BROADCASTING by Sid Hix 
“I'd fire him, but I hate to lose a listener!” 
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Net Weekly Circulation, 
ARB Total Area Report, 
January-February, 1960 


WHOM: 


MINNEAPOLIS - ST. PAUL 
100,000 WATTS * NBC 


A GOLD SEAL STATION 











KDIX-TV 
KDKA-TV 
KETV 
KFDM-TV 
KFSA-TV 
KFSD-TV 
KFYR-TV 
KINY-TV 
KJEO 
KLYD-TV 
KMID-TV 
KMOT 
KNOM-TV 
KOAT-TV 
KOLO-TV 
KOOL-TV 


WCKT 
WCNY-TV 
WCTV 
WDAF-TV 
WDAU-TV 
WDBJ-TV 
WEAR-TV 
WEAU-TV 
WEEK-TV 
WGN-TV 
WHDH-TV 
Wwics 
WICU-TV 
WJAC-TV 
WJAR-TV 
WJTV 
WKBW-TV 
WLOF-TV 
WLUC-TV 


WLW-C 
WLW-D 
WLW-I 
WLW-T 
WPSD-TV 
WPTV 
WREX-TV 
WROC-TV 
WRVA-TV 
WSAZ-TV 
WSJV 
WSVA-TV 
WSYR-TV 
WTIC-TV 
WTOC-TV 
WTMJ-TV 
WTVT 
WTVW 
WTVY 


SPONSORS! 


* JOHN LABATT BREWING 
¢ SCHLITZ BEER » STUDEBAKER LARK 
* CONGRESS BREWING * ARMOUR MEATS 
* CONSOLIDATED CIGAR ~ COCA-COLA 
* FOREMOST DAIRY «+ K & L BEVERAGE 
¢ INTERNATIONAL HARVESTER 
¢ HOUSEHOLD FINANCE 
¢ MUNICIPAL AUTO SALES, Miami 
¢ NALLY CHEVROLET, Atlanta 
¢ GALLES MOTOR SALES, Albuquerque 
* FRANCIS FORD, Portland, Ore. 
¢ SALINA CHEVROLET, Syracuse 
¢ WHITE PROVISION CO., Atlanta 
* MIDLAND SAVINGS & LOAN, Midland 
¢ STAGGS-BILT HOMES, Phoenix 


WLUK-TV and many more! and many more! 
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See Duke Snider 
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starring MICKEY MANTLE © ERNIE BANKS © GIL HQDGES 
FRANKIE ROBINSON © WILLIE MAYS * GUS TRIANDOS 
ROCKY COLAVITO + EDDIE MATHEWS and many ofhers. 
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The new power in TV programs... 


All the Excitement 
of BASEBALL’s nC 
BIGGEST MOMENT! ee ae 


488 Madison Ave., New York 22, &.' 





